





“EVERYTHING COMES TO HIM 
WHO HUSTLES WHILE 

” : : 
HE WAITS. NWyosnas kK an 


AY. 00 LAS 





BIG COAL OUTPUT 


a 


A BIG EQUIPMENT MARKET! 





Hundreds of items of machinery, equipment and supplies are 
needed to mine, clean and size each ton of coal that comes from 
American mines. This means a tremendous demand for the 
products of U. S. manufacturers. 


1946 PRODUCTION, INDUSTRY AUTHORITIES PREDICT, WILL EXCEED THE 
ORIGINAL ESTIMATE OF 516,000,000 TONS, DESPITE DISTURBANCES THAT 
HAVE OCCURRED. 


AND THEY SAY THIS LIVELY PRODUCTION IS DESTINED TO CONTINUE FOR 
AT LEAST FOUR MORE YEARS! 


In terms of equipment sales this means that 1947 should be a record year. This bears 


out the results of COAL AGE'’s nationwide coal equipment survey some months ago. 


Both large and small coal properties reported plans for modernization underground, 
buying of more strip equipment and construction of preparation plants, with expen- 


ditures estimated to total $200,000,000 to $275,000,000 per year. 


Coal officials are eager to learn how your products fit into these plans for increased 
production and improved efficiency. And today, more than ever before, they are 
seeking that information through the advertising pages of the industry publication 
that gives the most in editorial volume and quality and that consistently carries far 
more advertising than any other coal publication (87°;, MORE in the first six months 


of 1946). 


MORE THAN 13,000 PAID SUBSCRIBERS AT ALL LEVELS OF PURCHASING 
INFLUENCE THROUGHOUT AMERICA’S HUGE COAL MINING INDUSTRY 
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By DON G. MITCHELL 
President, 
Sylvania Electric Products, 


New York. 


UR COMPANIES are going to 
have to begin to sell again—and 
when this period arrives, it is likely to 





irrive with a vengeance—selling is go- 
ing to become a grim competitive 
battle that will require the best selling 
rganizations it is possible for us to 
put together. 
In building a top-flight selling or- 
inization, there are four points that 
e must keep everlastingly before us: 
1. We must select the proper men. 
2. We must train them adequately. 
3. We must direct them intelli- 
gently. 


4. We must compensate them well. 


is on this fourth point—compen- 
tion—that I want to dwell. 
There is probably no question you 
could ask about sales management that 
ould produce a larger variation of 
nswers than the query, “How should 
compensate our salesmen?” There 
e two reasons for this: First, of 
uurse, the sales problem varies so 


mpletely from company to com- 
ny that no one best answer could 
er be found for any one company. 
a matter of fact, we at Sylvania 
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COMPENSATING SALESMEN 


IN THE COMING 
COMPETITIVE ERA 


have found it pretty hard to find one 
best answer for all of our salesmen. 
The other reason that any general plan 
is bound to fall down when applied 
to all companies is that a compensa- 
tion formula may be worked out to 
accentuate any of the favorable quali- 
ties which must be included in every 
good one. Depending on your own 
individual problems, the points which 
you wish to accentuate may be en- 
tirely different, 

One of the compelling reasons we 
simply have to do a smart job in the 
coming competitive era, when it 
comes to salesmen’s compensation, 
is that the unions will get vour sales- 
men if you don’t watch out. Now, I 
want to make one thing clear. I am 
not opposed to unions. We have them 
in several of our plants and we get 
along well with them. We probably 
have less trouble with labor in our 
unionized plants than in our non- 
union plants. But, in my belief, a 
union operates effectively only when 
you can pay a standardized amount for 
a standardized job, 

As soon as creative work enters into 
the picture, the possibility of a union 
operating satisfactorily flies out of the 
window. Salesmanship of the kind we 
demand is creative salesmanship. It 
can’t be accomplished by making 
standardized calls, at so many per day, 
the way we might turn out tubes or 
radio sets. More than in any other 
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branch of our business, our salesman’s 
success is his own doing, We want 
every one of them to apply every 
ounce of energy and intelligence he 
has to the job. We want every one of 
them to know that if he is smart 
enough, there is nothing in the world 
to prevent him from replacing his 
division manager, the general sales 
manager, or as far as that’s concerned, 
the president of the company. 

I don’t think they can ever hope to 
do that under standardized working 
conditions, seniority rights, or any of 
the other factors that make unioniza- 
tion good for labor. I believe that, 
with rare exceptions, the organization 
of a sales department under existing 
union philosophy could do little more 
than retard the progress of the com- 
pany and stymie the salesmen as far 
as future growth is concerned. There- 
fore, the compensation plan must be 
a two-way street along which both 
the company and the salesmen can 
travel happily and successfully. 

In my opinion, to be good, a sales 
plan must provide security for the 
salesman, It must give him a maximum 
of incentive; it must bea control on 
expense; it must encourage “full line” 
selling; it must encourage planning 
and the exercise of judgment in the 
selection of customers; it must en- 
courage the salesman to work for the 
“long pull” instead of immediate in- 
come alone. And, finally, at least at 
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the present time, it must work well 
even when the products of manu- 
facture must be allocated. 


Methods of Compensation 

Let’s take a look at some of the 
more common methods of sales com- 
pensation and see where they are 
strong and where they are weak, First 
of all, let’s look at straight commis- 
sion—the darling of many a. sales 
manager who wants to keep his sales 
expense at a fixed figure. Here we 
have incentive at the maximum. If 
produce, he 
doesn’t eat. But I have to give this 


the salesman doesn’t 
plan zero on security for it puts a 
premium on pushing out the goods to- 
day without too much thought of 
where or how, letting next year 
take care of itself. It controls expense 
accounts very nicely, particularly if 
your commission is an omnibus affair 
that covers travel and entertainment, 
as well as the salesman’s income. But 
it makes the men pretty hard to con- 
trol. You also have to face the fact 
that the first employer who comes 
along with something that looks the 
least bit better will take your best 
performers away from you. Personally, 
I have never had much faith in the 
straight commission basis. It puts the 
accent on sales and leaves the man- 
agement pretty much up in the air. 
For a house-to-house one shot propo- 
sition, it probably works pretty well, 
but I think it breaks down as a rule 
when you have to live on repeat 
business 


Less Incentive in Straight Salary 

Another favorite plan, and one that 
is almost diametrically opposite in ef- 
fect, is straight salary. | am not sure 
that this is not the best possible plan 
from the stand- 


purely theoretical 


point, but it never seems to work 
out quite the way it should. Here we 
get a maximum of security, and for 
that reason—company loyalty. If the 
salary could be constantly adjusted to 
be a true measure of the recipient’s 
performance and value to the com- 
pany, then it would be good from the 
incentive standpoint. However, no 
sales manager can be expected to live 
with all his men, and therefore the 
salary tends to become only a rough 
measure of performance and generally 
on the low side because it is easy 
enough to build salaries up, but very 
hard to scale them down. The result 
is that it rarely supplies sufficient 
incentive to make the men really get 
out and work, Another weakness is 
that it does not tend to work effi- 
ciently in the expense account de- 
salesmen are in- 


partment. Salaried 
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clined to be a bit lavish in entertain- 
ment and sometimes even a bit sloppy 
in what we might call their account- 
ing methods. Many salaried salesmen 
get the idea that the “swindle sheet” 
is a source of additional income and 
should be treated as such. 


Salary and Bonus Most Common 

Without question, the most com- 
monly used method of salesmen’s com- 
pensation is the salary and bonus, This 
probably exists in almost as many dif- 
ferent forms as there are companies 
who use it. If the salary is a large 
proportion of the total, and the bonus 
is relatively small, then the charac- 
teristics of this plan approach that of 
straight salary. If, on the other hand, 
the salary is small and the bonus rep- 
resents a large proportion of the in- 
come, then we approach the weak- 
nesses of the straight commission plan. 
A great many companies seem to like 
the “fixed bonus for a par per- 
formance.” This is usually a bonus 
that is paid as a salesman fulfills his 
quota. If the quota is fairly easy to 
achieve, the plan tends to put a stop 
to incentive at that point. If the 
quota is planned too high for reason- 
able achievement, then the salesman 
feels in his own heart that it is not 
attainable and he behaves in every 
way as if he were working for the 
salary alone. The salary and bonus 
plan also puts a considerable respon- 
sibility on the shoulders of whoever 
must establish quotas. Naturally, be- 
cause he is human, he is bound to 
make mistakes. Even revision of quotas 
on a year after year basis is not likely 
to be fair since changes in both gen- 
eral and regional economic conditions 





tend to make quotas difficult to es- 


tablish at the best, 


All of the above plans have been 
used at one time or another by Syl- 
vania. None of them ever seemed to 
be completely satisfactory. For that 
matter, I don’t suppose any plan could 
be, so long as human beings were in- 
volved in its operation, and so long 
as salesmen are the kind of people 
they are. However, all the time we 
were using these various plans, we 
were seeking something better. Some- 
thing which might retain in a consid- 
erable degree all of the good features 
that we had found in the plans we 
had used, and at the same time reduce 
to a minimum all of the disadvantages 


that had been inherent in them. 


Institute New Method 

Last January we instituted a new 
method of sales compensation—new at 
least to us—and one that I have never 
heard of elsewhere. For the sake of 
something better, we might call it the 
“prospector’s plan” because it has 
much in common with the mining 
operation. We, as the company, own 
the claim, The salesman is the pros- 
pector. We send him out to dig what 
he can out of our claim, and we al- 
low him to share in the resulting pro- 
fits, Our analogy goes further. If the 
claim is on¢ that is of unknown value, 
or dificult to work for some reason, 
we give the salesman a grubstake. If 
the workings are well developed and 
the ore is easy to get at, then a nega- 
tive grubstake is applied, or you might 
say the salesman pays for the privilege 
of working a proven claim. But for 
the most part, the territory is normal 
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Frank W. Mansfield, director of sales research, Sylvania Electric Products, bases these esti 
mates of the market for television receivers on field interviews, making three assumptions: 
That all people expressing a desire to buy sets will do so; that they will buy within four 
years after reception is available in their area; and that the life of sets will average 12 years. 
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and neither of these two factors ap- 
ply. 

Now let’s look at the details of the 
plan and see just how it is applied. 
Remember, that to be a good plan it 
must offer: 

Security 

Incentive 

Expense Control 

Full Line Selling 

Long Pull Attitude 


Compensation Plan 
For Salesmen 

1. There will be established for each 
salesman a bogey of sales volume 
which he must sell before he is en- 
titled to a bonus. But, as opposed to 
most other compensation plans— 

2. This bogey will be calculated in 
the following manner— 

a. His salary, plus his travelling ex- 
penses, plus or minus a grub- 
stake establishes a base. 

b. His bogey is this base capitalized 
at 2%, or in other words, it is 
the base multiplied by 50. 

Any sales made by the salesman in ex- 
cess of his bogey will be subject to a 
bonus payment amounting to 1% of 
the net sales volume. 

3. The grubstake can be either 
nothing at all, or a plus figure, or a 
minus figure, depending on the con- 
dition of the territory at the time the 
plan goes into effect, or at the time a 
particular territory is inherited by the 
salesman who will cover it. 

The grubstake can be established 
only after the figure has been recom- 
mended by the division manager, and 
ipproved by the general sales manager 
of the lamp and fixture divisions, 

The theory behind a grubstake is 
that if a territory is inherently diffi- 
cult to travel, or poorly developed, or 
entails obstacles of a difficult nature, 
then the division should grubstake the 
salesman. It should be a deduction 
from his cost of salary, travel and 
entertainment. On the other hand, if 
the territory has been particularly 
well developed before the salesman 
took it over, and if there is some very 
excellent business in that division that 
has been developed by a predecessor, or 
f the travelling expenses and enter- 
lunment expenses are low, then the 
ilesman should grubstake the sales 
division, 


Once this grubstake is established, 

cannot be changed during the 
calendar year. However, it is subject 
to revision on the first of each year, 
ubject to the recommendation of the 
ivision manager and the approval of 
he general sales manager. 

4. This bonus is subject to certain 
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penalties for not reaching quota. They 
are as follows: 

One per cent will be deducted 
from his bonus payment for each 
per cent which the salesman is be- 
low his quota on any one product. 
For example, if a particular 
salesman is only 90% of quota 
on incandescent lamps, 95% on 
fluorescent lamps, and 85% on fix- 
tures, he would lose a total of 30% 
of his bonus, Therefore, a bonus 
which theoretically amounted to 
$500, would be paid off to the 
salesman at a rate of 70%, or $350. 


5. In fairness to the men, and to 
obviate any difficulties in case the 
factory is unable to deliver merchan- 
dise. or in case quotas have been set 
unfairly, nothing in the. above rule 
will penalize the salesman who equals 
the overformance of the average 
division. In other words. penalties will 
start to apply only to the extent that 
the salesman is below the average for 
the entire countrv. 

To illustrate—Suppose the national 
average on incandescent lamps is 90% 
of quota, and the salesman is 85% 
of auota. He would lose only 5% of 
his bonus because of that deficiency. 
Similar comments apply on fluorescent 
lamps and fixtures. 


Compensation Plan 
For Division Managers 

1. The plan for division managers is 
similar to that for salesmen. 

2. The foundation for division 
managers is as follows: 

a. The base for the division con- 
sists of total salaries, total travel 
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and entertainment expenses (includ- 
ing the division manager’s salary 
and travel and entertainment ex- 
penses), all rents, all promotion and 
miscellaneous expenses of running 
the division, including bonuses paid 
to the sales force. 

b. All of these expenses, plus or 
minus a grubstake, if any is neces- 
sary, will be capitalized at 3 1/3%, 
or multiplied by 38. 

This establishes a bogey of sales 
volume for the division manager. Any 
sales made in excess of the bogey are 
calculated at the rate of 2 of 1%, 
which figure is payable to the division 
manager as a bonus, 

3. There is a penalty on the division 
manager for not selling his quota, The 
penalties and the limitations on the 
penalties are exactly the same as those 
set forth under “Compensation Plan 
for Salesman.” 


Payment of Bonus 


1. The bonuses, as calculated under 
this formula, shall be payable to the 
men, if they so desire, in accordance 
with the following ruling: 

At the end of each month (or 
quarter) the compensation earned 
will be calculated for the year to 
date, in accordance with the for- 
mula listed above. The net billings 
through that particular month (or 
quarter) will be figured, and if 
there are excess billings a bonus can 
be calculated on the basis of cumu- 
lative expenses and sales for the 
year to date. The salesman, or the 
division manager, can draw on this 
bonus to an extent not exceeding 
75% of the total. 

At the end of each calendar year 
the total bonus, less any advances 
made during the year, will be paid as 
a lump sum. 

2. It is anticipated that no radical 
changes will be necessary in the rules 
of the granting of credit on sales made 
by or within any sales territory or 
division. In case of dispute, however, 
it will be the prerogative of the gen- 
eral sales manager to revise the rules 
if necessary and to arbitrate any con- 
flicting viewpoints. 


Comments On The Plan 


1. It puts the salesmen in business 
for themselves, and it gives them 
what, in my opinion, is adequate in- 
centive. 

To illustrate—under this plan, if a 
salesman who has equalled his bogey 
can sell more than $100 worth of extra 
merchandise by spending an extra $2, 
the excess sales over $100 will pay 
him a bonus at the rate of 1%. Thus 
it gives him an excellent yardstick by 
which to determine whether expenses 


(Continued on page 68) 
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Is the Distri 





utor Your Weak Link? 








By B. M. REISS 
Secretary and Treasurer 
Reiss Advertising, 

New York. 


HY DOESN’T the distributor 

(jobber, mill supply agent, etc. ) 

do a better job for the manufacturer 
in the industrial field? 

That’s 


sn’t it? 


a plain, blunt question— 
Let’s give it a plain, blunt 
answer. Believe us, it needs one! So 
without further verbiage, we'll go on 
record with this answer: 

The industrial distributor does a 
pretty darn good job for the industrial 
manufacturer — considering the fact 
that he is practically defied, yes, prac- 
tically defied by the manufacturer, to 
roll up a respectable sales total! The 
merchandising assistance he gets (and 
we’re talking about normal times) is 
almost nil. The promotional assistance 
he gets (and we're still talking about 
normal times) is almost nil. 


Manufacturer Is to Blame 


Both the distributor «ad his sales- 
men are compelled to operate ina fog 
of neglect and downright abuse. 
Under the circumstances, it’s a miracle 
that they have been able to turn in 
1s commendable a record is the one 
to which they can point. 

What we are saying, and surely our 
language is clear, is that the manu- 
facturer in industry who complains 
his distributors are a weak link in his 
chain of distribution, is probably pri- 
marily responsible for forging that 
particular link himself. In the ma 
jority ot instances, the manufacturer 
has nobody but himself to blame for 
the unintelligent, unreasoning, lacka- 
daisical cooperation he gets from the 
distributor. 

Now we are not under any illusions 
concerning the efficiency, the selling 
ibility and the all-around manage 
ment astuteness of many distributors. 
We have no intention of whitewash- 
ing them or of glorifying them. 

But we put the finger on the manu 
facturer because despite the distrib- 
utor’s admitted weaknesses, he never 


theless moves an enormous total ot 
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supplies; He moves that enormous 
volume despite, not only his own self- 
imposed handicaps, but also despite 
the handicaps imposed on him by his 
sources of supply. 

The very fact that those distributors 
in the industrial field who weren’t fed 
fat Government orders were neverthe- 
less able to hang on during the war 
years, when any less hardy individual 
would have been starved out of exis- 
tence, is certainly a fine testimonial to 
The distributor has 


taken every conceivable kind of pun- 


their durability. 


ishment in many instances, and some 
that quite passed comprehension ; yet, 
he’s come through with his skin whole 
and, in some instances, with his stature 
larger than it was before the war. 


Distributor Is Important 

Of course vou hear stories about the 
end of the distributor being in sight. 
We've been hearing those stories for 
years and years. They were rife before, 
during and after World War I. 
Ditto for World War Il. But the 
industrial distributor is s/ill on the 
scene; sfill very much in evidence; 
and s/il! contributing his share to the 
economical movement of supplies from 
industrial manufacturer to industrial 
user. 

It is very likely that, with the ex- 
pansion in the number of manufac- 
turing units that has taken place dur- 
ing the last six vears, the role of the 
distributor will become still more im- 
portant, In any event, there seems 
little reason to believe that his im- 
portance in distribution will diminish. 


Jobbers Deserve Support 

It seems to us that too many indus- 
trial manufacturers have taken a 
lefeatist attitude toward the distrib- 
utor. They have concluded that the 
distributor just can’t be expected to 
turn in better than a poor perform- 
ince. So they not merely ignore him, 
but just about kick him around. 

We have always been much in- 
trigued by the fact that, in such a field 
is food, the wholesaler § certainly 
doesn’t stack up any higher in ability 
than does the industrial distributor. 


Yet the better food producers don’t 
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take a defeatist attitude. On the con- 
trary, they work assiduously to de- 
velop whatever potentials the whole- 
sale grocers may have. 

We wonder why more industrial 
manufacturers don’t do the same thing 
in their relations with their distribu- 
tors. Of course it is true that, in the 
general field, manufacturers who 
sell through wholesalers usually sell 
exclusively through these distributors, 
whereas most industrial manufactur- 
ers sell a large part of their volume 
direct, Therefore, stark survival makes 
it necessary for the food producer to 
play along with the jobber. However, 
we note that some manufacturers in 
other fields and even in food, who sell 
both through jobbers and direct, still 
give jobbers their keenest attention 
and full support. 

Consequently, we do not take too 
much stock in the argument that “the 
distributor isn’t absolutely necessary 
to our existence.” That may be very 
true. But it doesn’t alter the fact that, 
by intelligent planning, the distributor 
can be put to work in a way that will 
build additional volume and profit for 
the manufacturer. 


Cooperate with Distributor 


In brief, what it boils down to is 
The distributor has ad 
So have his sales- 


simply this: 
mitted weaknesses. 
men. But he and his salesmen can 
make a worth while contribution to 
the manufacturer’s volume and profit 
provided that the manufacturer works 
with them as wholeheartedly as hi 
works with his own sales organization 

What does cooperation with the 
distributor involve? Clearly, the an 
swer to that question will vary with 
each industrial manufacturer and with 
the nature and calibre of his distribu 
tors. But what we can do is to place 
before vou the basic forms of coopera 
tion from which you can make vour 
selection 

Based on studies we have made of 
the plans employed by those manufac 
turers in industry who have been most 
their distributor rela 
tions, we find a program of distributo 


successful, in 


cooperation should be broken dow: 


(Continued on page 152) 
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Organizing for Industrial Marketing Research 








By KEMP G. FULLER 


ial Research, 


nited States Steel rporation 


_ LING AROUND the coun- 
try you can find a hundred peo- 
ple who are familiar with plain and 
fancy marketing research techniques 
for every one person who has done 
constructive work on these problems 
‘f marketing research organization and 
relationships. 
We talk glibly about routing of 
ilesmen, but how much work do we 
do to route, or direct to best advan- 
tage, the efforts of our own market- 
ng research group? We use panels 
nd make surveys on the packaging 
our company’s products, but how 
any here do a really good job of 
packaging the output of our own 
epartment? We measure sales per- 
mance considerably past the third 
snificant digit, but how many here 
in prove to management just how 
orth while was last month’s work? 
The parable of the shoemaker’s chil- 
ren who went barefoot applies par- 
cularly to the bulk of our profes- 
on. All day long and many nights 
e conduct research on marketing, 
id yet, we all too rarely apply what 
e've learned about marketing to our 
vn internal problems, At least, this 
typical of human nature, and it’s 


something like the case of one of my 
good friends who is an outstandingly 
successful time and motion study 
expert, and yet, both his office and 
his home are organized in the jumbled 
manner of a magpie’s nest. 


At the heart of our organization 
problem, it seems to me what we lack 
most fundamentally is a clear, specific, 
definite delineation and delimitation 
of what marketing research is sup- 
posed to do, as well as supposed not 
to do, in any given company. With- 
out this, you are constantly being bat- 
tered between limits which are too 
narrow or limits which are too broad. 
It’s just as bad for management to 
expect you to answer every question 
as it is to have it thought that you 
are only competent to work in a very 
narrow and restricted area of the busi- 


ness. 


Without these limits or bounds of 
authority and responsibility, not only 
are relations with management made 
more difficult, but so are relations 
with other departments, be they of 
parallel or even subordinate authority. 
Without specific areas of jurisdiction, 
there is the constant and inevitable 
risk of overlapping and duplication 
of work, or else important areas of 
work are left uncovered because of 
politeness or timidity regarding en- 
croachment on what might possibly 
be considered someone else’s bailiwick. 

Another cardinal reason to establish 
the functions which are to be market- 
ing research’s responsibility has to do 


INDUSTRIAL MARKETING, DECEMBER, 1946 


with standards of performance. You 
know and I know how much higher 
departmental morale is when manage- 
ment believes the work is being done 
well. How can management be in a 
position to appraise our work, to mete 
out credit or censure, without man- 
agement’s knowing just exactly what 
we are supposed to do? Getting nearer 
home, how do you or I know whether 
we are doing a good job or not if there 
is no yardstick against which to 
measure our performance? 

We use yardsticks every day in 
measuring the marketing progress of 
our own companies, The first tool to 
use in building our organization per- 
formance yardstick is to work out the 
functions we are going to be respon- 
sible for. Each one must be written 
down with exceedingly careful thought 
and all the help you can find either 
inside or outside your organization. 
Each function must be discussed and 
thrashed out, patiently, painstakingly 
and diplomatically, with each person 
or group who has any relation to the 
particular function under considera- 
tion. This is a long and tedious job, 
but when agreement is finally reached, 
and preferably documented, you have 
a firm rock to build on. There are 
many who would rather start out with 
a quick and obvious survey or report 
to impress management. But all re- 
ports go into the files eventually, and 
you and your department are again 
in the position of not having tackled 
the fundamental problem, That prob- 
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lem is what are you supposed to do, 
and what is the basis for management 
to appraise your performance? 

Another obvious reason for definite 
and written functions goes back once 
more to human nature. We are all 
inclined to be a little antagonistic 
towards what we don’t understand. 
Let’s be specific, If there are 40 people 
working in another department and 
you don’t know what they’re doing 
or why, the usual feeling is—why are 
those 40 people on the payroll? On 
the other hand, if» you know that 
they’re getting facts together about 
the company’s customers or the indus- 
tries served, and how much these cus- 
tomers or individuals buy of your 
products, or something else which you 
realize must be done and, therefore, 
that people must be hired to do it, the 
worst that can be said is: Maybe they 
have too many people on the payroll. 
We will come later to the cure for 
that remark. 
Define Research Functions 

In our own case (and there are more 
than 100 persons working full time on 
commercial research in United States 
Steel Corporation) we worked many 
months to arrive at 25 specific func- 
tions which belong to our area of 
Weeks were taken in 
changing a word ‘here or a word there 


responsibility. 


to give the exact shade of meaning all 
could agree on. Even a glossary was 
prepared which defines the precise con- 
cept of the words we used—words 
like coordinate, supervise, recommend, 
manage. There was conference after 
conference, and minutes were written, 
file folder after file folder, Other de- 
partments suggested changes, and, oc- 
their 


casionally, later would attack 


own earlier suggestions. This sounds 
like Donnybrook Fair, but finally the 
happy day came when everyone had 
agreed and had signed letters of ap- 
proval, and peace was once more in 
the land. What interests me is that 
since that day I don’t believe we have 
had a single case of a jurisdictional 
dispute about any one of our 25 
functions, 

These examples of what we mean 
by marketing research functions have 
been simplified and rephrased so that 
they will have more general applica 
bility than in the original wording: 

1. Preparing market investigations 

to establish the commercial de 
plant 


sirability of proposed 


expansions. In our case, all ap- 
propriation requests which have 
the effect of increasing, chang- 
ing, or decreasing the supply of 
our products to the trade, go 
through our shop. 
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2. Analyzing the size and trends 
of markets and the commercial 
requirements and acceptance for 
present, improved, new and 
competing products. 

3. Analyzing our product availa- 
bility, service and delivery fac- 
tors. 

4. Analyzing profits and 
selling costs for each of our 
products, and for each territory 
and each industry to which we 
sell and for each of our prin- 
cipal customers. 

§. Studying and interpreting broad 
economic factors and trends as 
they affect present or future 
markets for our products. 


sales, 


In addition to these various kinds of 
analyses, we have found*that we must 
keep a quantity of shelf information 
available for our own use and the use 
of management. To do this we main- 
tain: 

6. A thoroughly indexed commer- 
cial research library and com- 
plete lists of all our principal 
customers, actual or potential, 
and the companies which supply 
the materials, equipment, or 
services which we purchase, 

We maintain close contacts with 

sources of commercial data, such 

as trade and technical associa- 
tions, government agencies, etc. 

8. We collect essential commercial 
research data on consumers of 
our products, with appropriate 
interpretations. 

9. We make analyses of territories 
and marketing coverage, using 
the individual salesman’s terri- 
tory as one of the basic units. 

10. We compile data for a weekly 
market letter prepared for the 
use of the executives of our 
company. 


Furthermore, we seek to furnish an 
indication of our market potentials 
and performance by: 

11. Preparing short range and long 
range forecasts covering both 
the total market and our an- 
ticipated sales. 

12. By compiling and interpreting 
measurements of sales perform- 
ance, 

Three Final Considerations : 

In dealing with the use of functions 

as organization tools, there are three 

final considerations. The first one has 
to do with the final draft of a depart- 

mental objective, which should be a 

phrasing in a few sentences of the 
major reasons for existence, and results 
desired, of the department. My own 
feeling is that this can best be done, 
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in fact probably only be done, after 
all the detailed functions are estab- 
lished. This departmental objective is 
also convenient for those outside the 


department who could hardly be 
expected to remember all the indi- 
vidual functions in detail. 

The second question is whether 
there are any magic number of func- 
tions for marketing research. I don’t 
believe so at all. We came up with 
25; another company might arrive at 
16; and still another company might 
have 34. It all depends on the com- 
pany setup, the industry, the product 
and all the other variables which 
always mean that each marketing re- 
search setup has to be tailor-made to 
fit its environment. It not only must 
be tailor-made, but it must be flexible 
enough to meet, and éven anticipate, 
changed needs for market research. 
Good marketing research organization 
cannot follow a static pattern any 
more than the market itself can be 
expected to remain static. 

Applies to Small Companies 

Finally, regarding the establish- 
ment of specific functions, someone 
may ask, does this only apply to large 
organizations with big marketing 
staffs, or should smaller companies 
with perhaps one man marketing re- 
search setups also write out their func- 
tions? We have found, in working 
with our smaller subsidiaries, that the 
organization relationships to be con- 
sidered are much less complex, and 
that developing the functions does not 
burden a one or two-man setup any 
more proportionately than we were 
burdened with a much larger staff. 
When you analyze it, the small com- 
pany needs to establish these func- 
tions even more than the big one. In 
most small companies, the marketing 
research man usually has so many jobs 
to handle that he is running to put 
out fires all year long and never has 
time to establish any fire prevention 
activities. With the establishment of 
functional responsibilities, it is far 
easier to determine just what one man 
can do to best advantage; and if more 
work has to be done, then there is a 
basis for getting more staff. 

The next main tool of organization 
relates to programs of work. Many 
companies have some sort of a plan 
or prospectus of the marketing re 
search work planned for next year, or 
the next six months, or for the period 
covered by the budget request. The 
chief deficiencies of most of these 
plans, is that they only tell manage- 
ment what work is to be done and, 
lacking measurement against a stan- 

(Continued on page 142) 
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This publicity scrap book measures 14 by 
17 inches showing how clippings are filed. 


Technical Publicity 
Offers Bright Future 


for Engineers 


How to Organize Publicity Activities for Industrial Plants 


By V. W. PALEN 
Publicity Department, 
North American Philips 
New York. 


ympany, 


FEXYECHNICAL MEN having the 

proper qualifications will find 
many lucrative opportunities beckon- 
ng them in the publicity field during 
the postwar era. 

Today, a capable engineer-publicist 
can market his services in nine out of 
ten plants with only a short, convinc- 
ng sales talk. However, before you 
rush out to grab one of these new jobs 
—stop and analyze your own char- 


cteristics. 

1. Do you like to write or do you 
think such a task is worse than taking 
medicine? 

2. Do you like to mingle with people 
ind share their problems or do you 
prefer seclusion? 

3. Do you like to have a LITTLE to 
lo with MANY things or would it 
please you more to be an expert on one 
or two subjects? 

4. Can you keep your tongue in your 
heek when one of your contributors in- 
sists On using the original version of a 
story you've spent two nights editing at 
home or would you “blow up” under 
such circumstances? 

5. Are you a salesman at least to the 
xtent that you can assemble facts to 
istify various phases of your operations 

or would you be completely stumped 

management questioned whether you 
are worth your keep? 

6. Can you adopt a pace and devise 
hort cuts quickly so as to do two normal 
lays work in one when the occasion 

or would the situation upset you? 
Do you get a “kick” out of seeing 
your company’s name in the press — 
r do you think manpower spent in 
getting such material printed is wasted? 


irises 
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If your answers to all of these 
queries are affirmative, your chances to 
succeed as a publicist are excellent. If 
you score five “‘yeses,” 
are good, Nevertheless, you still need 
some actual experience, and working 


your prospects 


with an established publicity organiza- 
tion is the only way to acquire this 
essential know-how. Try to connect 
with a large old-established company 
or advertising agency—you'll get your 
feet on the ground and gain self-con- 
fidence for the day you establish a new 
department on virgin soil. 
Initiating such a new setup is a 


venture that calls for considerable 


Many 


problems—never encountered during 


courage. new and perplexing 


your apprenticeship—will confront 


you. Above all, you will need the tools 
of a good 
During the first year, you 


and “‘stick-to-it-iveness” 
salesman. 
must sell yourself and your program 
constantly. If you do a thorough job 
during this trial period, you will be 
firmly rooted in management’s plans 
for future vears. 

At this point, let me hoist the red 
flag. Spend the first few weeks plan- 
ning and putting into operation sys- 
tematic methods for expediting every 
phase of your program, If you don’t, 
you'll find yourself going around in 
circles and management will soon no- 
tice that your production is not up to 
expectations. 


Here are some of the matters that 





This illustration shows a typical page in a photograph file book. The identification number is 
written on the lower right hand corner of the print. Extra prints are kept in manila folders. 
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should have your immediate attention: for reprinting and in this form they Another form of activity the publi- 


1. Gather together all available photo provide a valuable source of customer cist can cash in on involves organiza- 
negatives and prints. Establish a filing literature. You announce the availa- tion of a speakers’ bureau. Make a 
system - a we be — bility of this literature through a re- list of your best orators and their sub- 
rassed due to lack oft us importan . . is . ‘ . 
iaderiad when you've renily to ne sor lease, and these items—small though jects and let it be known far and wide 
= wollen they are—all add up into column- that they’re available. When your 

2. Establish a method for filing and inches of publicity in your favor. man is scheduled to appear before 
exhibiting clippings. Large scrap books Edi 7Y . some society, send out announcements 

\ditors’ Valuable Aid ; 
are convenient for this purpose and , to the press before and after the event. 
provide a neat method. Don't miss an Keep in close contact with editors Press parties usually are the best 
ortunity to show these books to . A . .. ‘ , 
Mo yon a will _ = the tim t ane 985 a 4 " thie cubl;. aes getters but _ costly. They — 
> 0 Ss - Cc o ~ “ “ ° 
you learn the needs of various publi- stave ry , 1° ¢ : 
examine them. They go a long way ca yp nytt: . staged only when you have something 
toward furnishing the proof of the cations and the capacity of your big and important to announce. Study 
publicity pudding engineers to supply them. Take an the situation carefully and confer with 

3. Set up a system for recording titles editor through your plant every other experienced publicists before go- 

and for assigning key numbers to all chance you get. Invariably, he will ing ahead on a press party luncheon 
ases \ ‘ ‘ . a. 7 7 sia . “ . - « a 4 
here kee eh wy ge to fil uncover a good story or two during or afternoon cocktail party. Once the 
olde \ 1 numbe or each projec , > > > res . 3 
ey peed pone’ gis ipo Eee his talks with department employes. stage is set, get your best company 
‘ 0) < s S « ‘ ) — . = x. ~ . L ‘ ? =. 
hl ticaten «timate wteiiian enitnnd ee men to put on the show. A few of 
be” alee aa maeeeedn ok EE : ou He ne ay 'r r ¢ your jobs will include: 
business and technical magazines in the article. inis should be avoided 1 1. Sending out invitations. 
U. S. Under various circumstances, it possible since your time pays bigger 2. Preparing releases and photos to 
may be desirable to circularize certain publicity dividends when spent in get- hand out at the party. 
. — a po , igo wir ting others to write. You'll have to 3. Mixing with your guests at the 
ave © SCOTS SS CREE Cet, edit and rearrange the stories when party to offer your services. 
will enable you to quickly indicate to ns in TT aie h a ’ ; . 
the mailing organization which publica they arrive. rou ll have to get photos 4. Sending advance copies of release 
tions are to receive the release. and _ illustrations. More important, material to editors who cannot attend 


your press party. Plan such mailings so 


you'll have to get the article published. . 
, the absent editor gets the data on time 


5. Make up suitable forms (mimeo ot 





print d) to cover such routines as As a publicist, you will be on the Vv ; . i . | h 
monthly, quarterly, and annual reports ; lookout constantly for information aoe a ae © 7 aucner 
to raat spr vais: to get signatures ot concerning new equipment and new are show n as 4 sais adie They bie 
madividuais eranting vrmission to use r , . re a > » Vv > 2) - 
photos in which tl - oo " notife products. You'll get this through prove re Conneera I value to 2 publ 
otos ch ney appear: 0 0 2 ‘ - = “1s » — > _ : — 
, 1, + le contacts with department heads. You'll cist who 1s struggling to get a new 
authors when and where their articles organization under way A few of 
are published obtain data on special events, personnel “ed f. 0g = . & wy Ss 
i - . . Se ) ve) >< - . 
6. Engage the services of one or two changes, financial and production re- these forms need explanation 
clipping agencies. It is good to have ports from the same sources. Mailing Data Filed 
one newspaper agency and one maga Periodically, you should spend a day . ia 2 ¢ — a 
zine agency for thi york since such ; f ne = enec ists for expediting 
( ‘ ’ 4 \) ] > y 2 > > : > . . . . . a 
organizations usually specialize in on with a per i ck a dozen mailing and proper distribution of 
‘ - ‘o o 5 . . @ > ° ~ 
field or the other +t pre good proc springy Gse-Ups . releases are very important. Com- 
’ che mn _ . > arenene am . : 
7. Locate a good news photographer : > — : a parnageliin ay Lit, om plete mailing data is kept In a set 
Get him to understand your aes anc — was. 4 are af go you eshie of four loose-leaf binders. Pages carry 
\ 5 iblems, and pla ) 4 : ) whic se . : 
aay our pe cin prob . n I 2 pictoria ih trom ' iy 1 Paes enc TP numbers which correspond to the 
the responsibility Tor rou p motos di =~ ) , ) ) ™ co . . : 
rectly on his shoulders. If he ts willing se ge / . rs I i ol classifications in INDUSTRIAL MARKET- 
" , - . ease. Many of your syndicated photos aa 
and capable, on occasion you may wish nt blished E ¢ fs ING’s MaRKET Data Book or Standard 
, —— * . _ ' ere 
to turn him loose in the plant to find wi ae I UDUS a . te . hs ae) “a Rate & Data Service. 

, ww shots hy h ct srders no 7¢ into print, they noc on tne . ° . . 
and bring im sl that he consid = oe ae i The running record for clippings 
outstanding editor’s door regularly to remind him is kept active for 30 additional 

° . d < u « 
8. Set up a daily reminder file to that you are on the job ready to serve i ae vay . E she 
_ pot ves pra r days following termination of the 
guarantee prompt attention tor a him. : 7 smut. « ‘ ed 
month it covers. This is necessary 


projects at the proper time. Thus, it ts 
easy for vour stenographer to bring the 
material from a particular day’s com 
partment to your attention as the first 
order of business each morning 





because clippings are often delayed in 
arrival. For instance, the report for 
June is considered finished (and is 
typed) on or about July 31. 

9. Provide a fund from which au- The monthly summary report 
thors can be paid this is to cover , r P ’ 
situations where an editor fails to send provides no place tor comparison 
the usual check. Contributor's good 
will can be retained only through fat 
and equal treatment for all. Don’t for 
get that your success depends on mak- 
ine friends and keeping them. Then, 
too, you will be agreeably surprised to 
see how the first check .stimulates an 
uuthor to write a second article 


of current results with those of the 
previous year. Recently, the writer 
has added these figures in the margin. 
Thus, for example, June, 1944, and 
June, 1945, data are compared for 
over-all and department totals. 
The importance of making regular 
reports to management on publicity 
results cannot be over-emphasized. 
This is especially true during the first 
year which may be a_ probationary) 
period. On your first six-months re 





Once the machinery is installed, you’re 
ready for production. Remember, in 
the technical publicity field, your most 
important function involves keeping 
your editors well supplied with signed 





articles. Of course, this type of ma- Partners Martin R. Klitten and Keith port, you may find it worth while to 
ial ij 1 luce | it i [ ee fe ee oe eS « translate your publicity results into 
terial is hardest to produce but it 1s recent office celebration in commemora- ee . 
the real backbone of your operation. tion of the first anniversary of Klitten dollar values. Merely compute what 
Many times these articles are suitable & Thomas, Los Angeles advertising agency. (Continued on page 149) 
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PART I. The war left the South 
bursting its seams—full of itself and 
the future. 

More than $35 billion worth of 
war contracts came to the South in 
five years according to figures 
credited to the War Production Board, 
with almost $9 billion for use in 
facilities and more than half of that 
total representing industrial project 
expansion. Private enterprise spent 
more than $1 billion, about half of 
the money on enlarging plants. 

The expansion of the shipbuilding 
industry is an example of the tremen- 
dous increases in production. Half a 
dozen merchant vessels of 2,000 gross 
tons or more were launched at south- 
ern yards during 1939. From 1940 
through 1945, more than 1,900 
merchant ships were christened at 
yards scattered across the Gulf of 
Mexico and up the Atlantic Coast. 
That total represents approximately 
40% of the entire national production 
f ships of that size. 

Figures show steel production 
went up 1.2 million tons of ingots 
innually. 


(Left) A section of Humble’s Oil Refinery. Baytown. Tex., where 100- 
octane aviation gasoline is produced. 
canal where vessels from all over the world come 50 miles from 
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By AL SHARP 


Liller, Neal & Battle, 
Atlanta, Ga. 


The war proved the South’s ability 
to produce on a large scale. The 
Charleston Navy Yard, for example, 
had 28,000 employes, Bell Bomber 
plant at Marietta, Ga., 28,000, and 
the atomic bomb facilities at Oak 
Ridge, Tenn., more than 70,000. 
Though employment dropped after 
V-J day, there is no shortage of jobs. 
The expected mass migration of 
workers from war-swollen cities to 
farms and smaller towns either is not 
happening or is not large enough to 
notice. 

It might be well to explain at this 
point the exact area of the South in- 
sofar as statistics in this article are 
concerned. The region covers Texas, 
Delaware, Florida, Oklahoma, West 
Virginia, Arkansas, Louisiana, Tennes- 
see, Alabama, Mississippi, Kentucky, 
Georgia, South Carolina, North Caro- 
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lina, Virginia, Maryland and the Dis- 
trict of Columbia. 

Within that area are some 43 mil- 
lion people or about 31% of the 
nation’s total population. The region 
is, of course, a tremendous market 
for manufactured goods—even greater 
today than ever, because the war left 
the South with more money than it 
has had at any other time—big money 
for business and industry, and more 
cash per person. 

Though the value of the South’s 
manufactured products increased from 
$1.5 billion in 1900 to $11 billion in 
1939, the region’s devotion to raw 
materials and unfinished products and 
use of its rich soil for tobacco and 
cotton instead of diversified crops is 
still too strong, business leaders point 
out. 

The war brought to a head the full 
potentialities of that region, and to- 
day the South is more aggressive, 
spirited, and perhaps more willing to 
work hard to gain the balance be- 


(Continued on page 146) 


the Gulf of Mexico to load Texas’ many products. (Right) Ingalls 
(Center) Houston’s ship Corporation’s huge shipbuilding yards at Pascagoula, Miss., where 
$1 billion worth of peacetime ship contracts are being filled. 
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Industrial Catalogs and Bulletins 
Need A Change of Pace 


By M. A. HASSELMANN 


The Buchen Company, 
Chicago. 


URING THE past year leaders 
in advertising and sales have been 
calling our attention to what they 
maintain has been an alarming trend 
toward less effective, less imaginative 
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copy. In the advertising publications 
and in talks before business groups, 
oldtimers have berated present trends 
in copy writing and have maintained 
that it compares unfavorably with the 
virile copy of a decade or generation 
ago. Others maintain that today we 
are depending too much on layout for 
attention and interest, to the detri- 
ment of our advertising’s effectiveness. 


There is much to support these 
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opinions. The writer is prompted to 
prepare this article to show where and 
why these alarms apply to printed 
industrial literature, with which he 
has perhaps more than average famili- 
arity. When you think it through, 
there are a number of reasons why 
industrial catalogs and bulletins are, 
as a rule, “short” on copy and “long” 
on layout—to the lessening of their 
forcefulness and a lower return per 
advertising dollar invested. 


The first reason for the present de- 
preciation in copy is the times them- 
selves. Copy simply hasn’t had to be 
fully effective. The average sale has 
not required as good a sales story as 
it did before the war. All that a sales- 
man or catalog has had to do is say, 
“Look what we have to sell.” Sales 
managers have been telling advertising 
managers and advertising counsel not 
to be “too aggressive” in copy. En- 
gineers have been too busy getting 
out orders to help the advertising 
department prepare literature with 
which to get new inquiries and orders. 
Too frequently advertising managers 
and account executives have rehashed 
old, “sure” stuff that they know will 
be preferred by over-busy sales and 
engineering department heads. The 
quick, easy way to rehash an old cat- 
alog is to get a snappy new layout 
using the same old pictures and drama- 
tizations, then change a few headings 
and “doctor up” the same old copy 
to fit the new layout. 


Picture files are largely obsolete. 
Too little is being done about getting 
new pictures, installation views in 
particular. Wartime restrictions got 
us out of the habit. Often the models 
of the equipment being offered are 
still the old or half-way designs, which 
explains much of this delay. The real 
postwar models are still to be fitted 
into production lines, in many in- 
stances. New literature is prompted 
more by depleted inventories of exist- 
ing catalogs than by future sales re- 
quirements and possibilities. When 
good enough is good enough and the 
order book is full, there just isn’t 
enough pressure on those responsible 
for the literature. Neither are there the 
interest, facts and cooperation essen- 
tial if writers are to do their best. 


Today and for the past five years 
first impressions have counted too 
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much, Too often all that has been re- 
quired of an industrial salesman is 
that he look successful, act as though 
he represents a well-heeled, aggressive 
company and answer a few questions. 
Likewise, too many industrial catalogs 
and bulletins are successful—or are 
considered successful—because the y 
make a good first impression, They 
ure smart looking and attractive. They 
have splashes of color here and there 
and everywhere, with a good assort- 
ment of the layout artist’s latest 
tricks. 

The recipient of such an overly laid- 
out, expensively reproduced catalog 
or bulletin says, ““Whoops, look at 
this! Isn’t this a beautiful piece of 
literature . . . really up-to-the-minute 
stuff . . . must have cost plenty 
The So-and-So Company must be go- 
this machine must be 
they must be making 


ing places . 
pretty good... 
a lot of them to justify a book like 
this . . . guess I’ll recommend one for 
uur shops.” And so the first steps 
toward making a sale are made. 


Well . . . we all know that the 
present seller’s market isn’t going to 
last. In fact, we all have a good 
hunch that long before most of the 
catalogs and bulletins now being pre- 
pared are used up, hard selling effort 
will again be necessary and in vogue. 
So it behooves us to begin preparing 
now, in spite of any present difficul- 
ties, new literature that is keyed to the 
times that are soon to come. Soon we 
hall be less interested in having the 
eaders to our literature exclaim, 
Man, that’s a good looking catalog!” 
ind more interested in having them 
ay, “Man, that reads like a good 
quipment investment!” 


Note the similarity of layout existing between the three spreads 
(upper right. lower center and lower right) as submitted for a 
20-page tractor booklet. Because they ‘did not conform to the 
layout pattern,’ the layout artist strongly objected to the big-picture able ‘change of pace’ 


a 





So I suggest the first change of 
pace, Let’s start preparing literature 
that walks into an office, Let’s stop 
planning flashily dressed literature that 
swoops into a prospect’s domicile with 
a flourish. Let’s have literature that 
seeks out the right man, then sits 
down to give him a deliberate, fresh, 
up-to-the-minute, complete sales talk. 

Let’s set out to prepare printed ma- 
terial that commands continued at- 
tention for what it says rather than 
for how it looks, Let’s remember that 
good headings and good copy make 
better first—and last—impressions 
than layouts ever did. The important 





NOT THIS 
Don't write copy with scissors. 


thing is to give our printed salesman 
a $10,000 mind and a $2,500 dress- 
ing-up rather than a $2,500 mind and 
a $10,000 dressing up. 

A first step in preparing such copy- 
strong catalogs and bulletins is to 
decide to make each piece the ideal 
salesman for the product it features. 
Make it the salesman that has all the 
facts and always says the right thing 
at the right time, that proceeds in an 
orderly, thorough, interesting manner. 
To do this—to be a five-figure-salary- 
salesman—your printed piece must 
have all the help the $10,000-a-year 
(and higher) men in your organiza- 
tion can give it. 


Route an announcement to all ex- 
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handling requested for the two other spreads (upper center 
and lower left) When these were added later (the lower left 
spread substituted for the lower center) they proved to be desir- 


and resulted in an attractive layout. 


ecutives concerned with the printed 
material and explain that a new cata- 
log is to be prepared. Ask them to 
dictate an intra-company note on what 
they think should go into the new 
catalog and where the old catalog was 
wrong or inadequate. See that en- 
gineers explain thoroughly the reasons 
why design changes were made. Be 
sure that the sales manager supplies 
the desired merchandising angle or 
sales slant, Get the wheels turning on 
procurement of new pictures. Get all 
the facts—in writing, in the central 
office, about significant recent instal- 
lations. 

See that the actual writer of your 
catalog or bulletin is well qualified, and 
that he writes with a pencil and not 
a scissors. If possible, send him along 
with your best salesman for a few 
days. See that fresh, new angles are 
injected into the copy—new argu- 
ments, new dramatizations, the cus- 
tomer’s idiom. See that the writing of 
the copy is completed before the lay- 
out is begun and that it includes word 
descriptions of what each picture 
should show, See that those who pass 
on literature do their best thinking 
early in the planning—preferably be- 
fore the copy is written and no later 
than the day the layout is approved. 
Changes after the finished artwork, 
typesetting and plate making are be- 
gun are always expensive. 

You'll have less difficulty getting 
the layout you want if you give the 
layout man the typewritten copy for 
your catalog or bulletin. He can read 
the copy and the descriptions of the 
pictures. Starting with these it is 
unlikely that he will overdo the lay- 

(Continued on page 138) 
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Advertising and Technical Research 


RESIDENT Higgins of the Her- 
I cde Powder Company recently 
announced in his annual report to 
stockholders that 3% of the com- 
pany’s income is spent on research. We 
have wonderful research laboratories 
near Wilmington employing more 
than 600 persons. The investment in 
grounds, equipment, and facilities is 
substantial, judged by any standards. 
From our laboratories are developed 
a steady stream of facts, information 
and data. 

And this is just one unit of the 
chemical industry’s research program. 
It is just one unit of the tremendous 
industrial program that 
American industry not only supports, 
but furthers. Add G-E, Westinghouse, 
U. S. Steel, General Motors, Ford, 
Chrysler, DuPont, Carbide—the list 
is too long even to hit the high spots— 


research 


and you have hundreds of millions of 
dollars and staggering human effort 
devoted to the great cause of indus- 
trial research. It is reasonable to be- 
lieve that with this enormous effort, 
much valuable information is obtained 
for American industry. 

What are you going to do with the 
facts developed by these scientists? 
Are you going to let the valuable data 
remain in your notebooks, waiting for 
someone interested to look for it? Are 
you going to tell your management, 
“We have developed some very im- 
portant information about our pro- 
ducts—what shall we do with it?” 

Just contemplate a setup like that. 
Can you imagine that you and your 
technical men and women who are 
employed to obtain worth while infor- 
mation are going to let the data rot 
within the confines of your million- 
dollar laboratories, carefully arranged 
in bound notebooks, and neatly filed 
for reference in your efficient librar- 
ies? 

No, somebody or some department 
must gather the original sources of in- 
formation and collect, sort, index, 
store, interpret, and distribute that 
information so as to convey these use- 
ful facts from where they are gen- 
erated to where they are needed. That 
is the function of advertising in to- 
day’s industrial setup. 


46 





By MONTGOMERY R. BUDD 


Assistant Director of Advertising, 
Hercules Powder Company, 
Wilmington, Del. 


Reduced to its fundamentals, ad- 
vertising is a means of getting infor- 
mation from where it is generated and 
collected to where it is needed and 
can be used, Let me qualify myself at 
once. When I say advertising I mean 
honest, truthful, informative adver- 
tising—not the radio chatter that puts 
the medicine show doctor to shame. 
Not the catch-phrase artists who make 
a sideshow barker appear as sedate as 
a church elder. 


The modern industrial advertising 
department is looking for factual, be- 
lievable information to send to cus- 
tomers and prospects of the company. 
The company’s reputation depends not 
only on the product but on statements 
made about the products, and these 
statements must be more than fact- 
ual; they must be believable. It is in 
this regard that the advertising de- 
partment can become a great force 
for good in the correlation and inter- 
pretation of the research man’s work. 


The facts and information de- 
veloped in the research lab can be 
correlated and interpreted to give a 
believable story on which the com- 


— Summary of a paper presented be- 
fore the Industrial Research Institute. 
Columbus, O 


pany’s good name will rest: Here is 
an opportunity for the research de- 
partment to make use of the adver- 
tising man’s familiarity with mass 
communication and even to gather 
more data, if necessary, to support the 
advertising department’s requirements 
for believable information. 

This matter of mass communication 
is worth a little extra discussion. When 
we think of American industry with 
its design engineers, its planning 
boards, its vast laboratories, and its 
mass production methods, we think we 
see the entire picture of America at 
work! But an important part of the 
picture is missing until you include 
mass Communication. 

We have developed methods in this 
country whereby we can convey 
quickly to masses of people pertinent 
information and data about our prod- 
ucts and services, Just as significant as 
the development of mass production 
has been the means developed to com- 
municate information and data from 
the place where it is generated to the 
place where it is needed and can be 
used. 

For example, the war in the Far 
East caused a shortage of tung oil. 
We had to turn to domestic oils 
for our varnishes. Resins available 
wouldn’t do the job, so our research 
laboratories developed the Pentalyn 
resins which give the varnish maker 
the body that he wants at practical 
cooking temperatures. To get this in- 
formation into the hands of users 
called for mass communication, It 
called for the preparation of technical 
booklets, for direct mail letters to a 
properly assembled list of prospects, 
and for demonstration kits and facts 
for both the technical salesman and 
for the customer. It involved follow- 
up procedure and samples, business 
press publicity, and the handling of in- 
quiries, to say nothing of the usual 
ads in industrial papers. This work of 
mass communication is _ specialized 
work, and in modern industry it is a 
job for the advertising department. 


You know, when you stop to think 
of it, reseafch and advertising are very 


(Continued on page 126) 
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MUSKEGON PISTON BING co 


\ USKEGON Piston Ring’s “Fa- 
. mous Sayings” ad campaign is 
unique in industrial advertising. The 
ids in this series are currently appear- 
ng in the technical magazines and 
business papers read by the executive 
ind engineering personnel of the en- 
gine building industry. Emphasis is 
placed upon the thinking of this 
group who control the purchase of 
large numbers of piston rings. 

The series, now nearing completion, 
is based on famous quotations from 
leading speakers, writers and philoso- 
phers. Each quotation used is tied in 
lirectly with the policies and princi- 
ples of Muskegon Piston Ring Com- 
»any, Muskegon, Mich. 


sean oHO @ 


his spread features three more ads in Muskegon Piston Ring 
ompany’s ‘Famous Sayings’ campaign. (Left to right) The Thomas 
fferson ad appeared last May: George Gershwin’s silhouette 





*Cover Picture Story 





The idea for this campaign was de- 
veloped from a suggestion by Paul S. 
Lane, chief engineer for the com- 
pany, who urged that the series be 
keyed to quotations from current en- 
gineering authorities. Behel and Wal- 
die and Briggs, Muskegon’s advertis- 
ing agency, suggested that the cam- 
paign would have wider appeal if the 
quotations were taken from promi- 
nent world personalities from differ- 
ent ages in history. 

The objective of the campaign is 
to broaden Muskegon’s market among 
the diesel, automotive and other en- 
gine builders, and at the same time, 
hold the good will built through 


many years of service. The campaign 


st aret mecessanty £° 


‘NDUSTRIAL MARKETING, DECEMBER, 1946 


Muskegon Promotes 
Piston Ring Sales with 


‘Famous Sayings 


further maintains Muskegon’s position 
with executives and engineers in the 
motor field as ““The Engine Builders 
Source for Piston Rings.” The series 
also serves the purpose of allowing the 
company toexpress its basic philosophy. 

Advertiser and agency quickly 
found themselves thinking along the 
same institutional lines, and soon 
were seeing eye-to-eye on the devel- 
opment of the basic theme. The agen- 
cy copy department developed a long 
list of suitable quotations from which 
the advertisers selected 12—one to be 
featured in each monthly advertise- 
ment through 1946. The agency art 
department designed layouts and pro- 


(Continued on page 155) 


eistew eine co 





hints that present engineering and production standards cannot 
long exist without constant improvement; and the Mark Twain ad 
points out that Muskegon makes only one product—piston rings. 
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BUSINESS CAMPAIGNS WIN DMAA AWARDS | | 
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don’t take a back seat in direct Edit advertising centers during the coming 
mail, ONO! 
season. 
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crowds that studied the winners at 
) the Stevens hotel. All four received 
special plaques “for outstanding 
ichievement in various fields’ or 
1g printed promotion.” 

At top left are reproductions of 
two lush books which helped U. S. 
Gypsum Company, Chicago, win the 
dealer education plaque, The Popular 
Homes “Ideas Galore” and Business of 
re Farming “Building Almanac” are 





spearheads of year-round company 

publication and direct advertising 

campaigns which have become main- 

stays among building material dealers. 

With a diversified group of building 

products, which may be specified by 

urchitect or builder, or purchased by 

the consumer at the lumber yard or 

building dealer, USG stands to benefit 

trom selling the idea of better hous- 
g and modernization. 

The Popular Homes and Business of 

irming magazines carry dealer im- 

ints and dealer ads, giving maximum 

local outlet tie-in. The two books 

pictured, selling to consumers at 50 

nts, and costing nearly three times 

much, help propel modernization 


id building prospects to building ma- . ee 
rials outlets. operant gas a! : 


¥ 


Although the books are written for 





home owner or the farmer, they 
rry an educational load throughout 
building field. Creation was in the 
nds of John G. Maynard, general 
ivertising manager of USG, and 
ilton, Morrissey Company, Chicago 
ency, 

DMAA’s supplier plaque was 
irded to F,. C. Gerhart, advertising 
nager, The Champion Paper and 
re Company, Hamilton, O., for 





umpion’s long-popular house organ 
house organ editors, “Stet.” The 
blication has served as a readable es 
(Continued on page 114) 
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Employe Questionnaires Guide 
Victor's Internal Relations 


By G. H. TURNER 
Vice-President, 

Victor Adding Mac! 
chicago. 


ine Company, 


I THERE IS one lesson above all 
others that industrial management 
should have learned from World War 
II, it is the value of total effort. 


In the concept of total war, all 
resources, all energies and all segments 
of the population are harnessed and 
directed towards a common goal, There 
is no distinction between one industry 
and another, between one group and 
another. Each has its assigned place 
in the over-all machine of war. 


So, in the individual manufacturing 
organization, every department must 
be geared to the twin goals of produc- 
tion and sales to the end that the busi- 
ness may be conducted profitably and 
thus contribute to a healthy economy 
for its employes, its community and 
the nation. Every department from 
purchasing to engineering, production, 
sales and advertising is a link in the 
chain and it would be courting disaster 
to permit one of the links to weaken. 


In many industrial organizations the 
weak link has been the poor calibre of 
employe relations. A casual glance at 
the day’s newspapers will provide am- 
ple proof of this contention. If we 
are to continue to do business at a 
profit and preserve our free enterprise 
system, we shall, collectively, have to 
do a better job of employe relations 
than in the past and integrate our 
workers and their energies more ef- 
fectively into the total effort. 

To accomplish this result, we must 
first practice truly enlightened employe 
relations policies, do a selling job 
among the workers and make a con- 
tinuous study of employe opinion 
about the company and its policies and 
practices, 


The Victor Adding Machine Com- 


50 


pany, largest producer and shipper of 
adding machines in the world, has for 
long been actively conscious of the 
importance of sound employe relations, 
and has followed a consistent policy 
for their improvement, There has been 
no paternalism in our thinking; we 
feel it is just sound business and mu- 
tually beneficial to have harmonious 
relations. We know that good rela- 
tions provide our sales and advertising 
departments with the assurance of 
good products and maintenance of 
production and shipment schedules. 
Recently, Victor, in pursuit of con- 
tinually better understanding between 
management and workers, made an ex- 
haustive study of employe attitudes to 
help future planning. The survey will 
be treated in some detail later on in this 
article; the answers and comment re- 
ceived, we are convinced, will enable 
us to chart an intelligent course over 
the next few years. 
Experience during the past 10 years 
or more has indicated the need for 
companies to sell internally, in addition 
to their selling programs to customers. 
Institutional advertising to the pub- 
lic and consumer has been supple- 
mented by selling efforts directed to 
employes working for manufacturers. 


Because of day to day contacts with 
employes, any internal program must 
be a continuous affair carried on by all 
levels of company management repre- 
sentatives. Such programs are called 
by various names such as personnel 
administration, labor relations, indus- 
trial relations, office management, etc. 

Increased emphasis on this type of 
work is a sign of social progress, and 
is a recognition of employes as impor- 
tant individuals in our social and eco- 
nomic structure, 


Maximum value in any industrial 
relations program depends on:— 
1. Definite and specific objec- 
tives 
2. Management willingness to go 
on record in writing 


3. Wholehearted support of the 
objectives by all management levels. 


4. Establishment of a program 
and time schedule for carrying out 
the objectives. 

Several years ago the Victor Adding 
Machine Company established a num 
ber of industrial relations principles, 
which were formulated into a state- 
ment of company policy as follows:— 

1. Providing the public with a 
quality product at reasonable cost. 

2. Providing satisfactory employ- 
ment conditions. 

3. Providing a normal return on 
invested capital. 

To the end that persons working at 
Victor will feel justified in putting 





G. H. Turner 


forth their best efforts, it is a policy 
of the company, consistent with its 
other responsibilities, to provide to its 
best ability the following conditions 
of employment:— 


1. Steady employment throughout 
the yeal 

2. Adequate wages and salaries in 
line with effort and ability. 

3. Competent, intelligent and coopera 
tive supervision 

4. Recognition of employes as indi 
viduals 

5. Profit 
economic security 


sharing provisions fo 
6. Reasonable policies covering va 
cation, recreation and other benefits 
7. Advancement opportunities fo: 
those who will make the effort. 
8. Safe, clean working conditions 
9. Apprenticeship training and educa 
tional opportunities. 
10. Insurance protection for self an 
dependents. 
To carry out the general principles 
mentioned above required a complete 
analysis of personnel handling, proced 
ures and policies. Based on such 
survey, a long term program was es 
tablished; designed to accomplish the 
desired results. Such a program in 


(Continued on page 70) 
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POPULATION TRENDS 


WHAT THEY MEAN TO INDUSTRIAL MARKETERS 


By VERGIL D. REED 


Associate Director of Research, 
J. Walter Thompson Company, 
New York. 


OTH GOVERNMENT and busi- 
ness have increased the supply of 
facts available to management over 
the past few years. The kinds and 
the quantities of these facts being 
made available will increase. The great 
need has become a better understand- 
ing of the relationship of one type of 
facts to another, In other words, we 
need better interpretation of the facts 
we already have and a much wider use 
of them in the solution of both long 
and short range problems. 


Population is a field of knowledge 
for which we have a pretty adequate 
supply of facts, but unfortunately we 
often think of these data by them- 
rather than determining the 
implications which they have in rela- 
management problems and 


selves 


tion to 
policies. 


Relation to Population 


Industrial markets and their loca- 
tions are closely related in two ways 
to population: First, to the charac- 
teristics of population and changes in 
to the 
location or concentration of popula- 


these characteristics; second, 


tion, 


The demand in industrial markets is 
a derived one rather than a direct one. 
Activity or prosperity in the indus- 
trial market is primarily a result of 
and not a cause of activity and pros- 
perity in consumer markets. Both the 


fe 


xtent and elasticity of the industrial 
varket are determined by consumer 
emand, and demand is 


= 
= 


Ca. 


consumer 
opulation plus purchasing power plus 


ie, 


he desire to buy. 

The distribution of construction, 
ransportation and 
olesale and retail trade, personal 
ervices, professional services, and gov- 
ment follow the pattern of popula- 
1 extremely closely. They concen- 
te where population is concentrated. 
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REGIONAL DISTRIBUTION OF MANUFACTURING FACILITIES 
1939 - PERCENTAGE OF TOTAL VALUE 
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Undistributed = 
14.44% 


Note: Figures for 1940-45 are based on cost 
of contracts for this period 
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Excepting the heavy industries, 
which are relatively well anchored to 
the location of coal and iron ore, 
manufacturing also tends to follow 


fairly closely the concentrations of 
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population, In other words, industry 
seeks to locate closer to markets and 
the labor supply. 

The extractive industries neces- 
sarily conform to the location of the 
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natural resources being exploited and 
bear little relationship to the concen- 
tration of population. Intensity of 
factory production and the service in- 
dustries are closely identified with 
density of population. 

Note that all these phases of our 
economy are part of your industrial 
market, and while the location of 
population does not affect greatly the 
location of mines, forests, farms and 
fisheries, nevertheless, the characteris- 
tics of population influence all your 
markets regardless of the location of 


that population. 


Population Influences Site 

The location of factories will at the 
same time influence and be influenced 
by the basic trends in population. Our 
factories are tending to get closer to 
concentrations of consumers and of 
labor. At the same time workmen and 
their concentrate 
around the factories where they work. 
Both the characteristics and the move- 
ments of population are important to 
industrial marketing men. Let us look 


families tend to 


at some of the implications, 

The decline of immigration is bring- 
ing us out of the melting pot stage 
as a nation, Special foreign language 
groups or concentrations of foreign 
nationalities will be of less importance 
for both industrial and consumer goods 
manufacturers. We are rapidly becom- 
ing an American market rather than 
a collection of Little Italys, Little 
Germanys, and Little Irelands. This 
will also have a very definite effect 
upon the supply of labor and the atti- 
tude of labor. Industry can no longer 
import cheap labor for dirty and un- 
Therefore, the jobs 
themselves must be made more attrac- 


desirable jobs. 


tive to American laborers through the 
addition of machinery and material 
handling equipment. The average 
worker will be better educated, more 
alert and more ready to insist upon 
a standard of living which is consistent 
with his ideas of the American way 
of life. Today nine out of ten babies 
born in the United States are from 
That 
is a far cry from conditions even in 
1915, 


Birth Rate Will Decline 

By about 1980 the population will 
have very nearly stabilized itself, prob- 
ably not far exceeding 150 million, 
and from there will remain practically 
stationary or show a slow decline. The 


native-born American parents. 


long term trend of our birth rate is 
a falling one and don’t be misled by 
its sudden increase during the war 
period. That seven-year baby crop of 
1941-47 is a temporary baby bonus, 
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and after 1947 the birth rate will rap- 
idly adjust itself downward. However, 
you will do well to watch that seven- 
year wave of babies as it passes through 
the stages of the children’s market to 
maturity and causes another slight 
“bump” in the birth rate after it 
reaches the reproductive years. 

Industry can no longer count on 
the magic stimulant of population 
growth to cure its ills or offset mis- 
takes in managerial judgment. More 
and more facts rather than hunches 
will be necessary to guide the destinies 
of business enterprise. And more and 
more of those facts must be market- 
ing facts. Increases in the market 
must come more and more from the 
raising of standards of living rather 
than from population increases. 

The decline in the rate of population 
growth shuts off an important source 
of capital formation, It is estimated 
that population growth and the devel- 
opment of new territory accounted for 
half of our capital formation during 
the 19th century. 

The number of families is increas- 
ing at a rate more than twice that of 
the population, but the family is de- 
clining in size. While the number of 
families increased 16.6%, the popula- 
tion increased only 7.2% between the 
last two censuses of population, and 
during the same period the size of the 
family dropped from 4.1 persons to 
3.8 persons. 


Family Growth Important 

The effect of this trend should be 
quite apparent to those who are selling 
either industrial or consumer goods. 
The family rather than the individual 
is the buying unit for most products, 
and the declining rate of population 
growth will be offset for many years 
to come by the higher rate in family 
formations, Think of the meaning of 
this rapid growth of families to the 
construction industry, the furniture 
industry, the steel industry, and many 
others. The demand for industrial 
goods going into consumer merchan- 
dise will increase at a rate greater than 
that indicated by population increases 
alone. 

The aging of our population is quite 
apparent, and this aging during the 
coming years will be very important 
to everybody’s market. The proportion 
of young in our population is decreas- 
ing; the proportion of the old is rap- 
idly increasing. There will be more 
than three times as many people over 
65 years of age in 1980 as in 1930. 
The number of those over 65 increased 
about 35% between 1930 and 1940. 

Since elders usually have more 
leisure time and will in the future 


have more purchasing power than in 
the past, the importance of the older 
market will be quite marked. Their 
increasing numbers will also assure in- 
creasing pressure for additional bene- 
fits. The burdens on the younger peo- 
ple who must support the old age 
pensions and benefits will of course 
increase. Industry, too, will find its 
own plans on retirements, insurance 
and other benefits greatly affected by 
this trend, Retirement ages will prob 


ably be reduced. 


Young Workers to Decrease 

This aging of the population will 
also have a very distinct effect upon 
our employment problems, for at pres- 
ent an unusually great proportion of 
the people are in the so-called produc- 
tive age of 20 to 59 years. This means 
that jobs must be found for a greater 
proportion of the people than has been 
true in the past. It also means that 
the supply of younger workers in com- 
ing years will decrease. 

Shifts in the average age will bring 
changes in tastes, preferences and the 
nature of demand for many products. 

Occupational changes are raking 
place in our population, some of them 
the result of long trends, others as a 
result of war conditions. For over a 
hundred years the proportion of our 
total employed persons engaged in the 
service and distribution industries has 
been increasing. The proportion en- 
gaged in agriculture and manufactur- 
ing has shown a tendency to decrease 
This tendency will probably be accel- 
erated in the future. This means that 
those of you who sell equipment, sup- 
plies, and other goods to wholesale, 
retail and service industries can look 
forward to a market which is increas- 
ing on the basis of the long time trend 
At the same time a greatly increased 
volume of goods to be turned out 
during future years will also encourag: 
the building and remodeling of dis 
tribution and service facilities. Nev 
skills were acquired by millions of our 
labor force during the war. These 
were acquired both through training 
programs and experience in war plants 
as well as in the services. 


Suburbs on Increase 

Large cities have practically ceased 
to grow within their corporate limits 
with very few exceptions, but subur- 
ban sections of these cities are grow- 
ing rapidly and will continue to do so. 
This means that greater emphasis will 
be placed in the future on neighbor- 
hood shopping centers, so that a dis- 
proportionately large number of stores. 
freezer lockers and other facilities will 

(Continued on page 122) 
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pTOMat! 


HE SALES promotion depart- 
ment’s new logotype is doing 
such an effective job for Independent 
Pneumatic Tool Company, Chicago, 
that every department in the com- 
pany has hired it! 


The new logotype originated a 
year ago when it was decided In- 
dependent’s business paper advertising 
was not putting the desired emphasis 
on a powerful trade name—“Thor” 
used for more than 50 years as a “‘nat- 
ial” for the company’s power tool 
products. The new design was the 
key to an entirely new Thor adver- 
tising program, one that was aimed 
ut “opening up” business paper ad- 
vertisements by cutting the copy mat- 
er and featuring use of larger action 


photographs. 


Accordingly, the logotype, too, had 
to be “opened.” The first step was 
erasing a management precedent that 
previously had insisted the lengthy 
ompany name—Independent Pneu- 
natic Tool Company—always be 
sed prominently in direct connection 
ith the trade name. Management 
ranted the divorce of these two, 
vith the result the company name 
as relegated to simply a signature 
f the copy matter, and the “Thor” 
as left alone for experiments in the 
opened” area at the bottom of all ad 
ivouts., 

Exclusive use of the trade name 
eft one more problem for Thor’s ad- 
ertising department. Another entire- 
ly separate company, manufacturing 
lomestic appliances, has for years, by 
greement, used the same trade name 
n practically the same style of script. 






How 


By JOHN F. CORKERY 
Sales Promotion Manager, 
Independent Pneumatic Tool 


Company, Chicago. 


Independent Pneumatic, both to off- 
set this and to add new emphasis to 
its version of the name, shadowed the 
script, enlarged it three times over 
the size it was ever previously used 
in logotype, and carried out the shad- 
owed-letter design to the product 
copy—‘Tools.” The way was thus 
paved for emphatically identifying 
the function of the particular prod- 
uct with its famous trade name. 


The result, in the first of the se- 
ries of “opened” advertisements, was 
a streamlined “Thor Tools” shouting 
with new emphasis from space at the 
bottom of all advertisements devoted 
strictly to the logotype, with no in- 
terference of copy matter or illus- 
trations. 


Another step in the new Thor pro- 
gram was to employ color in all full 
page or double-truck advertisements, 
retaining black and white layouts for 
two and three column insertions in 
regional papers. This made possible 
further emphasis of the trade name, 
appears in Thor’s standard 
red, with the balance of the logotype 
copy in black and white. 


which 


The change was such a drastic one 
that the new logotype took hold— 
fast. Reprints of advertisements hit- 
ting factory and branch desks within 
the company raised eyebrows of the 
tool designers, office managers, sales- 
men, shipping foremen—and, right in 


INDUSTRIAL MARKETING, DECEMBER. 1946 


Independent Pneumatic 
Company employs a standard logo- 
type in all company operations. 


A LOGOTYPE 
GOES TO WORK 


Tool 


the home of the logotype, the com- 
pany publication’s editor, 

The salesmen were the first to 
benefit. They demanded the logotype 
for their calling cards, It was copied, 
and soon appeared in two colors in the 
corner of new cards. 

Then the office manager was con- 
vinced here at last was the solution 
that for years's had complicated a 
fully-accepted letterhead design. Here 
the logotype wasn’t copied exactly, 
but its same general design is being 
used in new two-color letterheads 
now being produced. The letterhead 
design uses, in red, the same shad- 
owed “Thor”, but substitutes for 
“Tools” the company name in shad- 
owed white letters. The same design 
already appears in new two-color en- 
velopes now ready and awaiting de- 
livery of the letterheads. 

No sooner had the new logotype 
achieved its work on the letterhead 
than its use spread into designing of 
new purchase orders, invoices, requi- 
sitions and other standard Thor office 
forms, where the same letterhead de- 
sign will be reproduced in black and 
white, with the “Thor” 


its black shadow. 


reversed on 


The novelty spread even deeper in- 
to the accounting department to 
smash another long-standing prece- 
dent as the key in designing a com- 
pletely revised and attractive annual 
financial report, printed in two col- 
ors for the first time, with the en- 
tire cover theme based on an exact 
reproduction of the logotype, 

At the plant, the logotype took 


(Continued on page 90) 
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By THOMAS G. W. NEVELL 
‘ushing & Nevell, 


rroauct Vesigner: 


ANUFACTURERS who have 
N never employed the services of 
a product designer are inclined to think 
of this individual as a sort of special- 
ized trouble-shooter- a man who can 
come up with the right answer when 
the company’s own production or 


sales department have hit a snag. 


While it is extremely flattering to 
think of oneself as a minor miracle 
man, this is tar from a correct sum- 
mary. The actual problem that the 
product designer is trained to solve is 
one that is common with every manu- 


facturer, no matter what his product 
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or reputation might be—the problem 


of smoother merchandising, bigger 
markets, better sales. 

To achieve these results, the pro- 
duct designer does not attempt to 
“show up” the company’s chief en- 
gineer or to give directions to the 
This would be ruin- 


ous, for these men are specialists in 


sales manager. 


their own respective fields, and it is 
only by full cooperation and coordina- 
tion with them that the product de- 
signer can hope to succeed, 

Before the first sketch can be made, 
intelligent product design and develop- 
ment requires three preliminary steps 
which can be summarized briefly as 
exploration, coordination and analysis. 
Perhaps the use of the word “steps” 
is misleading for these procedures are 
so inter-related that they cannot legiti- 
mately be considered apart from each 
other. 

Exploration entails a study of pres- 
ent and future markets, competitive 
lines, user reactions, manufacturing 
costs, turnover, merchandising pro- 
cedures and similar factors. 

Coordination covers close coopera- 
tion with the sales and production 
departments to insure a product that 
will meet both sales and quality re- 
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DESIGN FOR SELLING 


quirements and still be compatible 
with existing production facilities. 

Analysis includes a detailed study of 
all facts, trends and reactions with a 
view toward meeting all requirements 
and limitations and still achieving the 
utmost improvement in line, form, 
color and function. 

To illustrate the work of the pro 
duct designer, let us take as an ex 
ample, the hand model surface pyrom 
eter manufactured by the Cambridge 
Instrument Company, New York City. 
This pyrometer is a_ self-contained, 
temperature-measuring instrument fo: 
use upon readily accessible moving 
rolls such as those used in the rubber, 
plastic, paper and hat industries. The 
case itself contains the dial face and 
millivoltmeter. Below the case, a 
flat-strip thermocouple is 
stretched across the ends of an in- 
verted bow. The junction of the 
thermocouple is at the center of the 
strip which crosses over fiber guides, 
or bridges. In using the pyrometer, 
the strip across the bridges is applied 
to the material to be tested. These de- 
tails are necessary in order fully t 
understand the designer’s problem. 

Basically, the problem in this ex- 
ample was to improve the appearance 
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and, if possible, the function of the 
instrument. One of the first steps 
was to study the instrument both 
from the manufacturing and user 
point of view. Consultations with 
the company’s engineers, service men 
ind sales manager laid down the limi- 
tations prescribed by existing produc- 


tion facilities and manufacturing costs. 


They also indicated the possibility of 
lesign improvements which would 
facilitate use of the instrument, reduce 
laintenance, and establish company 
dentity, 

The original model, (see Fig. 1), 
is die-cast and had a separate metal 
trip handle attached at either end. 
The dial face was flat glass and the 
nanufacturer’s name plate was affixed 
parately to the top of the instrument. 


onsultations with users and service 
igineers showed that the instrument 
vas unbalanced for efficient operation, 
1¢ dial too small and hard to read, 
e handle small and uncomfortable 
id the wrinkle finish hard to keep 
ean, 
Several improvements were incor- 
rated in the first preliminary sketch 
ibmitted to the company (see Fig. 
Note that now the handle is an in- 
gral part of the top casing, the dial 
ice has been enlarged, the manufac- 
irer’s name has been placed under 
1e glass, and the lines and surface 
ive been smoothed out to eliminate 
ust collection. Functional improve- 
nents not visible in the illustration 


included reduction in total weight and 
better balance. Since it was found 
that the fiber guides, (formerly at- 
tached by four screws), needed fre- 
quent replacement, the new model 
provided clips into which the guides 
could be quickly inserted or removed. 

Although this proposed model 
offered considerable improvement over 
the old instrument, we were still not 
satished. Considerable thought was 
now given to lines, contour, materials 
and functional use. 

The final sketch (see Fig. 3) shows 
the results of this deliberation. In 
this model, the shape of the handle 
has been changed to provide a more 
comfortable grip and a smoother line. 
The shape of the case has been changed 
to provide smoother lines and to sim- 
plify manufacture. Since investiga- 
tion showed that the instrument was 
used in shops which were poorly 
lighted, a curved glass window was 
used instead of the former flat glass. 
The curved glass caught the light bet- 
ter and facilitated reading the dial. 

We suggested that a molded phenolic 
house be used instead of the former 
metal case. This type of housing not 
only provides good shock resistance 
for the delicate mechanism in the in- 
strument, but emphasizes fine instru- 
ment quality, thus adding an extra 
sales feature to the merchandising pro- 
gram. A final rendering was accepted 
by the company, detailed drawings 
were prepared, and a wooden working 
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model instrument was then con- 
structed (see Fig. 4), exactly as it 
would look when produced by the 
factory. 

There is an old and much abused 
saying to the effect that the proof of 
the pudding is in the eating. This is 
essentially true in the field of product 
design. No design, no matter how at- 
tractive it may be to the eye, is worth 
the paper it is sketched upon unless 
it achieves the end results of building 
sales and increasing good will. In the 
case of the redesigned pyrometer, both 
we and the company felt that the 
work was more than justified when 
we found that the popularity and sales 
of the new instrument had increased 
beyond our expectations. 
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FIRST STEPS 





IN FINDING MARKET 


FOR A NEW INDUSTRIAL PRODUCT 


PART I. Obviously the first step 
in measuring the potential market 
for a new industrial product is to 
obtain the relevant facts that are 


already available. 


There are many sources from which 
useful information may be obtainable. 
Among the most important are the 
national censuses of the United States 
including the censuses of manufactur- 
ers, population, agriculture, retail 
trade, wholesale trade, services, mines, 


etc, 


The information from these censuses, 
as well as more recent estimates of 
changes that have taken place since 
the censuses, will give a general indica- 
tion of the total number, size and 
other general characteristics, and loca- 
tion of potential consumers. A prob- 
lem arises with the use of these data 
at the present time, however, because 
the latest information available on 
these subjects is more or less seriously 
out of date. The census results now 
available can be effectively utilized as 
a guide and as a point from which to 
measure trends, but since they are 
already six years old, they do not ade- 
quately represent the current situa 
tion. 


These censuses ordinarily provide 
information on the number of estab- 
lishments in each of the respective 
business fields classified by fairly spe- 
cific kinds of business. They provide 
information on the number and sizes 
of establishments, their products, 
materials used, locations, and other 


information. 


In most of the subject fields the last 
complete census was taken in 1940. 
In the case of censuses of manufac- 
tures, business and mineral industries, 
the data collected in 1940 related to 
1939. However, the 1945 Census of 
Agriculture has just been completed, 
and recent and exceedingly useful in- 
formation on the potential market of 
agricultural enterprises and the farm 
population is accessible, or soon will 


be, in the results from this census. 


With respect to the other censuses, 
plans were made for taking censuses 


of manutactures, including mineral 
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industries and business covering the 
year 1946, during 1947, but Congress 
failed to appropriate the necessary 
funds. Plans are now being made to 
take censuses of manufactures and. 
business and mineral industries in 1948 
covering the year 1947, together with 
a sample survey of population in the 
fall of 1947. These will provide up to 
date information on these important 
subjects, and on the changes brought 
about by the war and reconversion in 
those segments of the 
Whether or not the appropriations 
will be made to carry out these 


economy. 


censuses depends upon the needs for 
this program expressed by the business 
community and particularly the mar- 
keting groups. 

In addition to the censuses, the 
Bureau and other agencies, public and 
private, take numerous current sur- 
veys to keep some of the information 
collected in the censuses up to date. 
These current surveys, for the most 
part, are not sufficiently comprehen- 
sive to provide data on shifts in the 
They will, 


provide data on trends in 


location of the market. 
however 


characteristics and size. The censuses 


——Presented before the Industrial 
Marketing Group, New York Chapter, 
American Marketing Association, Octo- 
ber, 1946 


provide extensive information on geo 
graphic location and other details con- 
cerning the distribution of establish 
ments and their characteristics, Cur- 
rent sample surveys ordinarily provide 
statistics for some of the larger: indi 
vidual markets represented by indi- 
vidual cities, and for broader areas, 
either the nation or regions and some- 


times states. 


Among the census activities pro- 
viding information that should be 
exceedingly useful at this level is the 
current survey work in the fields of 
business and industry. This provides 
up to date information on trends and 
sales by kinds of business and on prod- 
ucts and other aspects of industrial 
production and industrial activity. In 
addition to the census current survey 
work, current data are becoming avail- 
able that will be exceedingly useful 
from the Social Security program, the 
Bureau of Mines, the Bureau of Labor 
Statistics, the Department of Agri- 
culture, the Federal Reserve Board, and 
other sources. 


One of the real problems in analyz 
ing the markets is to locate what 
information is already available. Cer- 
tain guides are of assistance in ascer- 
taining what information is available. 
One of the most important of these is 
the Sfatistical Abstract of the United 
States which summarizes the principal 
information available on the economic 
and social institutions of the country, 
business establishments, population, 
etc. The Abstract also provides a 
guide to the original sources from 
which this information was compiled 
and an indication of the nature of the 
more detailed data that may be avail- 
able there. In addition to the Abstract, 
there are various subject guides, cata 
logues, and lists of publications that 
are exceedingly useful. The Bureau of 
the Census is currently working to 
ward the improvement of its guides 
to the data which it publishes and wel- 
comes criticisms and comments on 
these guides so that they can be more 
useful in meeting the needs of user: 
of the data. 


To Be Continued) 
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By LOUIS R. BECK, Export Manager, Harris-Seybold Company, Cleveland. 


ELLING IS selling, whether at 
home or abroad—the export his- 
tory of the United States is con- 
clusive proof. In the over-all sales 
program, promotion is a basic require- 
ment. However, the importance of in- 
dustrial sales promotion is even 
greater in a sustained endeavor de- 
signed to cultivate and maintain 
profitable, progressive markets abroad. 
No attempt should be made to dis- 
cuss the promotion of industrial sales 
in export markets without paying par- 
ticular attention to the many factors 
involved in international trade. Funda- 
mentally, there is little difference be- 
tween domestic and export sales and 
promotion. The latter requires more 
attention to details, comprehensive 
study, thorough analysis, and some- 
what broader programs. A conscien- 
tious and qualified domestic sales 
manager, or advertising manager, can 
be equally efficient in export markets, 
for the same basic principles apply. 
Export business for companies in 
this country has long been advocated 
as a desirable market to cultivate and 
depend upon, Foreign markets have 
been and continue to be looked upon 
as “an anchor to windward” in the 
event of a decrease, temporary or 
otherwise, in domestic markets. Un- 
doubtedly, many manufacturers in 
this country rely upon domestic mar- 
kets to absorb the greater part of their 
production; however, very few manu- 
tacturers have failed to experience 
periods when domestic markets were 
unable to provide a volume of busi- 
ness that would eliminate losses in 
operations. It is in such instances that 
export markets are relied upon to pro- 
vide the additional volume necessary 
eliminate or reduce the losses of 
the “sub - marginal” (profit-wise) 
periods of low demand in domestic 
irkets. 
\ study of world economics would 


licate that business depressions sel- 


l 


; 


m occur simultaneously throughout 
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the world. Generally, depressions in 
other parts of the world either pre- 
ceded or followed the periods of re- 
cession in the United States. In the 
past, export markets have often 
offered sales possibilities to manu- 
facturers when domestic markets were 
below normal. At such times the im- 
portance of the export market is 
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brought forcefully to the attention 
of the manufacturer, 

A wide variety of estimates have 
been made in respect to the value of 
export markets. The late Franklin 
Johnston, publisher of the American 
Exporter for many years and an au- 


Industrial Sales Promotion 


for Export Markets 


thority on our country’s export trade, 
estimated that about one-twelfth of 
our production was, under ordinary 
conditions, shipped to world markets. 
In normal years this one-twelfth, or 
8 1/3% of a year’s production, could 
very well be the difference between 
profit or loss for many companies. 

During this period of world recon- 
version, all manufacturers who have 
a legitimate reason to venture into ex- 
port should investigate thoroughly in- 
ternational markets. If a company has 
anything to offer foreign industrial 
markets, it should succeed in the 
venture if the export program has 
been properly planned and executed. 

International commerce is wholly 
dependent upon the vehicles of trade. 
These vehicles are communication, 
banking and transportation. Because 
of various limitations they are of 
greater importance in international 
trade than in domestic commerce, The 
export manager and export promotion 
man must recognize and overcome 
the limitations placed upon them by 
irregular communications, banking 
and transportation systems of other 
nations, This is a fundamental prob- 
lem that must be carefully analyzed. 

Under today’s conditions there are 
inflexible restrictions on the transfer 
of funds between countries. Only an 
improvement in world conditions can 
remedy this situation, and it is 
reasonable to assume that conditions 
will improve in the future. However, 
export people should be aware of the 
restrictive conditions peculiar to the 
different countries. 

An important asset in export pro- 
motion is to have a working know- 
ledge of world economics. What 
makes the wheels of commerce rotate 
in each country? What are the chan- 
nels of world trade in commodities 
between countries? A general com- 
prehension of the fundamentals of in- 
ternational trade is essential to the 
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successful planning and execution of 
an export program. 

Another important task is to keep 
informed as to the current economic 
conditions and future possibilities of 
each country. A country may be 
valueless as a market today, but three 
months hence it may be thriving. 

Let us study the history of inter- 
national trade and finance. We must 
not overlook the 150 years of British 
experience in international trade and 
banking. The “big five” British banks, 
which have for several score years 
maintained hundreds of branches 
throughout the world, have had con 
international 


siderable influence on 


trade. Our neighbor to the north, 
Canada, possesses a banking institution 
that has a long record of successful 
operations with about 500 banks scat- 
tered throughout the world. American 
banking institutions do not approach 
the wide scheme of operations of bank- 


ing facilities of the British Empire. 


Markets Must Be Studied 

The alert export man realizes that 
the foregoing conditions are factors 
which affect export policies and activi- 
ties. 

Each market, or country, must be 
studied in the light of its individual 
requirements, Inherent characteristics 
and needs of each should be carefully 
analyzed before sales and promotional 
plans are formulated. Know the 
equipment in your line that is adapted 
to each country. 

Comprehensive and detailed in 
formative data for export dealers are 
far more essential than for domestic 
dealers. In this country, a dealer is 
at the end of a telephone line; he can 
obtain a “ves” or “no” answer, or he 
can explain the details of a problem 
with minimum delav. A_ dealer in 
South Africa does not possess this ad- 
vantage. He needs the answers to 
questions before they are asked. It is 
almost an impossibility to be too 
fundamental in accumulating informa 
tive data for export dealers, and it is 
wise to follow the principle of taking 
nothing for granted. Your message 
should be simple, easy to translate into 
idioms, When possible, it is wise to 


avoid using multisyllable words 


Meaning of Nomenclature Varies 

The nomenclature accepted by an 
industry in this country may not be 
understood in other parts of the world 
The “King’s English,” as it is spoken 
in Great Britain, may not have the 
same meaning in Canada, Australia, 
New Zealand, or South Africa. Ac- 
ceptable nomenclature in Argentina 
confusing to the 


Chile, 


might be quite 


Spanish speaking people of 
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Mexico, Spain or Cuba. The subject 
of an industry’s nomenclature must 
be carefully studied in the preparation 
of both dealer help data and pro- 
motional material. 

The “printed message” is unques- 
tionably the most common medium of 
promotion in international markets. 
In the field of industrial marketing, 
no country in the world possesess the 
business papers that are available to 
advertisers in the United States. With- 
out exception, comparing industry to 
industry in this country and any other 
country, foreign business papers do not 
approach those of the United States. 
In some respects a comparison would 
be futile and unfair because other na- 
tions possess neither the population 
nor the industries necessary to support 
the high calibre business journals that 
are so prevalent in this country, Be- 
cause their fields are so broad, business 
papers in this country can afford to 
do a comprehensive, unprejudiced 
job—they have no axes to grind, For 
many years American business and 
technical publications have been ex- 
tensively read abroad—they have es- 
tablished excellent reputations and 
sizable foreign circulations. Many of 
these publications are almost inter- 
national in reader influence. For more 
than a year, Harris-Seybold has had 
from two to five visitors a week from 
abroad. Practically every one of them 
was a subscriber, or wanted to be 
trade 


a subscriber to graphic arts 


journals. 


Many Good Publications Exist 

There are a number of outstanding 
export journals published in this coun- 
try. These magazines are not only ex- 
cellent promotional media, but they 
also represent a qualified source of 
data on export markets. These papers 
have been established for years and 
hold a position quite unique in the 
publishing world. 

Perhaps 40 years ago German was 
the technical language of the world. 
There is considerable evidence to sus- 
tain the belief that this has not been 
true since the first world war. The 
progressive people abroad, in countries 
other than where English is spoken, 
learn the English language, read our 
publications, and visit us to obtain 
technical information. The reports of 
the annual conventions of various or- 
ganizations, so well covered by our 
business papers, are most seriously read 
bv foreign subscribers. 

When printed material is translated 
into a foreign language, secure the 
best translator possible, for in many 
cases a literal translation may change 
the meaning entirely. It is advisable 


to check translations with foreign 
dealers before copy is printed. The 
best approach is to work with a trans- 
lator who is familiar with your parti- 
cular industry. 
Overseas Clients Cooperate 
Visitors from abroad like to 
see products in actual use. An en 
thusiastic and satisfied customer in 
this country can be an excellent sales 
man when a from South 
Africa visits him. Harris-Seybold has 


prospect 


found domestic customers to be highly 


cooperative when prospects 
visited them, In fact, guests from 
without 


the willingness of 


export 


abroad, almost 


were amazed at 


exception, 


people in this country to give them 
information, some of it quite confi- 
dential, It will pay the export de- 
partment to set up close contacts with 
domestic customers who are willing 
to serve as demonstrators. 

For some time the industrialization 
of various countries has been the 
subject for considerable speculation 
Extensive industrial development pro- 
planned in many 
countries; some of them will be justi- 
fied by 


possibly cause disappointments. 


grams have been 


future results, others will 


Elements of Industrialization 
The industrialization of the United 
States, which was so strongly empha- 
sized during the war, may have a 
tendency to cause other countries to 
overlook the basic elements which 
made our high degree of industrializa- 
tion an economic possibility. These 


elements are: 


1. Our industrial economy existed 
before the war. The war did not 
create it, the war only expanded 
it. 

2. Markets, in the form of people, 
are necessary to sustain a highly 
industrialized economy such as 
ours. The big question is, “How 
many countries of the world 

have a population of 130 million 

people with a high degree of 
literacy?” 

3. A large population is valueless 
unless that population has a high 
standard of living which creates 
the “industrialization” that we 
possess. Without the high stand 
ard of living which we have en 


joved for many years in _ this 
country, we could have lost the 
war. This was probably the on 
“big” mistake made by _ both 
Japan and Germany—they were 
ignorant, perhaps dumb. The) 
failed to comprehend or evaluate 


the full weight of our “standard 


(Continued on page 110) 
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Job Simplification Case Histories 
Key Ad Theme for Standard Register 





This worker analyzes and flow-charts the 
existing routine of all paperwork involved. 


"hips HISTORIES, drawn directly 
from the field work of sales rep- 
resentatives, are providing the Stand- 
ird Register Company with adver- 
tising copy of maximum news interest 
during a period when production and 
marketing efficiency are paramount. 

The products manufactured by the 
company are marginally punched, con- 
tinuous printed forms and mechani- 
cal form-feeding devices. 

The end-product sold through a 
national organization of direct rep- 
resentatives, however, is “Paperwork 
Simplification” —or, in the final analy- 
sis, the advantages derived therefrom 

business and government organi- 

tions, 

This ultimate benefit is a product 
of the company’s “Kant-Slip” forms 

1 an organized procedure of apply- 
ing them to serve the user’s specific 
ds, Standard Register representa- 
es are intensively trained in de- 
veloping systems of control . . . with 

objectives of cutting paperwork 
costs and providing better control of 
functions of business operation. 

For a number of years, the pro- 
cess of so applying Standard’s forms 

consisted of certain necessary 
ps; and it is out of long experi- 
ence and practice that a completelv 

nized, detailed and very specific 
cedure has been evolved for selling 

e product in ‘such a way as to guar- 

tee the maximum utility and ad- 


itage to the purchaser. 


INDUSTRIAL MARKETING. DECEMBER, 1946 


This procedure is in reality a six- 
phase formula for paperwork simpli- 
fication—for the functional improve- 
ment of business forms. It has been 
fully publicized, and adoption of its 
principles has been urged upon busi- 
ness management by the Standard 
Register Company. Not entirely unse!- 
fish, this company feels that the 
specialized technical services it offers, 
and the particular advantages of its 
manufactured product, are essential 
factors in fully realizing the potential 
benefits of paperwork simplification, 
and will not be overlooked. 

This is the six-phase procedure, 
briefly: 

1. Approach to Job. Define, 
and develop an understanding of 
on the part 





your broad objective 
of everybody who will be con- 
cerned in assisting. Set up the real 
goal of functional improvement— 
simpler, easier, better preparation 
and use of forms—reduction of 
clerical work—better operating con- 
trol for supervision and top man- 
agement—lower costs. 


By G. L. STAUDT 


Director, Advertising and 
Sales Promotion, 

Standard Register Company, 
Dayton, O. 


y 2 Select a Job. 


starts the actual improvement work, 


Select the job 


particularly in the office. Question- 
ing the end-results of systems and 
records often reveals amazing dupli- 
cations, obsolete forms, and entire 
systems taking time, material and 
space but serving no purpose. 

When the value of the end- 
results of a system, procedure or 
function have been established, then 
and only then should such a job be 
selected for study. 


Determine the particular record 
system or function in your business 
which will be studied first. Select 
an important job—one that pre- 
sents a problem of excessive effort, 
delays, incomplete or inexact rec- 


(Continued on page 159) 





"Record Speed” for Lionel rain 


stepped wp live lame 


exclusive methods 
save most where record systems cost most 


THE STANDARD REGISTER COMPANY 








Working Papers help Srixon make 4 |, 
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Scientific! Pre-tested! 
methods save most where record systems cost most 


THE STANDARD REGISTER COMPANY 








Two typical case histories in Standard Register’s current ad campaign illustrating the use of 
procedure flow charts include (left) Lionel Corporation and (right) John B. Stetson Company. 
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PUT YOUR MAILING LIST 
IN FIGHTING TRIM 
FOR POSTWAR SALES 


By DOUGLAS C. MINER 


Advertising Manager, E. F. Houghton & Co., 


HE INDUSTRIAL mailing list 
of 1944-45 is a dead pigeon 
today. 

Particularly is this true if the names 
were those of individuals in war plants. 
Normal methods of gradual list up- 
keep aren’t rapid enough and suffi- 
ciently drastic to keep up with the 
tremendous turnover industry wit- 
nessed since V-] day. 

E. F. Houghton & Co., Philadelphia, 
manufacturer of metal working pro- 
ducts and textile processing products, 
is the proud owner of carefully built 
lists totaling 250,000 individual names 
and titles. Of these, 176,000 receive 
our company publication, “The 
Houghton Line,” now in its thirty- 
ninth year and unique among com- 
pany publications. The remainder of 
the names is on specially classified lists 
for selective direct mail. 


Decide to Clean House 


Conferences between the sales and 
advertising departments resulted in a 
decision to clean house, but fast. 

In a normal year, one out of every 
five names on its list changes; the 
company has around 50,000 “offs,” 
“ons” and corrections in a 12 month 
period. These are handled by a force 
of 12 girls in our circulation depart- 
ment. But 4,000 in a month wouldn’t 
take care of the many changes due 
to closed war plants, transfers, men 
back from war service, and other 
reasons. 

It is poor business to use an out- 
of-date mailing list. No man likes to 
continue getting mail wrongly ad- 
dressed; it is a bit of an insult to 
one’s vanity, and the company which 
keeps sending mail to an old address 
appears inefficient and wasteful. So we 
tackled the big job in December, 1945, 
along these varied lines: 

1. Campaign W ith Sales Re presenta- 
tives. These men have the primary 
responsibility of maintaining mailing 
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Philadelphia, Pa. 


lists, and over the years we have sold 
them the idea that these lists are pri- 
marily maintained as a sales aid, that 
it is to their distinct advantage to 
see that the right men are receiving 
“The Houghton Line” and our special- 
ized direct mail. In fact, we don’t 
ask them, we tell ’em to keep their 
lists as a part of their duty, just as 
they keep sales reports or any other 
paper work required of a field man. 
By this direct mail we're reaching 
above and beyond the men the sales- 
men sees in each plant, contacting 
other buying influences, 

So we told them in December to do 
three things: 

a. Send us a list of closed war 
plants in each territory, so we could 
cancel list names for such plants. 

b. Send us a list of large plants 
in outlying sections which they 
could not contact within a month. 
We would then write the personnel 
manager of each plant, sending a 
transcript from our stencil addresses 
for that plant, and asking him to 
check names for us. That method 
resulted in fine cooperation in pre- 
vious checks. 

c. Each field man was to devote 
the period between Christmas and 
New Year’s to checking his list and 
reporting needed corrections. 

As a result of that campaign we re- 
ceived, between Jan. 1 and March 15, 
a total of 7,155 corrections from the 
field force. 


Changes Greatly Increase 

This represented an average of 58 
changes per man in January, as com- 
pared to 12 per man in the same 
month of 1945. 

During the first eight months of 
1946 we had a total of 18,402 cor- 
rections and additions from our men 
in the field. 


2. A Four Page Request. 


Inserted 


in the February issue of “The Hough- 
ton Line,” this request included a re- 
turn postcard shown here, so that can- 
cellations and new names could be re- 
ported. From this, up to March 15, 
we received over 4,000 returns (about 
2.3%) totaling some 13,000 name 
changes. 

We wanted not only cancellations 
but new names as well, to be sure we 
are reaching today’s buying influences 

During ‘the first eight months of 
1946 we had a total of 23,901 cor- 
rections or additions from the effort 
we made by mail and through the 
magazine itself. 

3. A Message on the Back of “The 
Line” Envelope. This said: “If the 
man to whom this is addressed is no 
longer with your company, or if his 
address or title has changed, please 
return this envelope, with correction 
noted thereon. If someone has taken 
his place, send us that name, and 
we'll be glad to add it to our ‘Line’ list, 
free of charge.” 


2.652 Returns Received 


This brought some 2,652 returns. 
Men actually put the old envelope in 
the mail, marked to show us what the 
error was. 

4. Purging of a Separate List. Dur 
ing the early part of the war, we had a 
great many requests from arsenals, 
ordnance plants, inspectors, Army and 
Navy officers, etc., who desired to re- 
ceive “The Line.” This list grew to 
about 6,000 names and was kept sep- 
arate so that it could be purged at 
war's end. In December, we sent 2 
mailing to that list, with return post 
card bearing the old stencil address 
and seeking permanent address. 

From that mailing there were 2,500 
returns—over 40 %—which spoke well 
both for the appeal and the interest 
in our magazine. 

In the first eight months of 1946, 

(Continued on page 153) 
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These articles from 





Rcilway Engineering and Maintenance 


will give you a good idea of what these 
men in charge of the railroads’ fixed 
properties “come to hear” when they. 
open the pages of the only publication 
edited especially for their particular seg- 
ment of the railway industry. 


But subscribers don’t buy 
just the editorial contents! 


EADERS tell us they buy the whole magazine as a source 


of needed information pertaining to their jobs. They 





don’t care which pages they find it on. They tell us they look 
for and hope to find useful information from manufacturers as 


well as-from editors. 


If they SHOULD be interested in your product, they ARE 


interested in why it fits their needs, where it can be used, how it 
: v r Survey indicates thet 






can be used, what it has done for others. They want specific the railroods propose 
information, not generalities. And they want it tersely pre- Peat mage y epee 
sented, but complete enough to enable them to figure out right machines and tools to 
a . é oid their programs. A 
from the ad, whether or not it is worth looking into further. wet cum to be weed tor : = 
ae — purchasing a wide variety of equipment, ding 
Advertising in Railway Engineering and Maintenance that picks power shovels, tie tompers, draglines, cdrryalls, 
ae Le ~~ A EE ; scrapers, tractors, almost every type of machine 
up whe re the editors leave off . .* that supplies specific product incidental to laying rail ond for its later maintenance, 
information ...can help do an important part of your selling pile driving equipment, snow fighting equipment, 
; : jackhammers, impact and other power wrenches, rail : 
job speedily and at very low cost. ' sows, wood saws, concrete ‘mixers, weed control 


equipment and many other items. Definite budgets 
sorbate See be apenas ps. 
Simmons-Boardman Publishing Corporation neering ond ‘Mintenonce, the men who specly the 


30 Church Street, New York 7, N. Y. 


5 West Adoms Street, Chicago 3 Washington 4, D.C Terminal Tower, Cleveland 13 
2 W. 6th St., Los Angeles 14 300 Montgomery St., Son Francisco 4 1038 Henry Bidg., Secttle | i Sa. 
2909 Maple Ave., Dallas 4, Texas ie 
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New officers and directors of the American Marketing Association elected at the De- 
troit conference include standing (left to right) directors E. H. Gault, University of 


Michigan; SS, R. Bernstein, editor, Advertising Age: C. T. Heusinkveld. Armour & 
Co.; vice presidents Franklin R. Cawl. Kudner Agency. and Wroe Alderson, Wroe Al- 
Seated (left to right) are Robert N. King. Batten, Barton, 
Durstine & Osborn, business manager of the association’s journal; Lyman L. Hill. 
1947 president; and Harvey W. Huegy. University of Illinois, secretary. 


derson, Simon & Sessions. 


Servel, Inc., 


AMA Plans Case Studies 
of Industrial Marketing 


 Seedt IED BY evidence of great 
interest in industrial marketing 
research, the American Marketing As- 
sociation is currently embarking on 
an extensive program of case-history 
study of principles and techniques in 
the field. 

Paul W. Stewart, chairman of the 
AMA’s industrial marketing commit- 
tee, and partner in Stewart, Dougall 
& Associates, outlined first steps of 
the program before the AMA’s na- 
tional conference Oct. 24 in Detroit. 

Mr. Stewart revealed that 59 mar- 
keting men representing 57 major in- 
dustrial ma@nufacturers and 11 mem- 
bers of management and marketing 
research organizations have volun- 
teered for active committee work on 
the AMA projects. Of these, 38 indi- 
viduals have indicated willingness to 
write case histories. 

His report was based on replies from 
a questionnaire mailed last summer to 
1,370 individuals representing 1,330 
organizations. Objectives of the ques- 
tionnaire were: 

1. To determine specific interest 

in a comprehensive list of activi- 


ties. 


4 


To determine exactly who could 
be counted upon to participate 
in the committee’s activities. 

3. To locate sources of case his- 


tories. 
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4. To determine which individuals 
would be willing to write up 
case histories. 

Of 327 replies received, 199 came 

from companies in the industrial prod- 
uct field. Of these, 71 individuals, rep- 





INDUSTRIAL MARKETING 
—A Definition 

“The marketing and distri- 
bution of raw materials, semi- 
finished materials, mainte- 
nance goods, and capital 
equipment for the institu- 
tional, professional and in- 
dustrial markets. Viewed 
another way, it might be 
said that Industrial Market- 
ing comprises practically all 
the distribution and com- 
modity fields outside of those 
which cater to the needs of 
the ultimate consumers of 
goods or services,” 

Paul W. Stewart 











resenting 69 organizations, went on 
record as being willing to cooperate 
with the committee in an active role. 

Determination and definition of in- 
dustrial markets ranked first among 
the interests shown by respondents to 
the questionnaire, Mr. Stewart re- 
ported. Of the 199 industrial respon- 
dents, 100 said that they were most 
interested in this subject, while 142 
stated that they were now engaged in 
such work (such as determining po- 
tentials for old or new products, com- 
petitive position, etc.). The accom- 
panying table the relative 
importance of various subjects in the 
field to the respondents. 

One of the industrial marketing 
committee’s prime objectives will be 

(Continued on page 110) 


reveals 








ACTIVITY IN INDUSTRIAL 


Market determination and definition (such as 
determining potentials for old. or new prod- 
ucts, competitive position, etc.) 

Establishment of sales territories: sales quotas: 
salesmen’s compensation plans; sales controls 


\dvertising, sales promotion and merchandis- 


Non-technical product development (such as 
product testing: improvement of present prod- 
ucts or locating new uses for old ones; pack- 
aging: product-line simplification, ete.) 

Price structure, wholesale and dealer margins, 


Most In- Now En- 
terested gaged 
in in 
100 142 
60 119 
and record systems. 
65 99 Sales management policies. 
60 144 Analysis of sales. 
59 78 Distribution costs. 
55 102 
ing studies. 
7 105 
12 8] 
diseounts, ete. 
39 81 


Distribution channels. warehousing or branch 
management. : 

From 199 company replies to Industrial Marketing Research questionnaire 
mailed by Industrial Marketing Committee, American Marketing Association.) 


MARKETING RESEARCH 


Field of Work 
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you are 
reading 
this ad.. 





“operating man’ — 


You, too, are an 
checking a publication devoted to that 
type of advertising which interests you 
most — at least for the moment. You're 
reading articles and studying ads because 
it is your specific job to make an indus- 
trial advertising dollar pay back more 
than a dollar in sales. 


The allotment of a budget, creation of 
copy designed to stop a notoriously 
hard-to-sell buyer, plus a hundred other 
intangible steps taken from layout to 
insertion, make you an “operating man” 
in a business where you've got to keep 
learning to keep earning. 


Are you spending 1947 ad dollars with 
the same sound reasoning? Are you 
scheduling ads in the one oil medium 
where other Operating Men, whose 
fundamental duties are to purchase, oper- 
ate, and maintain oil field and plant 
equipment, will read them with keener 
interest? If so, then you're buying 
The Petroleum Engineer straight down 
the line. 


a 


Covering DRILLING @ 
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PRODUCTION @® 








These engineers, operating officials, 
superintendents, and foremen — all-paid 
subscriptions — have long since learned 
that The Petroleum Engineer, month-in 
and month-out, carries more up-to-date 
usable information per page than any 
other oil publication. The Petroleum 
Engineer is edited by engineers, for engi- 
neers, as the only “International Monthly 
Devoted Exclusively To Petroleum 
Operating Practices.” 


Check your own buying habits. Put them 
to work in The Petroleum Engineer. 


1946 





JOE B. WOODS 


he’s reading 
YOUR AD! 


52 Vanderbile Ave., New York 17 


E. V. PERKINS 


22-West Maple St.. Chicago 10 


R. C. WIPPERMAN 


Rm. 1213, 1220 So. Maple Ave., Los Angeles 


T. J. CROWLEY - 
Irwin-Keasler Bldg. 


Advertising Manager 


REFINING @ NATURAL GASOLINE MANUFACTURING @ 


Dallas 1, Texas 






PIPELINING 
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Should Catalogs be Charged 
to Current Ad Budgets? 


After five years of all-out war production, or 
at the best concentration on a minimum num- 
ber of standardized lines, most industrial com- 
panies are currently giving their catalogs and 
parallel sales aids a major overhauling. 

Creation and production of new catalogs 
become a major postwar sales promotion and 
advertising assignment at a time when printing 
facilities and paper supplies are scarce, and when 
still unsettled printing wages and other graphic 
arts costs are soaring to record levels. 

Moreover, companies which have literally “let 
the old book do” for five or six years, must now 
do a complete “ground up” catalog job to keep 
pace with new products, new designs, and new 
competition. 

Field reports indicate that a sizable minority 
of manufacturing companies are attempting this 
major job of catalog reconstruction with funds 
pared from current advertising and sales promo- 
tion budgets. 

This means that appropriations which must 
perform double duty to keep pace with rising 
graphic arts costs and the fast-approaching 
return of normal competition face still another 
strangling restriction. 

Sound accounting theory justifies classifying 
expenditures for current major catalog replace- 
ments 1s capital investments to be amortized 
over the expected life of the books, whether it 
be two or five years. This is particularly true 
for those companies which still issue “general” 
catalogs, rather than the more flexible setups of 
individual catalog units which may be assembled 
in various patterns to meet the requirements of 
specialized groups of buyers. 

It is also logical to consider the catalog ap- 
propriation as a major investment completely 
apart from the current year’s advertising. 

The majority of industrial advertisers, who 
are following these fundamental management 
principles, will find themselves in relatively 
strong position in the race for sales. 
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What is the Real Cost 
of Industrial Advertising? 


Today industrial sales managers and admen 
are more cost-conscious than ever. 

Pressed by soaring costs on every production 
front, top management all too frequently slices 
sales and advertising appropriations to offset 
other costs. 

Advertising managers don’t have to check 
many invoices to testify that printing, engrav- 
ing, art and paper costs have risen substantially, 
along with the page rates in space advertising. 

There is some consolation in the knowledge 
that the cost-per-thousand subscribers in business 
papers, magazines, and other published media re- 
mains relatively low. 

But any manufacturer who plans his future 
advertising appropriations and creative plans 
solely on adjustments to meet graphic arts and 
space costs will find that he is losing ground to 
his competitors. 

Today every manufacturer is facing new sales 
competition. Some comes from new companies, 
new products, new materials and new processes 
within his own industry. Some comes from other 
industries invading his field. Hidden competi- 
tion comes from every potential claimant for 
a portion of the industrial buyer’s dollar. 

And today’s advertising and personal selling 
must overcome every form of on-the-job and 
off-the-job competition for the buyer’s time, 
attention and interest. 

Advertising that fails to win its share of atten- 
tion and readership — that which fails to 
execute its full selling mission—is expensive ad- 
vertising, even though its dollar cost may appear 
low. 

Advertising that does a man-sized selling job, 
and does it forcefully, skillfully and efficiently, 
is economical advertising. 

First step to gaining economical advertising 
is to appropriate adequate funds for dominant 
space, for attention-getting graphics, and for 
creative personnel who have the time, and the 
know-how, to do a man-sized selling job. 
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A multi-product market 


with a common interest link! 




















| STRATED are just a few of the more than 1400 different 
types of products that are designed and engineered by readers of 
ELECTRICAL MANUFACTURING. Note the diversity of these products— 
ranging from flatirons to cloth spreaders, from water coolers to milling 
machines. Every known manufacturer of these and all other electrically 
operated products is included in the readership of ELECTRICAL 
MANUFACTURING. 

ELECTRICAL MANUFACTURING deals with those engineering and 
design problems that are common to the development of a// electrical 
products ...the application of power and control, the integration of 
heat, light, electronics, the specification of all electrical and associated 
mechanical elements. 

The readers’ primary interests are the warp and woof of the editorial 
pattern. That’s what makes ELECTRICAL MANUFACTURING such a basic 
medium for the advertising of your materials or metals, electrical or 


mechanical parts, equipment or product finishes. 













99% Personalized Readership 
among the Engineers, Designers 
and Executives responsible \ 
for the development of all 
electrically operated machines, 
appliances and equipment. 








THE GAGE PUBLISHING COMPANY 


1250 AVENUE OF THE AMERICAS, NEW YORK 20, N. Y 
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CONTINUED FROM PAGE 37 


Compensating Salesmen 
I ike - 


wise, if the salesman can, without jeop- 
ardizing his volume, save $2 on his 
expenses, it automatically gives him $1 


are reasonable or unreasonable 


ot extra compensation. 

2. It also has the very important 
putting the 

managers in business for themselves. 

The economics, at the division mana- 


advantage of division 


gers’ level, are as follows: 


If a division manager who _ has 
equalled his bogey can sell $900 worth 
of extra merchandise by spending $30, 
he breaks even. However, on any sales 
make in excess of that $900 he 
earn a bonus of % of 1%. Or, 
the division manager can 
$100 of expenses, 
his volume, he 

his own 


e€ can 
will 
in reverse, if 
the company 
without jeopardizing 

automatically increases 
pensation by $14 Here, therefore, are 
the tools to the division man- 
agers’ level to determine what is reason 
able and what is unreasonable expense 


save 
com 


use at 


3. This plan will have a long-term 
tendency to stabilize the cost of sell- 
ing at considerably less than 312%, at 
the level. As a 
matter of fact, the more bonuses we 


division managers’ 


pay, the lower the cost of selling will 
be 

4. It will have a tendency to make 
the division managers alert to poten- 


tials, and will induce them to do a 


better job of laying out territories in- 


telligently and equitably. 


§. In working out this plan of com- 


pensation for the various division 


managers and the salesmen, many 


weaknesses of our present operations 


showed up which probably should have 


been apparent under our old method 


of operation. This incentive plan does 


have a tendency to sharpen the 


perspective and to bring the weak- 
nesses out into the open. 

During the preparations for setting 
up this compensation plan, weaknesses 
showed up in at least three respects: 

a. Expenses out of line with the 

volume of goods sold. 

b. Salaries out of line with those 
earned by men of similar calibre 
and ability. 

c. Alignment of territories, 

Under this plan, in order for a sales- 
man to earn a reasonable bonus and 
justify his salary and expenses; a total 
potential of at least $2.8 million 
(probably $3.5 million or $4 million 
at most) is required on our three 
major products. There are several in- 
stances where men are given terri- 
tories with a much smaller potential, 
and no opportunity to make a good 
bonus. There are also several terri- 
tories where a larger potential is avail- 
able to the men, and where he could 
be practically coasting and selling only 
a small percentage of the potential 
and making a substantial bonus. 

These 


already, 


shown 
will 


have 
things 
as the plan pro- 
gresses from year to year. 

6. Under this plan, our division 
sales expenses would be cut con- 
sistently and efficiently without en- 
gaging in expense-cutting of a penu- 
We would know when 
unwise to 


weaknesses up 


and such in- 


herently show up 


rious nature. 


it is wise and when it is 
spend money. 


This 


the salesman commensurate with his 


program does compensate 
ability and performance. A salesman, 
or a division manager, who turns in 
a good volume of sales, and does it at 


a reasonable expense, can earn a sub- 
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West-Marquis, Los Angeles industrial ad agency. has a laugh at the expense of advertis- 
ing’s creative staffs. The above is reprinted from ‘Advernews,’ the agency's own publication. 
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stantial bonus, which, of course, the 
company should be willing to pay. 
On the other hand, the men who do 
not or cannot produce cannot possibly 
earn a bonus under this program, and 
we will discover inherently that the 
are expensive to carry, and will prob- 


ably have to dispense with their 
services, 

8. It will be particularly good for 
the morale of the men. They have 
been hearing incessantly during the 
past two or three years about the 
company’s ability and willingness to 
pay adequate and proper salaries to its 
sales force. At the present time, morale 
is not particularly good, because we 
have been limited in our compensa- 
tion methods through Government 
regulation, company rules and mis- 
cellaneous handicaps. Putting this 
plan into effect will show them we 
are serious about our willingness to pay 
a good bonus to the men who have 
proved they are capable of producing 
a volume commensurate with good 
performance. 

9. It can be argued that the bonus 
plan, at the present time, will serve 
no useful purpose whatsoever for the 
simple reason that until we can de- 
liver merchandise it is impossible for 
anyone to earn a bonus under this 
plan. This is all true. On the other 
hand, we would have to admit, under 
any type of bonus plan, that it 
couldn’t possibly pay off unless mer- 
chandise was available. In the mean- 
time, if we make a sincere effort to 
allocate to divisions in proportion to 
their quotas, we cannot be criticized 
and it will have a tendency to keep 
expenses in line and improve morale 
by proving we are sincere about put 
ting in a compensation plan. 


Company and Men Benefit 


In review, let me tell you why this 
plan is working for us, and why | 
think adaptations of it can be worked 
out intelligently for any sales mana- 
ger with similar problems. The in- 
terests of the company 
exactly with those of the men. The 
more money they make, the more pro 


coincide 


fit the company enjoys. There is no 
bickering or hard feelings because 
some salesmen make a lot of money. 
Incentive exists at all levels of ac- 
tivity. Under this plan each man that 
is not earning a bonus had best be re- 
moved from the pavroll. The grub- 
stake is flexible, and can be changed 
up or down—depending on the con- 
ditions at the time. No salesman can 
fall down on any one product with- 


out some penalty, and even if he does 
(Continued on page 94) 
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An Outstanding Issue that offers Tremendous Sales Opportunities 


America’s huge construction program has placed 
exceedingly heavy demands on producers of crushed 
stone, sand and gravel, cement, gypsum, lime, 
ready-mixed concrete, agricultural limestone, and 
ther non-metallic minerals. 


For years America’s pit and quarry operators have 
vorked under great handicaps to meet these de- 
mands. They are in urgent need of new equipment 
and supplies to rebuild 
and expand their plants. 


To help them do a better 
job, the January issue of 
PIT AND QUARRY will 


carry a comprehensive 
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PIT AND QUARRY 


WRITE OR WIRE YOUR SPACE RESERVATION TODAY! 


resume of the 1946 accomplishments, plus fore- 
cast for 1947. It will also carry the program and 
advance information on the big National Crushed 
Stone Association and Agricultural Limestone Con- 
ventions in Chicago. All the important buyers 
will be on hand to get new ideas on operating, pro- 
duction and marketing problems. And, they will 
want to know what’s new in equipment and 
supplies. 


The need is urgent, and you can help, and profit, 
too. Tell these buyers, in the big January issue, how 
your equipment can help them step up production 
and profits. 


Time is short—send your space reservation today 


¢ 538 S.CLARK ST. * CHICAGO 5, ILL. 
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{CONTINUED FROM Pace 50] 


Employe Questionnaires 


cluded many basic items usually found 
in progressive personnel programs such 


23° 


l. Improvement in the reception and 
interviewing of applicants 
, Complete statistics on employment 


turnover by departments and causes 
trends of wage rates within the plant 
and w industry, index of cost ot 
living, et 

3. Outline of company personne! 
policies in writing 


4. Induction and traming programs 
lor new employes 

5. Inauguration of safety and health 
programs, including establishment of 
first aid, safety goggle programs, 1m 
proved machine guards, establishment 
of employe safety committees, safety 
bulletin boards and complete accident 
statistics by departments and causes 

6. Supervisory training at all levels 
through meetings, lectures, motion pi 
tures and sound slide films, both gen 
eral and specific subjects, to help super 
visors carry out their part of the pro 


gram 

Regularly scheduled interviews 
with employes, individually, on annive 
sary dates and on their birthdays 


&. Establishment of a profit sharing 
trust fund for retirement purposes 

9 Promotion from within the organi 
zation wherever possible, based on 


} 


traimmg and results of tests of various 


types 
10. Provision for lockers, wash room, 
rest room and cafeteria facilities. Ap 


prenticeship training programs covert 
ing highly skilled jobs, group lite in 
urance, hospitalization for employes 
and dependents, surgical benefits and 
weekly indemnity payments because ot 
illness absence 

11. Inauguration of an employe sug 
gestion system with cash awards for 
a ceptablk ideas 

12. Publication of a company house 
publ 


terest to employe ~ 


ication coverme mtiormation of tn 


13. Inauguration of a public address 
system to provide music and informa 
tion during rest periods, lunch periods, 
ete 

14. Creation of a job as veteran's 
counsellor tor returning veterans ot 
World War Il 

15. Well rounded sports and athleti 

| 


program on a year-round basis 


War Altered Program 

A long term program was divided 
into segments of one year, and each 
segment was further sub-divided so 
that in spite of day-to-day routine 
work, definite and continuous progress 
could be measured as to w hether the 
program was being made effective ac 
cording to the original plan. 

During the war years the program, 
as originally outlined, was continued, 
but minor variations were added be 
cause of war-time requirements. Most 
of these special items have been dis- 
continued or modified with the return 


to normal peacetime activity. 
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With the completion of the majority 
of items in the original long term pro- 
gram, the company felt that to a 
great extent it had carried out its 
original statement of industrial rela- 
tions principles, and that in the future 
only minor changes would be necessary 
to meet changing conditions. 

On the other hand, it was also clear- 
ly recognized that while the company 
felt that it was sincerely doing its 
share, the company also realized that 
the employes might have entirely dif- 
ferent opinions as to the desirability or 
effectiveness of its efforts along the 
employer-employe relations line. 

A questionnaire was prepared by 
the personnel division consisting of 81 
specific questions on company policies, 
treatment of employes and similar sub- 
jects, 

Arrangements were made with Dr. 
Joseph Tiffin of the Psychology De- 
partment of Purdue University, who 
agreed to participate in the program. 

Group meetings of all employes were 
held in the cafeteria, where they were 
told that the purpose of the question- 
naire was to determine each employe’s 
attitude and opinion regarding its 
over-all employe relations handling. 
The questionnaires were then mailed to 
each employe’s home, together with a 
self-addressed, stamped envelope, ad- 
dressed to Dr. Tiffin at Purdue 


70% of Workers Reply 

More than 70% of all employes an- 
swered the questionnaire, since they 
were assured that the company would 
never see the individual results, and 
furthermore no signatures were re- 
quired. 

Dr. Tiffin and his staff summarized 
the individual replies and submitted a 
statistical report, 

In addition to the over-all replies, 
the answers were broken down into 
various groups such as office employes 
versus plant employes, male versus fe- 
male, married versus single, and replies 
by groups based on length of service 
within the company. 

The replies indicated that the em- 
ployes in general were well satisfted 
with the treatment they had received 
from the company, and their immedi- 
ate supervisors. Eighty-nine per cent 
felt that top management was inter- 
ested in the employes, 25% indicated 
an interest in getting into selling on a 
postwar basis, 997 thought that Vic- 
tor had done a good job for the coun- 
try during the war, and 80° hoped to 
remain at Victor in the future. Four 
per cent planned to retire soon, 6% 
planned to work only a short time 
longer and 10° had other work plans 
in mind. Eighty-seven per cent of 
the employes liked their present job 
assignments, and 92° felt their fellow 
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employes were friendly, 97% agreed 
; § 


that they had received steady em 
ployment, 91% liked the company in 
surance and profit sharing plans, and 
86% thought the prices in the com 
pany cafeteria were reasonable or low 
Ninety-six per cent of the employe 


felt that Victor’s postwar future was 
average or above, and 98% felt that 
working conditions were average o1 
above average compared with othe: 
1 
plants where they had worked. 
Eighty-seven per cent answered th« 
felt they were given considerate treat 
ment and 89% answered “yes” to tl 
question “Do you feel top management 
is interested in the employes ?” Twenty 
five per cent said they were intereste: 
in joming the Victor sales organization 
To the question “Are you getting 
the kind of information about the com 
pany that you want?” 82% answere 
in the affirmative. An overwhelming 
majority, or 94%, said they liked the 
reputation of the company, 4% vote: 
dislike and 2% had no opinion. To th 
question “What do you think of Vic 


tors postwar future?” 40% voted 
above average, 56% said average and 
4% voted below average Seventy 


seven per cent said they read the com 
pany’s bulletin boards regularly, 17% 
said occasionally and 6% said seldom 
To determine the worker attitude o1 
a proper return on investment, the fol 
lowing question was asked: “If you 
invested $100 of your money in a bus! 
ness, how much profit would you ex 
pect in a year?” A check list starting 
with $1 and running up to $10 followed 
and the workers were asked to check 
the figure they felt was a fair retur: 
on the $100 investment. One per cent 
voted $2; 4% voted $3: 5% said $4 
12% voted $5; 19% said $6; 1% voted 
$7; 3% said $8; 16% said $10 and th 
other 39% said they did not know 
To the question “Do you think th 
employes have confidence in the operat 
ing heads of the business?” 61% an 
swered most employes do; 14% said 
more than half of the employes hav: 
confidence; 14% said about half had 
confidence ; 6% said less than half an 


— 





% said few had confidence 


Second Survey Scheduled 

Such a program is being developed, 
and another survey is planned within 
a year or so to determine again whether: 
attitude progress is being made in 
handling a major responsibility of the 


company—its men and women on 
whom the company depends for its 
continued success in the office equip 
ment industry. 

To the question “Which one of th 
following subjects in ‘Reveille’ ol 
name of the house organ, (now chang¢ 
to The ‘Vamco News’ following a ne\ 
name contest) interests you most? 
53% voted for news of fellow em 
ployes ; 29% said company business 1 
formation; 7% said educational acti\ 
ities : 6% voted news of fellow worket 
in the armed service and 5% said ed 
torials 

To the question “In your opinior 
what is the one most serious problet 


(Continued on page 149) 
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NEWS FRONT 
for 





“QUESTIONS” 


and 


INDUSTRIAL PRODUCT INFORMATION 


“ANSWERS” 


FOR SPACE BUYERS 


SPACE BUYING 
QUESTIONS 











“HOW can we find out which industrial markets will be 
active and when, in 1947?’ 


“HOW can we select and reach buyers and speci- 
fiers for our products in these markets?” 


“HOW can we time our product adver- 
tising to strike when these buyers and 
specifiers of industrial products are 


planning to buy and buying?’ 


“HOW can we step up the 
coverage and effective- 
ness of our product ad- 
vertising in 1947 in 

the face of increas- 

ing space and 

copy prepara 

tion costs? 


SUGGESTED 
ANSWERS 





Industrial Equipment News reaches all principal indus- 
trial markets monthly. 


Industrial Equipment News selects and attracts 
industrial product buyers and specifiers because 
its content is concentrated entirely on product 
information. 


Industrial Equipment News is used by indus- 
trial product buyers and specifiers to 
LOOK FOR and to buy their current 
product requirements. 


Industrial Equipment News reaches 
51,000 active production, en- 
gineering and operating men in 
the larger plants in all indus- 

tries ,and the cost of plac- 

ing factually informative 
product news and inform- 

ation before them in In- 

dustrial Equipment News 

is only $95 to $102 


a month 


DETAILS? ASK FOR “THE IEN PLAN” 








- PARTS - MATERIALS 
SS 


What's Mow - weuracst 


| INDUSTRIAL EQUIPMENT NEWS 








I - —- GE ' - amu-—aae:| by 
oe — ee ee 





-sTocSt. — Sree 

















NB 








INDUSTRIAL 
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THOMAS PUBLISHING COMPANY 
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New York 1, N. Y. 
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Sales Promotion Ideas 





Comment on Catelogs — Booklets — Direct Meil — Exhibits — Motion Pictures — Slide Films — Seles Helps 


Delta Uses Sales Promotion Booklet 
to Describe Versatility of Tools 


ELTA MFG. COMPANY, Mil- 

waukee, uses a 76-page sales 
promotion booklet to show prospec 
tive buyers how numerous industrial 
companies have developed the wide 
versatility of Delta machine tools to 
cut production costs. 

The “Blue Book for Managemert, 
Shop and Production Engineers,” de 
scribes 140 actual case histories of war 
production experience in the use of 
Delta machines which can be applied 
to postwar production. More than 75 
industrial companies are represented 

The booklet contains well-illustrated 
printed as 


pages Ww ith photographs 


large as physically possible so that 
shop men can get maximum informa 
tion by looking at the pictures and 
reading the captions. 

In developing the idea for the Bluc 
Book, Walter E. Schutz, director of 
sales promotion and advertising at 
Delta, used a large industrial plant 
as a test. He found Delta machines 
being used both on the regular pro 
duction line and in the maintenance 
department, The manufacturer also 


employed Delta tools in a model ex 
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This is Delta’s 76-page ‘Blue Book for Man- 
agement, Shop and Production Engineers.’ 


perimental shop, in a pattern shop, and 
in the shipping department. Thus, 
in one plant, there were at least five 
definite applications for the versatile 
machines. 

Mr. Schutz and his assistants con- 
tacted many plants that use Delta 
machine tools, and asked them for 
photographs and information on how 


their special setups were constructed, 
what savings could be made, and how 
production could be increased. It was 
difficult to get this information dur- 
ing the war vears because of the secret 
production work most of the com 
panies were performing for the War 
Department. In spite of the obstacles, 
sufficient material for the Blue Book 


was obtained. 


Originally, the company planned to 
print large quantities of the booklets 
and distribute them to Delta dealers. 
The paper shortage necessitated alter 
ing these plans. The booklets have been 
illustrated in four-color insert adver- 
tisements appearing in most of the 
metal and woodworking publications. 
Mr. Schutz predicts that through these 
ads approximately 20,000 copies will 
be distributed free to shop executives. 


Numerous companies ask if Delta 
can make the special setups shown in 
the Blue Book. This question was 
anticipated when the booklet was first 
designed, and an introductory letter 
on page 3 explains: 


‘ 


“We here at Delta did not design 





These are photos of several inside pages from Delta Mig. Com- 
pany'’s Blue Book. More than 75 industrial companies are repre- 
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sented in the booklet, and 140 typical case histories of war pro- 
duction experience in using Delta machine tools are described. 
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OF THE INQUIRY THAT COUNTS 









NEW EQUIPMENT DIGEST produces quality 









Fv n inquiries result in sales and orders. 





inquiries because the publication is directed to 


the right men in the right plants. 


Here is what an advertiser making chain hoists 
writes: 
“We have been very well pleased with 
the good quality of the inquiries produced. 
They are from good companies and 


responsible officials in those companies.” 


More than 60,000 copies are mailed each month 


to over 45,000 plants in all types of industry. 


In all these plants, NEW EQUIPMENT DIGEST, is 





booklet en- directed to those executives who have the author- 






A new little 
titled, “They Said It", 


paration. it will con- 


is NOW ity to buy or specify equipment and materials. 






- It is no wonder then that quality inquiries result 
in pr J 






ormation regarding from advertising in NEW EQUIPMENT DIGEST. 


tain inf 






that adver- 






“plus values” 
tisers are obtaining from 


NEW EQUIPMENT DIGEST. 


Complete details are available in our booklet 






(third printing) “What New Equipment Digest 





Can Do For You.” Ask one of our representatives 


about it or write direct—no obligation. 


NEW EQUIPMENT DIGEST 


Affiliated with The Penton Publishing Company 
PENTON BUILDING * CLEVELAND. -} 3. OHTO 
EE i et ot oe CHICAGO (Ii): 2 ee ee . raean Avenger ‘Now Hampshiso Ave, . 225 Strat hn 
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Sales Promotion Ideas... . 





iny of the setups, and we suggest, 
therefore, that if you desire and need 
any further information on the par- 
machine or operation, write 
We feel that 


ipplications shown you 


tic ular 
directly to the company 
in the many 
will find one that you can use, or that 
an idea is presented to you WwW hereby 
your own production problems can be 


sol V ed 2 





» 
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United Wallpaper. Inc., uses this wall 
paper cover for its annual report booklet. 


@ Wallpaper Producer Uses 
Product to Cover Booklet 


United Wallpaper, Inc Chicago, 
ictually employs wallpaper—its prin 
cipal product is a front and back 


cover for its annual report to st ck 
holders for the fiscal year ending June 
iO, 1946 This 


covered with one of the company’s 


16-page booklet is 


new, W ishable, weave W illpaper 

Che first halt of the financial report 
booklet contains a messacc by William 
H. Yates, president, and miscellaneous 
statistical data of interest to stock 
holders 
bo klet is 


United's 


The remainder of the 
illustrated with photos of 
newest line of wall coverings, pictures 
of its packaging designs and a pano 
rama of consumer and business pub 
lications used in the company’s adver 
tising, On the last page 1s an archi 
United’s new plant 


Aurora, tll 


tects sketch ot 


under construction at 


@ Progress Report Solves 
Soule’s Touchy Problem 
A progress report briefly presenting 
the background of Soule Equipment 
Company, solved a touchy problem for 
un industrial company which services 


and distributes construction equipment 
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throughout Northern California, 
mm be Stilley, 
general manager of Soule, wanted to 


vice-president and 


let manufacturers know he was ready 
and able to handle a few more lines, 
but he didn’t want the manufacturers 
or his fellow distributors to feel that 
Soule was trying to upset established 
tie-ups. How to do this tactfully was 
the question. 

Botsford, Constantine & Gardner, 
San Francisco, advertising agency of 
Soule , report. 


The report tells the background of the 


suggested a progress 
company, lists its lines, shows the ter- 
ritory covered, describes the company’s 
facilities, outlines the experience of its 
key personnel, names its prominent 
customers, charts its growth, and 
makes a short summary. 

The complete story is bound in an 
easy-to-file folder. The report was 
easy to produce too—one of the secre 
tarles mimeographed it in Mr. Stilley’s 


own ofhce. 


@ Kimberly-Clark Issues 
Ad-Reprint Booklet 

Requests for reprints of Kimberly 
Clark’s current quiz ads, “Test Your 
Word Knowledge of Paper and Print- 
ing,” are so numerous that the com 
pany is issuing a booklet containing 
six of the ads, togethe with score 
sheets. 

Some of the 24 questions. like 


“What is Hygroscopicity?” and “What 


is meant by Pericles?” really tests a 
reader's knowledge of paper and print 
ing. The booklet is being distributed 
free by Levelcoat printing paper mer- 
chants for use in advertising and 


printing c ircles. 
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The material for the quiz book is 
taken from the current Levelcoat ad- 
vertising ‘campaign based on a tested 
and proven formula for high reader- 
ship and convincing selling. Twenty- 
two business publications are used in 
advertising the series. 

Foote, Cone & Belding, Chicago, is 


the agency. 
@ Lincoln Electric Makes 

New Arc Welding Film 

Welded 


tures” is a new motion picture pro- 


“Design for Arc Struc 
duced to assist architects, engineers, 
contractors and others in the structur- 
al field to visualize the improvements 
in design and construction made pos- 
sible by using arc welding. Directed 
by Lincoln Electric Company, this 
color sound film is another in a series 
of educational motion pictures recently 
completed by the Cleveland manu- 
facturer of arc welding equipment. 

Humorously portraying a caveman’s 
first attempt to join a structure with 
thongs, the film reviews the develop 
ment of fastening methods . . . wooden 
pegs, then nails and as structural steel 
replaced wood, by bolts, nuts and 
rivets. Each of these methods of fast 
ening had definite limitations, but with 
the development of arc welding, the 
film shows how the designer now has 
unlimited freedom of design 

How are welding permits simplified 
design, new freedom in planning, re- 
duces steel tonnage and also simplifies 
detailing, fabrication and erection 1s 
all clearly seen, The picture also ex 
plains the possibilities of tubular con 
struction and rigid frame design for 
more efficient use of materials and 
better appearance. 

The film, which has a running time 


(Continued on page 78 


This scene from Lincoln Electric Company's new sound film compares a cave man’s 
first attempt to join a structure with thongs with the modern method of arc welding 
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In the pages of MACHINE DESIGN every month over 
50,000 design engineers in machine building plants 
throughout the country seek and find the information 
they need on parts, materials, production methods, de- 
sign calculations, new designs and design problems. 
Your advertising in MACHINE DESIGN gets directly 
- men who have the specifying authority in over 
9000 plants. 


96 per cent of the entire industry 


lants account for more than 


The short cut to a greater share of business in the 
machine building market is through MACHINE DE- 
SIGN—the only publication edited expressly for design 


engineers in machine building plants. 


To make sure you have the whole story, ask your 
MACHINE DESIGN representative for your copy of 
“The MACHINE DESIGN Market” or write directly 
to the Penton Building, Cleveland 13, Ohio. 








IACHINE DESICH 


A PINTON PUBLICATION + PENTON BUILDING + CLEVELAND 13, OHIO 


130 N. New Hampshire Ave. 520 N. Michigan Ave, 
CHICAGO 


16 East 43rd Street 
NEW YORK LOS ANGELES 





THE Publication Of The Machine Building Industry 
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Sales Promotion Ideas.... 





|CONTINUED FROM Pace 74] 


of approximately 15 minutes and is 
produced by Herb Lamp Productions, 
is available in 16 mm. sound color 
prints from Lincoln Electric Company 


at no charge except for transportation. 


@ Galvin Gives Dealers 
Heater Display Board 


Industrial manufacturers, mill sup 
ply houses and machine tool makers 
who wish to display their products it 
the direct point of sale in their dealers’ 
stores will be interested in the unusual 
technique used by Galvin Mfg. Cor 
poration, Chicago. This manufacturer 
of Motorola automatic push button, 
gasoline car heaters is furnishing Its 
dealers with 1 complet« cales demon 
stration that permits an exhibit or the 
heater actually in operation right in 
the store 

Since the new Motorola gasoline 
automobilk heate: operates independ 


if 8 poss ble 
if , it 


ctu i] demonstt wnns W ithout 


ently of the car engine, 
to make 
the usual nuisance of hav ng to induce 
1 prospect to go all the way out to 
the car to see the heater in operation. 

The large demonstration board ts 
designed for customer use in the 


dealer’s store. There is a smaller board 


Ate eT. Ue 
ca 


: - 
= 


h batter 9" 


CAR HEAT 





Galvin Mig. Company furnishes dealers with these two selling aids: (Left) a portable push 
button gasoline heater demonstrator, and (right) an automobile aerial display board. 
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designed as a portable demonstration 
unit for salesmen, 

Galvin has also developed an auto- 
mobile aerial display board standing 
22 inches high and 22 inches wide 
made out of sturdy, molded plywood, 
holding all seven auto aerials in the 
Motorela line. An eye-catcher in its 
red and yellow paint job, this new 
silent salesman is light and compact, 


making it portable 


@ Promotion Piece Explains 
Transformer Shortages 


Ring-Around-Rosie” is the titie of 
a promotional advertising piece dis- 
tributed by Standard Transformer 
Company, Warren, O.., explaining why 
shortages exist in the production of 
transformers. 

Containing four pages and measur- 
ing 5'4 by 3 inches, the leaflet 
points out, “Ring-Around-Rosie isn’t 
our idea of a good game, but every- 
one’s playing it these days!” The two 
inside pages explain in part, “Tom, 
Dick and Harry can’t supply Joe with 
the materials he wants, so Joe can’t 
make the product needed so badly by 
Fred, Bill and Jack. And Fred, Bill 
and Jack have buyers waiting for their 
products . . . and so on, down the 


line. It’s like a bum game of industrial 


a 
| i] 



























___ AERIALS 
FOR ALL CARS - ALL MODELS 















This is the front cover of a potent leaflet 
circulated by Standard Transformer Co. 


‘Ring-Around-Rosie,” in which we're 
all unwilling players and no one wins.” 
The back page of the leaflet is de- 
voted to advertising copy which ex 
plains, “Standard transformers are for 
every type of service,” listing eight 
places where the product is used 


Meek and Thomas 
Youngstown, O., 


advertising 
agency, prepared 
the “Ring-Around-Rosie”’ leaflet, and 
Falls Printing Company, Warren, O., 


printed it. 

Cornell Returns to Agency 

Field; Joins Funkhouser 
Paul L. 


American 


Cornell, past chairman of the 
Association ol Advertising 
Agencies, has join 
ed J ustil Funk- 
houser & Associates, 
Baltimore, as head 
of the agency's cre 
ative office. He will 
also have charge of 
the Funkl 
New York othice 
Mr. Cornell be 
gan his advertising 
career with B. | 
Goodrich Company 
In 1926, he organ 
ized the Paul Cor 
nell Agency, and 
merged with B. B 


1oUuSer 


Paul L. Cornell 


(Pat) Geyer in 1933 to form Geyer & 


Cornell 

After becoming chairman of the Four 
A’s. he retired from advertising in 1936 
to enter politics. He became public rela 
tions director of the Republican State 
Central Committee, keynoted the state 
convention in 1938, and ran an unsuc 
cessful campaign for the Senate in 1940 

During the war, Mr. Cornell became 
chief of the office of the Bureau of Eco 
nomic Warfare. He subsequently became 
national editor of the New York Herald 
Tribune. 


Pool Joins Southern Flight 


Lawrence W. Pool, former advertising 
manager of Mohr Chevrolet Company and 
art direction-production manager of Her 
bert Rogers Advertising Agency, has 
been added to the Dallas sales staff o 
Southern Flight. 
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Chemical engineering is finding employ- 
ment in many older industries due to the 
discovery of new and better ways of doing 
things. Chemical engineering constantly 
appears in the production of brand-new 
products. Chemical engineering is process 
engineering with limitless possibilities. 

If you have equipment or materials util- 
ized in any of the chemical engineer’s unit 
operations or processes, then he is your man, 
no matter what products he turns out. If you 
can help him solve any of his problems better, 
quicker, cheaper or to produce higher qual- 
ity, he wants to hear from you. 

The magazine, Chemical Engineering has 
been serving the informational needs of the 
chemical engineer and his predecessors since 
1902. Surveys repeatedly show that Chem- 
ical Engineering’s advertising pages are of 
prime interest along with the editorial con- 
tent. Chemical Engineering’s editorial pages 
show how to do it. The advertisers tell what 
specific materials or equipment to do it with. 
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We asked adverfisers and their agencies for their 
successful formulas for reaching the chemical engineer 
through the advertising pages. Their replies have been 
appearing in the series of ‘ads reproduced here. 

What they all said sums up to the conclusion as ex- 
pressed by L. C. Cole, Los Angeles —“. . . the best 
source of advertising copy is the user." 

The editors have found constant approval by chemical 
engineers of the monthly Pictured Flowsheets. Here again 
are the unit operations of common interest. Sales man- 
agers and copywriters tell us they also use the Flowsheets 
for information on the application of their products and 
as a guide to field contacts with chemical engineers. 
If you can use a book of Flowsheets to advantage, it's 
your for the asking. 

In our free promotion piece, The Chementator, the 
Pictured Flowsheet is featured with a description of the 
process and with emphasis on materials and equipment 


used. If you are not on the list, please write. 





- CHEMICAL 
ENGINEERING 

















ONALITIES 2% 


( “PERSON 





THIS MONTH: 


ALTER E. SCHUTZ, director 

of sales promotion and adver- 
tising for Delta Mfg. division, Rock- 
well Mfg. Company, Milwaukee, prob- 
ably gets more satisfaction out of his 
job than most men 

In the daytime he supervises the 
promotion of Delta’s power tools and 
in the evening and on Sunday he uses 
those tools in his basement handicraft 
shop to make things for his home and 
friends. Among other things. he owns 
a phonograph record cabinet he de 
signed and made himself. 

Mr. Schutz has enjoyed woodwork 
ing as a hobby ever since he was a 
boy puttering around in his father’s 
home carpentry shop. His father, a 
skilled Milwaukee 
taught him how to use hand tools. He 


his 


patternmaker, 


still uses the carpenter’s bench 
father made of solid maple, and many 
of his father’s hand tools are neatly 
racked up in his basement shop. 

| had Delta machines long before 
I joined Delta in 1939,” Mr. Schutz 
says. He has a hunch that fact had 
something to do with his “getting the 
job ¥ 

Mr. Schutz has been in advertising 
since his graduation in 1923 from the 
University of Wisconsin where he 
majored in advertising, commerce and 
engineering. His first job was with 
Line Material Company, South Mil 
waukee, manufacturer of electrical 
equipment. For 18 months he was 
assistant advertising manager; then he 
was promoted to manager. 

Later he became sales manager of 
the Automatic Products Company, 
manufacturer of control 


Still later he directed the 


Milwaukee 
equipment 
idvertising of the controls and radiator 
divisions of Perfex Corporation, Mil 
waukee. 

Delta has 24 persons in its adver- 
tising department—one of the largest 
in Milwaukee industry, Hoffman and 
York, Milwaukee agency, is: the com- 
pany's advertising counsel and helps 
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Walter E. 


WALTER E. SCHUTZ 
Director of Sales Promction and Advertising 
Delta Mig. Company 
Milwaukee, Wis. 


prepare space advertising. The com- 
pany advertises its homecraft power 
tools to the consumer trade through 
Parade, This Week and such homecraft 
magazines as Popular Mechanics and 
Popular 


magazines it sells its metal and wood- 


Science. Through _ business 
working equipment to industry. 


All Delta ads are 
means of using 


“keyed and 
coded,” usually by 
various addresses available to the com- 
pany or by the addition of a letter 
suffix to the street number. 

“This gives us a complete analysis 
F every ad, 


” 


of the effectiveness of 
Mr. Schutz points out. “When we get 
a reply with a certain address, we 
know it is in response to such and such 
un ad. We are certain by the number 
of inquiries it pulls which ad is doing 
the best job. We think of each ad 
as a salesman of ours calling on the 
people. All our advertising is product 
advertising. We do not have any 
institutional advertising.” 


Schutz 


Among his many duties, Mr. Schutz 


supervises a complete direct mail 
operation — mainly folders showing 
specific uses of the machines. Four 
men, under his direction, work full 
time at designing and planning things 
to make that are described in direct 
mail advertising and in booklets. These 
booklets, by the way, are sold to the 
consumer and form a neat little pub- 
lishing business. 

Success of Delta’s week long train- 
ing school for its dealer salesmen is 
due, in part, to the advertising de- 
partment’s participation. Delta pays 
all but the traveling expenses of those 
who come to the school. In_ the 
school’s two-year history more than 
+00 dealer salesmen have attended. 

Mr. Schutz is 
Milwaukee Industrial Marketing As- 
sociation, one of the original NIAA 


president of the 


chapters. It was at his suggestion 
that the word “marketing” appears 
in the local group’s name. “I didn’t 
want salesmen to think they weren't 
welcome to join,” Schutz explains. It 
is the second time he has headed the 
local group. His first presidential 
term was in 1938, 

Right now he is busy preparing for 
the silver anniversary convention of 
NIAA which will be held in Milwau- 
kee in June. 

But Mr. Schutz is not too busy to 
serve as a director of the Milwaukee 
Advertising Club and to speak and 
write On various advertising and sales 
topics or to be a pal to his sons. Jack, 
20, was in the Merchant Marine, and 
is now with Hoffman & York. Tom, 
10, is in the fifth grade. 

Neither is he too busy to find time 
for his hobbies: That basement shop 
full of Delta homecraft power tools— 
scroll saw, circular saw, jointer, lathe, 
bandsaw, drill press, tool grinder and 
all the accessories. He collects U. S. 
stamps and. oil paintings of landscapes 


In his own words: “I guess I make 


a hobby of hobbies!” 
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*These specialized papers... HEATING, PIPING & 
AIR CONDITIONING for industrial and other 


large building business; AMERICAN ARTISAN 
for residential business ... are indispensable to 
an effective air conditioning campaign conducted 


\ | {i 
SS of 


ay 
x 





HEATING, PIPING & AIR CONDITIONING 
offers TWO-WAY coverage: (1) It has as readers 
the engineers in industry and other large buildings 
who are responsible for the mechanical services of 
air conditioning, heating and piping; (2) it has 
the contractors who specialize in air conditioning, 
heating and piping installations. 

A recent nation-wide, personal interview survey 
made by C. C. Chapelle Co. shows that with the 
combined engineer and contractor circulation of 
HEATING, PIPING & AIR CONDITIONING 
you can reach the KEY MEN who purchase-control 
the maintenance, répair and alteration require- 
ments of the air conditioning, heating and piping 
systems in not less than 30,000 plants and 35,000 
large buildings. 

NEW CONSTRUCTION — new plants, com- 
mercial, public and institutional buildings to which 
heating, piping and air conditioning products are 
also essential — is another division of the market 
controlled by the readers of this field-leading paper. 
And the “original equipment” phase is still another! 


* * * 


@ In 1947 use one or both of these Keeney publica- 
tions as your products may require. Use liberal 
Space to get market acceptance — and to keep it! 


with maximum economy. .... +++. 


NOT LESS THAN 30,000 PLANTS 
PLUS NOT LESS THAN 35,000 OTHER LARGE BUILDINGS 





Two out of every three single-family, centrally 
heated homes in America use warm air heating 
systems. Here is by far the “big end” of the 


residential heating and air conditioning market — 
and it is dominated by the contractor-dealers who 
read AMERICAN ARTISAN. 


AMERICAN ARTISAN’s reader-audience is 
responsible for the big majority of all business done 
in this rapidly expanding warm air-sheet metal 
market, which also includes industrial exhaust and 
ventilation, small commercial air conditionihg, and 
the warm air heating of churches, schools, etc. 

AMERICAN ARTISAN also covers wholesalers, supplying 
heating and air conditioning products to dealers; also manu- 


facturers who purchase huge volumes of motors, controls, 
drives, oil and gas burners, stokers, etc., using them as neces- 


sary parts of their complete units. 





KEENEY PUBLISHING COMPANY 
* 6 N. MICHIGAN AVE., CHICAGO 2 pu 


Air Conditioning Headquarters 


WANTED 


Grass Seed «+ Tractors 

Hangars + Shop Tools 

Conveyors + Furniture 
Electronic Systems 


— and Hundreds of Other Products! 


Now is the time to start advertising, for 
orders today or for a sound position 
in this market that will boom for years. 
Literally millions of dollars are being 
spent right now improving and build- 
ing new airports, hangars, shops to serv- 
ice and maintain private, commercial 
and military aircraft now in use and on 
order. More millions have been allo- 
cated for the countless projects in the 
planning stage. 


And the place to start is in AVIATION 
MAINTENANCE & OPERATIONS .. . 
guidebook for airport managers and 
the men responsible for the servicing 
and maintenance of all aircraft. And, 
don't forget that these are the men 
who commonly distribute aircraft and 
accessories! 
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Walter &. Wainville, of the c-# 4 
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several times each month report 
Free to sales executives. Write 


Our 


“Sales Tips” 
new operations 


A. M. & O., 205 E. 42nd Street, New York 17. 


Aviation 
Maintenanee 
& Operations 


A CONOVER-MAST PUBLICATION 
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‘Socicty’ Vs. Independent 


° 
Magazines 
Ir ‘ Octobe column yo tat 
Per i lam a bit p ejudiced ainst 
cM magazines Dé LuseE I believe pul 
her Id sta the publishing busi 
nd societies sho ild handk society 
vork. and should not bring additional 
paper te the re Id whel per haps, al 
preset vell rece I zed magazine could 
jo the job without, or certainly with less 
iplication.” Readir this statement 
i" 1 lot of quest o mind 
Are Ol Lis« prejt di ed against a 
I é vho brings it an additional 
| ( l i field ilready served by an 
1 m ‘ | ur “pe a 
e k 
Are ( ‘ ict t U 
t l ult ad pape l hei 
that he too we | serve ; 
W! et \ 6 othe thar 
} ‘ emeé d_ disseminati f 
essh al field 
ety magazines ss do you 
publicati that is owned by a 
iet oO ‘include only those 
se editorial content makes them in 
fect hy ‘ in ft the society” 
Wi gered answers t these JC 
ti ill d ch t liminate misund 
t \ ht result ( ol 
ene tatement October 
Wi t the < i 0 ‘ oc p ib 
\ have ttl erest either 
| m™ I itsiders ind ha ‘ litt « 
‘ g¢ existence. We t that some 
ict t t Si irio0l ns of torce 
htai ivert 
\ } veve tn ‘ ‘ 
e able t et papers and material fro 
é o would not writ in article for 
é neral trade press “Society” ed 
te n, thi g| thei more constant 
get much closer to their indt 
try tl n can the general trade press 
It the < buy ica b twee socict 
iga es i the dé press it s the 
tte } They eek ociety te 
il nut s ety publi ith s rarel repeat 
terial from the trade press 
If ety nate 4 were to be hands 
it to the ide press to publication, it 
ne scatte red thi igh dozens oO 
ivazines perhaps cf ndensed or ab 
tract form This would not be good 
ervice t those who use this material 
We believe that universal condemna 
ti of society magazines is unwarranted 
ind unjust There are society magazines 
that are leaders in their field These are 
well-edited for their industry and not 
the society alone. They lead in editorial 


verade of their 


ir 


They 


consid 


industry lead 


ulation in their field, with 


By KEITH J. EVANS 


erable circulation by subscription outs 
ot their membership They lead the 
field in advertising volume, which is s 


on a “value-received” basis and not or 
contribution basis. Certainly such 
ance 1s proot that a good society 
something besides prejudice 


acceyt 
magaz 
merits 


Business MANAGE} 


We have your thoughtful letter and 
are very much interested in your com 
ment on society magazines versus those 
published by regular publishers. W< 


shall answer according to your num 


bers: 

1. We believe we used the wrong 
word. . we should not have said 
“prejudiced” but should have said 
“have greater resistance to.” We do 
have resistance to the increasing num 
ber of publications in a field when 


it seems to be already W ell served by 
other papers. However, it ts a tree 
course, whether a 


country, and of 


publisher or a society gets out a new 
the limitation is 


whether or not it can be made to pay 


publication, only 
its way. 

2. It is, of 
each field be well served from a pub 
lishing We 
get down in the final analysis to 


course, desirable that 


standpoint. suppose it 
may 
the 
society using pressure to get advertis 


question of an association 01 


ing. Most good associations today do 
not use unfair pressure, but still the 
pressure is there, In other words, ther 
are other reasons why a company) 
should advertise rather than entirely 
on the merits of the publication. 

3. We agree with you entirely. The 
only question involved is that of ad 
vertising revenue. 

4. We realize there is a vast differ 
ence in so-called “society” magazines 
ranging from some that pay a small fee 
to be known as the house organ of a 
certain society, to those that are 
wholly owned by the society. Nat 
urally, we are much more interested 
in those wholly owned than_ those 
which only pose as such. 

We doubt if there should be a great 
deal of difference between the ability 

(Continued on page 90) 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 
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Building an advertising schedule by the amateur horse-player’s “pretty name” 
or hunch system may be fun but... it’s more apt to be futile. And expensive! 
Wise industrial advertisers don’t play hunches . . 
on their schedules is selected to do a specific job. 
The careful selection of publications on your advertising schedule for 
1947 is more vitally important to you than ever before. Every advertising 
dollar you invest must produce its full, fair share of sales, product 


acceptance and customer confidence. 


. every publication 


Building a schedule to accomplish that kind of a job means: 


1. Concentrating your effort in the ONE best paper in each of your 


important markets. 


2. Using adequate space to ensure that your story is both seen and read. 


One safe schedule-building rule to follow is this: If there is a McGraw-Hill 


publication in your field... it is your No. 1 paper. 


——_ 7 


SISSY SY 





YOUR McGRAW-HILL MAN has a wealth of carefully prepared 


information to aid you in media selection. For example: the “Handy 


Guide" provides detailed information on all fields covered by 


McGraw-Hill publications. 


COMPANY, INC. 


Neadquarters for Industrial Information 
330 West 42nd Street, New York 18, N. Y. 
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Problems .. . 


of a society or a good progressive in- 
dependent publisher in getting articles 
and information from the men who 
know. 

We both know many good associa- 
tion magazines that do a splendid job, 
but we are sure that every advertising 
manager would prefer it if he could 
judge each publication entirely on its 
own editorial merit, circulation, etc., 
without other influences which are not 
a part of the advertising value of a 
publication 

We appreciate your thoughtfulness 
in writing, and hope we have made our 


position clear to you. 


|CONTINUED FROM Pace 53} 


Logotype Goes to Work 


hold in the engineering department. 
And, for the first time in the com- 
pany’s history, the sales promotion 
department was called in for consul- 
tations regarding new nameplates for 
tools. Designs then in work were 
immediately revised to give new em- 
phasis to the trade name, and the 
embossed in color 


Here, the 


name itself was 
black 
logotype s ettect 


tent of an immediate order referring 


with the shadow. 


scored to the ex- 
all proposed new nameplate designs 
to the sales promotion department, 
first, for approval 

Another division of the production 


engineering department, already us- 


ing the new name plate on a new 
product, asked for the design for a 
cabinet decalcomania. And the sales 
promotion department answered with 
a four-color sketch that was bringing 
supplier quotations the same day it 
was submitted for approval. 

The logotype went further into 
this same source of supply—the de- 
calcomanias furnished Thor distribu 
tors for their windows and counters. 
Here, it is planned to adapt the same 
four-color technique, with nothing 
else on the decalcomania but the log- 
otype Previous samples included 
sketches of tools, the company name, 
ete. 

The shipping department, long 
plagued by cartons that included il 
lustrations of the factories, the com 
pany name, the trademark and assort 
ed other copy, also quickly saw the 
prospects of this shadowed “Thor”’. 
The problem was turned over to the 
sales promotion department, suppliers 


were contacted, and with no necessity 
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of layouts or art work, an entirely new 
series of cartons are planned—to con- 
tain only the printed two-color log- 
otype and, in small type, the com- 
pinv name and factory city. Smaller 
folding cartons, planned to be print- 
ed before the logotype presented it- 
self, were also immediately revised. 
Rather than a printed carton, this 
small box, in a family of 
sizes, will be on maroon-colored stock 


some 30 


on which will be tipped a small die- 
cut replica of the logotype in black 
and white. 

Meanwhile, the sales promotion de- 
partment wasn’t idle in its own 
plans with the busy-working logo- 
type. First, it was adapted to distri- 
butor counter cards in connection 
with screened photographs of Thor 
Then it shifted to distributor 
where it is painted 
Con- 


tools. 
display stands, 
prominently in two colors, 
vention booths were next, with the 
logotype the center of attraction— 
Distributor store 
signs, and plain, are 
planned with nothing but the logo- 


backed by lighting. 
both electric 
type. Billboard advertising, too, al- 
ready has appeared with the logotype 
the largest feature. 

The company’s publication, “Thor 
Scoreboard,” never before had even 
used the trade name in its familiar 
script. But now, the shadowed script 
appears, with “Scoreboard” in the 
same shadowed block-type letters as 
the “Tools” in the original logotype. 

The catch-line on all catalog pages 
is now the logotype. Small cuts of 
the same design are furnished distri- 
butors for use in their catalogs. 

Thor’s new logotype is busy, true, 
but it won’t stop working until its 
design applies everywhere the name 


“Thor” appears, 


Monthly to Publish Two Editions 
Reflecting the expansion and_ special- 
Electroni 
Industries will be published in two edi- 
ns beginning with the January, 1947, 
ssues. The two editions will be known 
is Tele-Tech and Electronic Industries 
Instrumentation. 


Vending Monthly Makes Debut 
First issue 


of Vend, new monthly pub 
lication devoted to the automatic merchan- 
dising industry, has been distributed to 
10,000 manutacturers, operators and sup- 

| 


nhers 
pier ( 


ization in postwar electronics, 


1 vending machines 


Billboard Publishing Company, Cincin- 
Editorial and 
Clark 


iti, is publishing Vend. 
idvertising offices are at 155 N 
St.. Chicago 


Kit-A-Log Resumes Publication 


A casualty of war shortages, Ait-A4-Log 
Vagazcine is resuming publication with its 
fall issue. Published semi-annually by 


Powers Publishing Company, Chicago, 
Ait-A-Log is a buyer's guide for school 


shops 
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15,000 Visitors Attend 
‘Open House’ Observance 
at Gary Steel Mill 

Mont THAN _ 15,000 _ visitors 
4 toured Carnegie-Illinois Stee! 
Corporation’s Gary, Ind., steel and tin 


mill Oct. 30, as the United States 
Steel subsidiary held another in its 


“Open House” community relations 
experiments. 
High school students, workers 


families and friends, city, county and 
state officials and citizens from Gary 
and the Calumet region visited the 
mill, which opened to the public for 
the first time in its history. The “Open 
House” began at 9 a. m. and lasted 
until 6 p. m. 

Visitors took a walk 
through the hot strip and cold re- 
duction mills where 6 foot thick steel 
slabs are heated white hot and rolled 
into coils 7 1,000 of an inch thick 
at speeds up to 1,800 feet per minute. 
They also saw how stainless steel is 
rolled and carefully wrapped between 
layers of paper to prevent scratching, 
and how galvanized plates and sheets 
of tin coating are prepared. 

Throughout the tour plant fore 
men wearing badges answered ques 
tions and directed visitors to points 
of interest. Large display signs ex- 
plained every operation. At the end 
of the tour a large exhibition room 
featured automobiles, stoves, refrig- 
erators and thousands of other con 


two-mile 


sumer items made from steel sheets 

U. S. Steel Corporation sponsored 
a special press party tour of the Gary 
Mill. Representatives from Chicago 
metropolitan newspapers and business 
publications met in the company’s 
Loop offices and were taken on a 
specially conducted tour. 

Previous “Open House” ob 
servances, held in U. S. Steel plants 
in Pittsburgh and Youngstown, O., 
met with equal success. Other com 
munity relation projects in various 
sections of the United States where 
U. S. Steel plants are located are being 
planned. 

The Gary sheet and tin mill pro 
duces 1 million tons of sheet steel 
and §28.000 tons of tin mill products 
anruelly. It employs 7,500 workers, 
includes 


458 acres of plant site. 


110 acres of buildings or 


Commerce Magazine 
Appoints Two 


Daniel F. Nicholson, former associat 
editor of Commerce Magazine, has bee 
appointed managing editor. Herbert Fre« 
man, former financial editor of the C/ 
cago Journal of Commerce, has joine 
the editorial staff of the Chicago Associa’ 
tion of Commerce's official publication 
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Compensating Salesmen 


get a tough break, it couldn’t possibly 

be bad enough to kill incentive. 
Don’t protection 

clause, protecting a man trom condi 


overlook the 


tions beyond his control, such as il- 
logical or careless setting of ‘quotas, 
nor the fact that a man is warned in 
advance that his ultimate cost of sales 
will have to be brought down to 
reasonable levels, nor that incentives 
can be adjusted in poor times. 

So far, so good. I assume some oft 
you are going to tell me that we 
haven't made allowance for the profit 
able and non-profitable items, I agree. 
If we knew how to put it in we would 
want to do it, even if we did work it 
out on a basis of marginal balance in 
sales volume producing. That might 
be the way we will want to pay the 
salesmen within a few years. If we 
were intelligent enough in our basic 
thinking on cost accounting to know 
who is producing on profitable items, 
that would be the only safe way to 
pay him extra for producing sales on 


those profitable lines. 


Plan Began Jan. | 

We have had the plan in operation 
since January of 1946. I don’t have 
to tell you that it isn’t 100% suc- 
cessful. I think, however, that 95% 
might be a fair estimate of its effec 
tiveness—and that’s a whole lot better 
than anvthing we ever had in the past. 
Here are some of the obvious beneficial 
results that have been reported to me 
so far by my sales department. 

First of all, on allocations, we are 
still lucky, or perhaps, unlucky 
enough to be in a position where we 
can’t begin to deliver the goods our 
customers want. This, of course, 
means allocation, In the past, it was 
unfortunately true that the squeaky 
wheel got the grease. Our most per- 
sistent salesmen, or those who were 
near enough to run into the home 
office of the plant, could always 
come up with a story sufficiently 
convincing so that we would rob 
someone else to take care of them. 
This seems to have been pretty well 
eliminated When our most effec 
tive sobbers scream and cry for more 
goods, our sales department points 
coldly to the figures and rings for 
room service to bring 1 few more 
crying towels 

Another beneficial effect has been 
on sales expense. Salesmen and divi- 
sion managers would rather save the 
money than try to impress the home 
ofhce by running big distributor's 


meetings, or inviting the general 


94 


sales manager to come to town to 
have the honor of “closing” an order 
that was really all signed, sealed and 
delivered. 

Now, let’s look at the 5% on the 
debit side. Some of the real oldtimers 
who largely by length of service had 
risen well in the salary ranks, find 
that they are a little bit put to it to 
make their bogey. These men, too, 
are a little less happy about selling 
some of our newer products after 
having lived for 30 years or more 
with our older stuff, But time and 
our very excellent savings and retire- 
ment plan will take care of them. 
One other weakness that we have not 
as yet found a cure for, is just what 
we can do about windfall business. 
If one of our utility specialists in 
New York goes into a salesman’s ter- 
ritory and knocks over a big utility 
company, the local salesman may sud- 
denly find himself with a couple of 
hundred thousand dollars’ worth of 
when he had 
made no contribution whatever to the 
We hesitate, frankly, 


business to his credit 
actual selling. 
to make a “house account” out of 
such business, for, without question, 
abuse of the house account gimmick 
has produced more disgruntled sales- 
men than any other single factor. | 
believe what we may do eventually 
is this: We will give the salesman a 
somewhat reduced commission on his 
wind-falls—giving him enough in- 
come from it so that he will be in- 
terested in seeing that the customer 
is given good local service. Then, if 
he can make the business grow on his 
own efforts, of course he will get full 
credit for it. 


Plan Will Be Improved 


Unquestionably, as time goes on 
we will find methods of improvement 
for the plan. It would be nothing 
short of a miracle if our bogeys had 
been perfectly fair in the first year. 
Without question, some of our grub- 
stakes, both plus and minus, are off 
the beam, but those inequalities will 
be fixed when we have some exper- 
ience to base our changes on. We have 
the satisfaction of knowing that no 
sales plan can be operated like a play- 
er piano, The element of human 
judgement can never be removed. I 
believe we are reducing it to a mini- 
mum, but our judgment on the re- 
mainder will have to be good, One 
thine encourages me in the whole 
situation. Our salesmen in our light- 
ing division like the plan almost to 
a man. Word has gotten around, and 
now our radio division salesmen want 
a similar setup. If any plan can give 
the management all the advantages 


this one does, and still win a top vot 
from the salesmen, it must be funda 
mentally good. The next few years 
will tell the story, 

And now a couple of final words 
about this plan: 

Do not try to install it in you 
business until you have first done a 
thorough job of market analysis and 
know with a considerable degree of 
accuracy what your potentials are by 
counties and by trading areas. 


Without this the plan could not 
work for you because you would be 
at a complete loss to set up grubstakes 
where needed, and your expense budg- 
ets would have no meaning. 

Finally, you will probably want to 
know what effect this plan is having 
on our field selling costs. 

For some years I have been ex- 
pounding my belief that businesses 
could pay salesmen more and at the 
same time reduce their selling costs if 
they had a proper compensation plan 
and sufficient knowledge of their ter- 
ritorial potentials. I have stated my 
belief that one $5,000 a year sales- 
man (properly trained and given 
proper incentives) will outsell two 


$2,500 per year salesmen. 


Earnings Begin at $4,000 


I have here the 1946 compensation 
of 50 of our salesmen operating un 
der this plan (9 months actual—3 
months estimated) and I find that 
none will make under $4,000; four 
between $4,000 and $4,500; six be 
tween $4,500 and $5,000; and all the 
rest over $5,000. 

I also have here the 1947 estimates 
of earnings of these same men which 
show that only one man will still be 
under $5,000 (he will make $4,800) ; 
24 men will be between $5,000 and 
$6,000: and the other 25 will be 
over $6,000. 

At the same time, our field selling 
costs in 1946 (expressed in per cent 
of net sales) are at the lowest point 
in our history and the estimate for 
1947 shows a still further drop. 

We are (in my opinion) entering 
within a matter of months the most 
competitive period industrial America 
has ever seen. 

Survival of the fittest will be the 
watchword of the period and the fit 
test will be those companies whose 
selling organizations are the best. 

Ir will be necessary for those of us 
who want to come out on top in th y 
selling race to do some serious think 
ing, : 

— From a speech before Wester 


Sales Executives Conference Nov. | 
San Francisco. 
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HATEVER there may be wrong 

in the building industry, there’s 
nothing much wrong with building 
industry advertising. Trouble is, with 
homes and apartments so difficult to 
latch onto, the ads are too reminiscent 
of the “postwar” ads that we saw 
during the war. 

It’s impossible to look at the illus- 
trations in architectural papers with 
the same detached viewpoint with 
which we read the Farm Implement 
News, Modern Machine Shop and the 
Peanut Journal 8 Nut World. We 
aren’t farmers, machinists or nut- 
raisers, but we are house or apartment- 
seekers, and when we encounter photos 
and architect’s drawings of cosy cot- 
tages and automatic kitchens, we say, 
“OK, let’s have one; what’s keeping 
you?” 

Maybe it’s in deference to our frus- 
tration that the Celotex Corporation, 
E. L. Bruce Company, Cribben & Sex- 
ton, The Barrett Division of Allied 
Chemical & Dye Corporation, and 
Von Durpin Division of Vonnegut 
Hardware Company, illustrate their 
ads with layer cake, football players, 
alligators and Father Time, respec- 
tively,—in which, as some-day home 
or apartment owners, we have no sub- 
jective interest. 

Kidding aside, though, the adver- 
tising in architectural magazines is 
generally more adult than the average, 
addressed to an audience which the 
advertisers apparently consider to be 
intelligent, perceptive and eager, 

\s would be expected—the readers 
being attached to a drawing board— 
the ads depend a lot on illustration, 
with copy a relatively minor element. 
And the pictures are used less for at- 
tention-getting and decoration than 
for exposition; not only do they show 
what the products look like, they show 
how the products are constructed and 
used and how they perform. 

We predict that this technique— 
letting pictures tell as much of the 
story as possible—will enjoy increas- 


a 





Advertising to the Building 
Industry . . . Boost-of-the-Month 





ing popularity in all business paper 
advertising (one good thing about it 
—the more pictures, the less room for 
institutional twaddle), and since it 
behooves the copywriter to think out 
his ads in terms of pictures as well 
as words, it will be profitable to study 
a few examples of how it’s done. 

*® Universal Form Clamp Company 
devotes half a page to a photograph of 
a foundation on which are super- 
imposed little sketches representing 
architect, builder and owner, together 
with a little trade figure who an- 
nounces in a balloon: “Formed with 
UNI-FORM Panels for ‘2 the Cost-— 
in '% the Time.” 


“UNI-FORM 











" . . devotes half a page to a 


photograph . . 


Panels mean better building for all 
3” is the headline. Small areas of copy 
next to each sketch say: 

ARCHITECT specifies and gets smooth- 
surfaced, straight walls of uniform thick- 
ness. 

BUILDER wants and gets faster, eas- 
ier, more economical forming. 

OWNER gets lower building costs plus 
better building. 

Then there are three smaller pic- 
tures, with numbered arrows to which 
copy underneath refers. For example: 
“1. Clean surfaces—no _fins”—and 
arrow No. 1 points to the clean sur- 
face. 

Copy summarizes the sales story 
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quickly and then talks dollars-and- 


cents: 

UNI-FORM Foundation Panels are a 
complete, ready-to-use system of panel 
forms which are faster to erect, easier to 
strip and require alignment on one side 
only. 

The UNI-FORM Tie locks panels 
into a tight, rigid, accurately spaced as- 
sembly which prevents grout seepage and 
the need for extra finishing. Smooth, 
stfaight foundations—no fins—no irregu- 
lar surfaces and no varying wall thickness 
are assured. Material cost of the System 
is less than 3 cents per square foot of form 
area, based on from 75-100 re-uses of 
plywood facing. The welded all-steel 
frames are virtually indestructible. Form- 
ing cost is less than 6 cents per square 
foot of form area—this includes erection, 
stripping, cleaning, oiling and moving to 
the next site. No other method is so eco- 
nomical. 

OK AS INSERTED. A winner—ED- 


WARD M. PAPP, secretary, ROSS 
LLEWELLYN, INC., Chicago. 

Milcor Steel Company has five half- 
tones in a 7 x 10 ad (See “Gallery.”) 
—plaster being applied to Milcor Metal 
lath (“maximum rigidity with light 
weight”), the scratch coat showing 
from the other side of the lath 
(“keyed on both sides of the steel 
reinforcing”), the back surface of the 
plaster (“permanently ‘clamped’ to the 
steel”), and two types of metal lath. 

Pittsburgh Plate Glass Company 
combines photo and blueprint drawing 
to show both the rich finish and the 
specifications of two styles of its Store 
Front Metal (See “‘Gallery’’). 

David E. Kennedy, Inc., uses foot- 
prints for dramatic effect. (See “Gal- 
lery.”) From the top edge of . the 
page a line of prints drops toward 
and off the bottom, but where they 
pass over Kentile, they disappear. 
Headline: “What's 50 Billion Foot- 
steps to Kentile?” 

Great Lakes Steel Corporation could 
almost get away without any copy 
at all. The “patented nailing groove” 
in its Stran-Steel framing “Grips nails 
more securely than wood does.” (See 
“Gallery.”) What you do is lay out 
the studs, joists and channel plates on 
the ground; join them with self- 
threading screws (through the holes 
in the framing) to a convenient sec- 
tion, then raise and secure in place. 
“Other building materials are later 
attached directly to the frame with 
hammer and nails.” The complete 
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Milcor Steel Company 


story could be handled beautifully in 
pictures, but only two are used in 
the ad, one of the framing itself 
showing construction; the other 9 
the screw-driving operation, 
« Casein Company of America has a 
functionalish layout to help you vis- 
ualize how “Glue Adds Permanence 
, to the Economics of Mass Pro 
duction.” (See “Gallery.”) Three 
black-and-white drawings show Cas 
cophen glued joints in window sash, 
exterior doors and exterior sill and 
trim. The drawings are much more 
effective than photographs would 
have been for the same purpose. 
Into this discussion of visualization 
as an aid to copy, we'd like to inject 
a comment on the inverted copy style 
in the Casein ad, It’s typical of much 


industrial copy, and it doesn’t make 


good re iding Take these two sen- 
tences: 

Prominent among the materials which 
iré mak v this possible ire new on 
pletely di ible es! 

Ide ill ted I! t c ent if il 
ind pr ted cor t to the 


When Tim 


sentences, the sentences are short. In 


magazine inverts its 


these two cases the predicate precedes 
the subject by 14 and 40 words, re 

spectively 
Libbev-Owens-Ford Glass 
photo raph to prove "The 


Smaller the Room the More a 


Company 


uses 1 


Casein Company of America 


Pittsburgh Plate Glass 


Libby-Owens-Ford 


Gallery 


Picture Window Does for It!” (See 
Gallery.” ) Copy makes the point: 
The feeling of confinement in a small 
largely the result of visual bar- 
riers restrictions on the eyes’ natural 
desire to roam. 

After suggesting a picture window 
to give “a feeling of spaciousness to 
a small room,” the copy goes: on to 
state: ““No longer need heating prob- 
lems result from using large glass 


areas. Glaze them with Thermopane, 


the .L-O-F multiple-pane insulating 
unit.” 
United States Rubber Company 


might have improved its ad on Koylon 
Foam with a second set of photo- 
graphs. (See “Gallery.”) The first of 
these pictures shows a hand ready to 
press down on a block of Koylon; the 
second is a multiple-exposure shot of 
the hand pushigg in and out of it; 
the third shows it back in original 
shape. Headline is “Finger Tip Resili- 
ence! . . . Yet Supports ‘Heavy- 
weights’.”” We'd have liked some il- 
lustrations of “Heavyweights” and the 
results. 
Lumite Division, Chicopee Mfg. 
Corporation, has an example of how 
rot to do it. (See “Gallery.”) Half 
the ad is a Gluyas Williams type car- 
toon of a family surrounding an archi- 
tect and his blueprints. The caption: 
‘OK—we all agree on Lumite Screens. 
What I want to know is—how many 


oft vou are goimeg to live here?” Not 


Gallery 
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David E. Kennedy, Inc. 


U. S. Rubber Company 


Finger Tip 
Fesilience! 


YET SuPPorrs 
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Great Lakes Steel Corporation 


uproariously funny, and the lead is 
sufficiently silly to discourage further 
reading. 

Grandpa and Uncle Jasper and Cou 
sin Minnie have plenty of advice to give 
about the new house. Seems as if they 
never would agree. But one thing was 
settled from the first—Lumite _ plast 
screens for windows, doors and porches 

Westinghouse’s Better Homes De 
partment promotes what it calls “Four 
Degrees of Home Electrification.” A 
current spread tells about the “thrift 
degree,”—in other words, the “mini- 
mum of equipment for Electrical Liv 
ing.” (See “Gallery” on page 100. 
In a transparent house are shown the 
items that constitute the minimum, 
with an indication of the wiring 
which, “even though all this equip- 
ment is not bought when the house is 
built or modernized.”” should be in 
stalled at the time of construction or 
modernization. 

Permutit Company has a startling 
illustration-and-headline combination 
that, though far-fetched, we think is 
valid. Illustration shows a house float- 
ing in water; headline is “Firmest 
Foundation for Modern Building!” 
(See “Gallery.”) The explanation is 
Permutit Water Conditioning. “Archi- 
tects and builders know that soft 
water is an essential factor in the plan- 
ning of modern homes and buildings. 
For today, home-owners expect the 
conveniences of softened water: easier, 
whiter washes; lightened housework; 
ind rich quick-cleansing suds.” 

Modine Mfg. Company offers ““Two 


Chicopee Mig. Corporation 





mt rents ? ; - 
er 





al 


se nnee ew seany of pon ang qeeny te five hare’ ™ 


went 5 we 
LEADING ARCHETE 
sacy yoment 

















they 


last 
hes 
De 
Four 
my 
hrift 
nini 
Liv 
00. 
1 the 
num, 
iring 
juip- 


se 15 


tling 
ation 
nk is 
loat- 
‘mest 


- 
ne 


Uh doubled cus 


he old saying “‘it pays to advertise’’ is as misleading a3 are 


most old cliches. We’ve all seen some ‘“‘pretty’’ campaigns 


t cost the advertiser plenty ... with little or no return. 
know of other campaigns which cost little or nothing be 
ise they paid off handsomely. For example: 
president of a mid-western company who knows the 
ver of advertising, says: 
“Starting along in August of last year, we doubled ou 
advertising expenditure in every business paper that 
went into our field. We doubled our advertising expense 
and with a lag of about 60 days doubled our net profits 
“It was advertising alone that did it because there was 
no other change in our plan or in our products.”’ 
his man knows that “it pays to advertise’? but only when 
h advertising dollar sells more goods, services, or ideas 
re is nothing complicated about keeping your advertising 
the beam’’. For a starter, simply pre-test your business 
er copy by asking these five questions 
Does my advertising reach the right audience, most 
economically ? 
Does it tell the reader how he can benefit by using 
my products or services? 


Is my advertisement specific to the point in 
formative ? Does it tell the reader what he wants and 
neecs to know ? 
Is it convincing truthful or just boastful and 
full of generalities ? 
Does it make it easy for the reader to act to send 

his order or inquiry ? 
That kind of copy pays big dividends. And the advertiser who 
makes each advertising dollar sel] more goods realizes that 
it’s an investment not an expense, and will worry more about 


the cost of not advertising instead of advertising’s cost. 


SCORER EEE EEE EEE EEE EE EEE EEE HEE EEE HEHE 


ARE YOU READY FOR THE 5th ANNUAL 
A.B.P. ADVERTISING CONTEST? 


Deadline January 31, 1947. The conditions of the 
Competition appeared in the November issue of 
this publication. Reprints are available from A.B.P. 
headquarters. 


SCHEER EE EEE EEE EERE EEE EEE HERE EEE 


THE ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street, New York 17, N.Y. 


4BP’s BUSINESS !1S TO BOOST YOUR BUSINESS 
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Westinghouse Corporation 


Great Heating Principles Blended Into 


One!” Two illustrations (See “Gal- 
lery”’) combine halftone (figure) and 
reverse drawing (interior). Arrows 


show how the heat moves. Here's the 


copy: 

Notice those arrows? That's radiant 
cat ll ild radiant heat 4 I ny trom 
that Mi dine Convector panel i just 
enough quantity to offset heat loss from 
vindow ireas But we don't stop vith 
ust rae it heatir I t we add 

( ect eatil The hot vate 

ca ulate tne the pp 
heat lraw th le floor-line 
P ‘ P the ct ect 
ere : ‘ ‘ ing 1 tr 
ently circulated throughout the roon 


Lone Star Cement Corporation fea- 
tures a graph (See ‘Gallery.”) which 
reports on tests proving that “ ‘Incor’ 
cured one day has less absorption than 
ordinary cement cured days.”” Il 
lustration of a swimming pool and a 
floor in a manufacturing plant point 
up the headline, “ ‘Incor’ Helps Keep 
Water IN or OUT.” 

Louisville Cement Company illus- 
trates the beginning and the end of 

the durability of 
“Gallery.”) “Make 


1 cylinder or block of each, let them 


1 test to compare 


two mortars (See 


cure’ for a month or so, then freeze 
and thaw them forty or fifty times, 
with a little water in the pan (the 
freezing unit of your electric refrig- 
erator will do). Try this with Brix 
ment mortar!”’ Apparently the cylin 
der, in the second picture, that looks 
like new, is Brixment. 


*®H. H 


plains ““The Principle of Vertical Lift” 


Robertson Company ex 


in an odd layout of horizontal copy 


Lone Star Cement Corporation 


£ ER eaaree 
5 ceneomne eee 
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ee 


Permutit Company 


Gallery 


stripes each carrying an_ illustration. 
Each of the copy blocks presents a 
sales point, for example: 

The door nests directly above the 


, 
opening, completely stored away and out 


} 


The principle of Vertioal Litt 


eer, bee ev eret Cietnet et rentage: otach ame awiett, cope 
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. .@ simple and attractive presentation 


oe 
of copy. 

he way when it is open. This leaves 
he eiling, walls, floor and approaches 
bsolutely unobstructed. Overhead equip- 
ment can come right out to the main 

And . 

\]) le ives react tne t Pp at the Same 
Ime but to Save heat, they can be 
toppe d it any point There 1s also a 
ifet levice available which stops the 
ioor if itt ches an object 

Gallery 


Louisville Cement Company 


COMVECTOR RABIATION 
ee mecere “proves by yt” hewting Sothet 


Modine Mig. Company 





OK AS INSERTED. For such a simple 
and attractive presentation of copy, 
visually and textually, let’s make a 
“winner” out of SYD HUNT, ac 
count executive, FULLER & SMITH 
& ROSS, Cleveland. 

If the Lincoln Electric Company 
hadn’t got all tangled up with the lat 
Draja Mihailovich in one of its cur 
rent series which manages (often with 
some difficulty) to associate the re 
marks of famous people with arc weld 
ing, we might have profited more 
from two pictures which compare the 
riveted joint (“15% additional splice 
material, concentrated stresses, 75% 
net section”) with the welded joint 
stress paths, 100% 
(See “Gallery.”’) 


We encounter now a Spencer Heater 


(“straight line 
net section’’). 


ad with a big illustration of an old- 
fashioned photographer taking an old 
fashioned photograph of an _ old 
fashioned woman with an old-fash- 
ioned baby. (See “Gallery” on page 
102.) “Since 1890, Good People to 
Do Business with. That is a statement 
often made about Spencer. It’s the 
best compliment we could ask for.” 
And so on—“through the year,” “pro- 
gressively modernized,” “time-tested, 
proven,” etc. We offer the suggestion 
that whoever paid for that ad just 
read it over again imagining he were 
the average reader. Would he consider 
it time well spent? 

Josam Mfg. Company uses a cut- 
away to show how its Moderator Mix- 
ing Valve gives you scald-free shower 


bathing. (See “Gallery.”) Its “‘ex- 


Lincoln Electric Company 
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Spencer Heater Division 


clusive Heart-of-Valve construction” 
includes an_hydraulically-operated 
shuttle valve which “keeps hot and 
cold water ‘in balance’ at the selected 
accidental 
scalding.”” One of them for us! 

Edison General Electric Appliance 


does the obvious thing to 


temperature and prev ents 


¢ ompany 


illustrate “In Just 20 Years! From 
This . to This!” but there’s nothing 
much in the copy except history to 
udvance the reader’s knowledge. (See 
Gallery.” ) 

stunt that 


Here’s an _ illustrative 


some readers might consider unfair, 
but at least we bet the copy got a 
Picture of a great big plant; 


Took ONE MINUTI 
Waterproof These 


reading. 
headline: “It 

to Permanently 
Walls.” 


off this wav: “Yes. it took only a 


(See “Gallery.”) Copy pays 
minute for the architect to specify 
Medusa Waterproofed Portland Ce 
ment. And that’s all the time it took, 
for this cement is mixed and placed 
exactly the same as regular cement 
no time wasting admixtures 

no costly, doubtful waterproofing sur 
tace coatings.” 

National Gypsum Company offers 
1 picture quiz (See “Gallery.” 
Beside two photographs of the same 
room, before and after modernization, 
isks, “What Three Big 
Improvements Can You See Here?” 


Whether you're mods 


( i ew e. three 


the he idline 


rnizing your old 


portant , leratior rlwat pop up 
TY ’ lern liohting sir nditi 


Whot three 
BIG IMPROVEMENTS 
con you see here? 


MATION SL OTF SUM COmPaNYT surrete +. © 





Josam Mig. Company 


Prima Products, Inc. 


Tee PRIsetree OW HO e 


AQUELLA ----- 





OME ANS COMMERCIAL AFR. ANCES 





Gallery 


(if the budget permits), and the type 
icoustical material that will provide 


ise reduction. 


ample n 
“The Principle Upon Which Aquel- 

la Works” is explained in photographs 

and captions: 

1. Here is an Aquellized concrete ma 





“ 


" . 1a real ‘tell-all’ ad. 


watel Naturally, 


it filled with 


th ré no leakage 
But what happens if the Aquella 
1 off? To answer that. we scraped 
th portion, and there's still no 
leakage This may be slightly puzzling 
ntil 4 study the photograph of the 
t te 
Gallery 





Edison G-E Appliance Company Medusa Portland Cement Company 





3. The enlargement of a small, sawed 
away section of the above block, which 
shows the way Aquella penetrates to fill 
and close each microscopic pore of the 
surface. It is the filling of the pores 


not essentially the surface coating—which 


stops the penetration of water 

Body copy is well worth repeating, 
as an example of clarity and interest: 

“You see it now—the principle on 
which Aquella works to make con- 
crete masonry structures watertight! 

“The properly balanced ingredients 
of which Aquella is composed are so 
finely ground that when mixed with 
water, and scrubbed into the masonry, 
they penetrate and fill even the 
minutest pores of the surface. 

“Then—contrary to the shrinkage 
phenomena of most waterproofing ma 
terialsk—Aquella continues to expand 
as it cures to set up a hard, firm bond 
which stops water leakage, dampness 
or seepage. 

“Consequently, even the presence 
of a hydrostatic head of water on the 
unprotected side has no effect what 
soever on the integrity of the Aquel 
lized surface. Nor does it in any way 
affect Aquella’s inherent property to 
resist capillary action or water seepage 
Aquella is cheerfully bright in its 
finish . . . does not 

flake, and can be 


natural white 
powder, peel or 
painted over with any color.” 

Except for the headline, which is 
not particularly inviting, that’s a fine 
ad for Prima Products, Inc 


*Curtis Companies have a real “tell 


Weyerhauser Timber Company 
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CAN YOU 


TOP THIS 


COVERAGE? 











No. 13 in a series of ads showing the 
coverage by Engineering News-Record 
and Construction Methods of the men 
who design, supervise and 

construct construction jobs, 

and who control buying and specifying 
of construction products. 


Construction of sewage disposal 
plant at Toronto, Canada, 

in full swing. Designed 

to serve 700,000 population. 
Will cost $16,000,000 to construc’. 
82 paid subscribers to 
ENGINEERING NEWS-RECORD and 
CONSTRUCTION METHODS are ot 
work here specifying and buyitg 
American and Canadian we 





construction products. 


The Toronto sewage disposal plant is being constructed in 3 stages. 

The first of these includes a sea wall, primary sedimentation tanks, 

4 digestion tanks, control installations and part of the 

outfall conduit, consisting of 3,300 ft. of reinforced concrete pipe. 

The second step will include pumping station extension, 

transmission main, chlorination facilities, grit chambers, sludge 
dewatering and incineration facilities. 

The final structure will include aeration tanks, blower installation, 

4 additional digestion tanks, final clarifiers, sludge gas storage 

and utilization facilities. 

Here’s the number of subscriptions to ENGINEERING NEWS-RECORD 
and CONSTRUCTION METHODS that reached the administrators, 
designers and planners doing the work, buying and specifying the 
construction equipment and materials: the municipal officers and engineers 
of Toronto, 13; Metcalf & Eddy, Boston, Mass., 15; Rayner 

Construction, Ltd., Toronto, general contractors, 1; Foundation Company 
of Toronto, Ltd., outfall conduit, 8; Complete Machinery 

& Equipment, Inc., New York City, wellpoints and pumps, 1; Algoma 
Steel Corporation, Ltd., Toronto, steel sheet piling, 3; 

Canada Creosoting Company, Ltd., Toronto, creosoted timber, 1; 

Canada Cement Company, Ltd., Toronto, cement, 4; 

S. McCord & Company, Ltd., Toronto, sand and gravel, 1; Dominion 
Structural Steel, Ltd., Toronto, steel reinforcing, 2; Dominion 

Bridge, Ltd., structural steel, 31; Crane, Ltd., Toronto, sluice gates, 1; 
George C. Abbott, Ltd., Toronto, cast iron pipe, 1. . . a total of 

82 paid subscriptions ttc ENGINEERING NEWS-RECORD and 
CONSTRUCTION METHODS reaching the important buyers and 
specifiers of construction equipment and materials . . . the kind of coverage 
of the engineering construction industry that can’t be topped... 

the kind of reader coverage that pavys off in results. 








If you ve missed port of this series and are interested in other projects 


write A. E. Paxton, Publisher, for oc complete set. 


Engineering News-Record 
Construction Methods 


The Two Leading Engineering Construction Authorities subscribed to by more than 65,000 Construction Men. . 
Giving you maximum coverage of the construction market at minimum cost. 


McGRAW-HILL PUBLICATIONS + 330 WEST 42nd STREET + NEW YORK 18, N. Y. 
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all” ad in “Here’s the Inside Story 
of 20% Greater Weather Tightness 
in the New Self-Fitting Silentite.” 
Four drawings with captions tell in 
detail how this “entirely new, entirely 
different type of weather-stripping” 
works on side, head, meeting rails, and 
sill. The detail information is given 
in the way we imagine an architect 
wants it: 

Groove at (B) in the head jamb takes 
the flange of the bronze spring leaf 
weather-strip (A). This spring leaf is 
compressed by the top rail when sash is 
closed. The joint is further sealed by the 
pine head stop (C), the head of which 
engages a corresponding groove (D) in 
the top edge of the top rail. The out- 
side edge of the top rail is beveled to 
make an easy sliding contact with the 
spring leaf, gradually compressing it to a 
tight fit 


Ad also contains a list of “Other 


Important Silentite Features” and a 
coupon. OK AS INSERTED. Another 
“winner,’—WALTER H. BAERS, 


secretary, THE BUCHEN COM- 


PANY, Chicago. 

Weyerhauser Timber Company has 
one of the darndest ads we ever saw. 
It’s practically all illustration—two 
pages of an animated map illustrating 
what it calls “the cyclical progression 
of the perpetual harvest;” in other 
words, a 100-year plan for harvesting 
its tree farm. (See “Gallery.’’) 

*& Wade Mfg. Company has a nice 
little half-page that makes good use 
of simple black-and-white  illustra- 
tions. Headline: Should a 
Grease Trap Work—by Guess . . . or 
Copy referring to three 
why “The 


Wade HydraFilter is not ‘just another 


“How 


by Grease?” 


diagrams explains new 


cast-iron grease trap’. 


Figure 1 represents hot water falling 
into molten grease Everyone knows that 
the two will not mix. Instead, the water 


is slowed down and broken up into many 
tiny drops spread out through the grease 
This that a vastly increased water 
surface area is brought into contact with 


' 
the surre 


means 


unding grease 

Figure goes a step further to show 
1 mixture of water and grease, resembling 
the waste from kitchen sinks, pouring into 
similar to that in the 
this layer “wipes” or 
the 


i layer of wrease 
HydraFilter How 
filters almost all 


grease from the 


Pittsburgh Plate Glass 








QUESTIONS and ANSWERS obo IWIND( \W 





“. . .@ helf-pager thet’s a pip. . .’ 


incoming mixture is shown in detail in 
Figure 3. 

Here a magnified single drop travels 
downward through the grease filter. As 
it does so, the tiny grease drops, being 


lighter, rise to the surface of the water 


drop. There they are “wiped off” and 
absorbed by the adjacent grease. The 
last picture shows all grease extracted 


from the water, as it is in all the thou- 
sands of other drops into which incoming 
wastes are broken up in the Hydra-Filter. 
OK AS INSERTED. For a half-pager 
that’s a pip and worth tipping the 
hat to F. W. COLEMAN, TECHNO- 
GRAPHICS, INC., Chicago. 
Special Mention (Architectural ) 
We're captivated by the 
Pittsburgh Plate Glass Company gave 
to its insulating window—“TWIN- 
DOW.” (See “Gallery.”) We like 
the current PPG ad about it, a spread 
of “Questions and Answers,” such as 
“What is TWINDOW? Whar Ef- 
fect Does TWINDOW Have on Room 


name 


Comfort? Can TWINDOW Help 
Eliminate the Nuisance of Fogged 


Windows? Does TWINDOW Re- 
quire Some Special Installation Tech- 
We've said it before, and 
we say it again: For maximum assur- 


that will be 


nique?” 


ance of writing copy 


Gallery 





read, ask yourself first the questions 
that you imagine your prospect would 
ask; then be sure your copy tells wha 
the reader wants to know, not what 
you want to tell him. 


We also like the spread in which 
Armstrong Cork Company has very 
successfully imitated editorial tech 
nique. (See “Gallery.”) The title is 
“Selection of Adhesives for Resilient 
Flooring,” and it’s all technical. Note, 
in the reproduction, the use of the 
“family tree” idea to represent various 
types of Armstrong resilient flooring 


To the Builder and the Dealer 


As might be expected, advertising 
in the building and dealer magazines— 
also building management—is much 
less professional. We doubt that this 
is because the advertiser or the adver- 
tising writer considers these maga- 
zines are read by people less important 
to them; rather, it’s probably just that 
the market is less glamorous. Stock 
headlines and pictures appear all over 
the builder ads, and as usual, the 
dealer ads have a tendency to bludgeon 
the reader into submission with black 
type and exclamation points (“NOW 
Is the Time to STOCK UP!”). It is 
obvious that much less effort had been 
made to construct a message that will 
get under the reader’s skin. Granting 
that the builder, dealer and building 
manager are less imaginative than the 
architect, that may be all the more 
reason for demanding sharper appeals 
and more interesting copy. 

So many pages exhibit the writer's 
disinclination to do anything but 
follow the book. 

The Celotex Corporation uses an 
automobile engine to illustrate “It’s 
What’s Inside that Counts!” and the 
E. L. Bruce Company uses a football 
game to illustrate “It’s the Finish that 
Counts!”” National Mfg. Company 
brags about “45 Years . . . One Qual- 
ity,” and The Wheeler, Osgood Com- 
pany is proud of its “57 Years.” The 
Upson Company goes in for a ho-hum 
headline like “Quality Materials De- 
serve Quality Application,” and the 


Armstrong Cork Company 








SELECTION OF ADHESIVES 













‘renee 















A ange 
a) 
be ; 
§ 

ul 


hits 
fit 
fi 
hi 
7 














Pee ewe ee ee eee 


i WHOA MAN ‘81 HHOA MIN ° LIFULS BUZP LSIM OSE 
i dav WOW!ITGNd [IH-MeINIW Y 9a¥ 


1 TEREROE ONININ GNY SNIUTINIONG 











jSsUBWASIFIVAPD PUD sj/OLIOJIPa—fT W PJ Pdas uaw Buiuiw ‘auop si Buruiw sanasay my 


Aog f-A 2@2uUls peppoe useq @ADY souo pe4o|o> Eré6l vu! S49QIHIISANS 319M 3494) a4194UM esous 31D 


S89uU0 PaPOYS FW PB QZ 40} 420q auipd AsjuNod 43ajjD Aajuno?d ul Uaw Buluiw ‘pua s 41pm 49430 44y6iy 














4 = = < ~ Cc 

w) J = &= @& -&e » . 

c= 3 a Scot 2 e Sl Yc 3 & - 
S £2 =- ¥ mn oe oS = Y Oa x - «¢ 
co zt ~ owas FF FS ©. ese ae 2 Mat be ~~. 


lack 





105 


DECEMBER. 1946 


NDUSTRIAL MARKETING, 








Ss = w 6 2 vos 2 

v= Ce eS ~ = Cw & a Sa £ —- a. , " 
Ae Pe Seer oe a =—=“O828 ¢5 6 -e “ RAM Bhs t+! ee Try 
id ome of? ~~ S&S A. ee - _ ' & Ss ohn a . kh oke 6 6h ee iets) «Uylethl 





HOW SAE JOURNAL'S CIRCULATION 


1S GROWING 


19,000 : 
A 











18,000 me ck 


17,000 suty 7 








16,000 _ 











15,000 
14,500 


JULY ISSUE 1945 





14,000 


13,300 | 
13,000 JULY ISSUE 1944 














12,000 
11,800 
| JULY ISSUE 1943 
11,000 cecil 
10,500 


JULY ISSUE 1942 
J | 


























10,000 
guLy JULY JULY) JULY, LY gULY 
1941 1942 1943 1944 1945 1946 


SAE Journal ‘ 


Ofhicial Publication of the Sactety 
of Automotive Engineers 


STREET NEW YORK 


Gute fe. INVESTMENT .. 


AllP » F 
il Mu pS \v Ve = 


At}, We 
—— 


Ait DN We ; 


N Dis yest 8 


for your 
lic works 


kly news- 
the bi-wee r 
ery in this important are 


magazine of the co 


ONSTRUCTION |[JIGEST a. e 


i ee) ee Indranapotis 


106 








Red Cedar Shingle Bureau trots out 
that old turkey, “There Is No Substi- 
tute for Quality.” 

In the building magazines, though, 
we found several examples of one 
smart approach which we imagine is 
pretty effective in this field. National 
Electric Mfrs. Association reports that 


“National magazine surveys prove 


that women want electric ranges;” 
Johns-Manville says “National survey 
shows . . . for home insulation people 
prefer Johns-Manville 39 to 1 over any 
other brand!”; General Electric, under 
a cute cut of an upside-down house 
(“This Sales Story Puts the Cellar 
on Top!’’) tells about a survey of 
house buyers revealing that G-E fur- 
naces and other G-E equipment “‘were 
the most significant factor” in their 
decision to buy; and Henry Weis Mfg 
Company uses. a magazine _ sur- 
vey to prove that “More than § out 
of Every 10 Families Planning to 
Build Want Separate Showers.” 





AT LAST...THE LIGHT WEIGHT CONCRETE MasonRY 
OMIT HAS A PERFECT WATERPROOFING PARTHER 


AQUELLA! 


weal 1O PFCOmMENO AnD WEL 
2VhLA roe 


—— 


== 


Bi OST iat PRIMA PRODUCTS INC 


“. . .@ swell ad to the dealer. .. 








oe 


*®And Prima Products, Inc., has a 
swell ad to the dealer, headlined “At 
Last . . . the Light Weight Concrete 
Masonry Unit Has a Perfect Water- 
proofing Partner—Aquella!” and 
starting: 

What does the increasing popularity 
of the “partnership” between the light 
weight concrete masonry unit and Aquella 
mean to you as a hardware, lumber ot 
building supply dealer? 

Copy goes on to tell about “water- 
tightness” 

As everyone knows . . . despite the 
desirable qualities the light weight con: 
crete masonry unit provides in makin; 
homes and buildings firesafe . . . econom 
ical to maintain and soundproof—it 1 
still highly porous and water permeable 
unless it is treated with a truly effective 
waterproofing like Aquella. 

This time there’s nothing to kee; 


(Continued on Page 144) 
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Smiths USE this copy 


We call him "Mr. Smith.” He is a typical member of that important group of metal-working execu- 
tives and shop leaders upon whose shoulders rests the responsibility for every phase of produc- 
tion. The “Mr. Smiths” who dog-eared this copy of MACHINERY were using it in their jobs .. . 
studying the editorial (and the advertising!) pages to get reliable, up-to-date information on metal- 
working processes and products, on new machine tools and materials that will help them do their 
jobs better. Reading MACHINERY every month is an important part of ‘Mr. Smith’s’’ work—just 
how important is illustrated, we think, by this statement made by a key executive” in one well 
known metal-working plant: 





“This seems fantastic, I realize,” he said. “But I spend an average of 
fifteen hours during the course of the month intermittently going over 
MACHINERY, and I dare say that many times that many hours are ex- 
pended altogether by the ten men who also receive my copy. When it 
is finally returned to me with their names crossed off as having read it. 
it is pretty much of a wreck, as the boys tear pages out, or mark pages 
to be torn out and returned to them, and coupons are cut off in quest of 
additional information on things the boys see advertised. 


“It must be very gratifying to the publishers to know how much their 
advertising pages are used, because manufacturers or advertisers must 
get quite substantial results through the use of MACHINERY.” 


Yes, MACHINERY’S advertisers do get results, because we make sure that MACHINERY is read by 
the important purchasing and specifying authorities in every phase of metal-working. This, in fact, 
is the essence of our Directed Distribution plan. 


Under this plan, personal copies of MACHINERY are sent each month to approximately 2500 top 
metal-working executives—the ‘‘Mr. Smiths’’ who hold authoritative buying positions. The executive 
who made the statement above, for example, receives MACHINERY through the Directed Distribu- 
tion plan. To make sure that such active purchasing power is represented by this portion of our 
circulation, we check constantly by mail and by personal investigation to learn which 
men—in which plants—are the most influential buying authorities. Cross-checking against our cir- 
culation lists we find, of course, that a great many of these ‘’Mr. Smiths” are already subscribers. 
But even the most voluminous all-paid circulation cannot possibly reach all these executives in 
authoritative buying positions. These men just can't be reached by ordinary subscription solicitation. 
Therefore, we direct personal copies to those key executives who are not already receiving 
MACHINERY ... and who have proven—active—buying authority. 


Because we check personally, men in all types of positions are reached, provided they have pur- 
chasing power. Because we check constantly, your advertising message goes to the men who are 
doing the buying AS OF TODAY. This method of rifleshot coverage makes certain that the right 
men in every type of metal-working plant receive MACHINERY every month. And these men, in 
turn, see to it that their associates—the “Mr. Smith’s’’ in every department—read MACHINERY 
as well. 


Advertising in MACHINERY is read—and read thoroughly—by the men who exert the major in- 
fluence on the purchases of metal-working equipment. And that is another reason why MACHINERY 
is such an effective advertising medium. 


*We will be glad to send you lis name (and his com plete statement) on request. 


THE INDUSTRIAL PRESS - 148 LAFAYETTE ST.. NEW YORK 13, N. Y. 
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|CONTINUED FROM Pace 58 | 


Export Markets 
of living,” its significance and 
its manv ramifications. 

4. The desire on the part of the 
people of a country for a higher 
“standard of living” must be 
present. Furthermore, these peo- 
ple must be “willing to work” 
and give “value received” for the 
better things in life. If these are 
absent the lack of demand will 
forestall economic development. 
Five million people, content to 
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those who make decisions. 


> 
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\ 
\ 
\ 
\ 
\ 
\ 
\ 
\ 


\ 


and industry. 





nod opens purse strings. 


aimed at management men. 





possess the bare necessities of life, 
will contribute little or nothing 
to the industrialization of a 
nation. 

Watch for the subject of indus- 
trialization in various countries to be 
overplayed. It can bring disastrous 
results. Idle manufacturng plants do 
not make money. An article by Carl 
M. Wynne in the Export Trade and 
Shipper of July 15, 1946, is well worth 
reading in this respect. 

We, in the United States of North 
America, have “something” in the 
assets we possess. Because we may as- 






In any organization, purchasing power is concentrated in 


\ In Central Western business and industry, source of 
over 40 per cent of the entire nation’s manufactured 
products, the nation’s greatest concentration of industrial 


purchasing power is vested in management men whose 


They're readers of the Chicago Journal of Commerce, 
the only publication concentrating on their business 
\ news needs. Some 90,000 of them read, use and rely 
on this daily business newspaper for the latest, 
\ essential, price-making facts of commerce, business 


\ 
\ inal 
\ Power to influence their prodigious buying 
\ power is concentrated in the Chicago Journal of 
\ Commerce. It belongs on any advertising schedule 










Chicago Hournal of Commerce 








CENTRAL WEST & 















The source af daily business news in the 
ation's greatest industrial area. 
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sume that we have always possessed 
these assets, we may be inclined to fail 
to appreciate them. The largest, and 
most important, commodity that we 
can export is the “American Way”— 
our standard of living. 


| CONTINUED FROM Pace 64] 


AMA Case Studies 


the collection of specific case histories 
illustrating principles and techniques 
involved in industrial marketing re- 
search, Mr. Stewart reported. 

“We all realize the confidential 
nature of most of these studies,” he 
said, “but we are convinced that they 
can be prepared so as to avoid dis- 
closure of the company or product 
and still do a successful job. Thus, 
they will add to the common fund of 
knowledge about the field. 

“I am very happy to report, there- 
fore, that the representatives of 49 
organizations reported that they had 
done studies which they regarded suit- 
able for this purpose. The real pay-off 
for the whole effort to date lies in the 
figure of 38 altruistic citizens who 
have said that they would be willing 
to write up their case histories.” 

More than 75 AMA members at- 
tended the special industrial market- 
ing session, first of its type at an AMA 
conference. 

At their annual business session the 
AMA members elected Ross M. Cun- 
ningham president of the association 
to succeed Lyman L. Hill of Servel, 
Inc. The new AMA president is 
associate professor of marketing in the 
Department of Business and Engineer- 
ing Administration, Massachusetts In- 
stitute of Technology. He is also vice- 
president of the National Industrial 
Advertisers Association and a con- 
sultant in industrial marketing _re- 
search and air transportation. 


World War II Vets Organize 
Philadelphia Ad Club 


Approximately 100 veterans have 
formed the Philadelphia Advertising Club 
of Veterans to bring together World Wat 
Il ex-service men engaged in selling 
creating and producing advertising. 

Dana W. Hull, Pathfinder Magazine 
has been elected president. Other officers 
include James Buckley, Earle A. Buckley 
Organization, vice-president; Sam _ Elber 
Radio Station WIP, vice-president; Fred 
May, N. W. Ayer & Sons, secretary; and 
Joseph Taney, free lance commercia 
artist, treasurer. 


Breyer Joins Bakers’ Helper 

George W. Breyer, former vice-pres! 
dent of George B. Newton Coal Com 
pany, has been appointed business man 
ager of Rakers’ Helper, Chicago. Mis 
Minnie A. Morris, associate editor of th 
Clissold Publishing Company's monthly, 
has retired after 26 years’ with the’ publ 
cation. 
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Profitable Control 


FOR ADVERTISING AGENCIES 
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An IBM Service Bureau where agency accounting, and sta- 
tistical work is handled quickly, accurately, confidentially. 


Through the use of IBM Electric Punched Card Accounting Machines, all 
advertising agency accounting functions can be handled with speed and accuracy. 
Close control over profits is effected; most efficient handling of accounting 
and statistical work is assured. 


Market research data and sales figures may also be analyzed through the 
medium of punched cards. 


Installation of IBM Machines may be in your own offices, or their benefits 
may be secured through the facilities of an IBM Service Bureau (branches in 
principal cities). 





ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 


IB M AND SERVICE BUREAU FACILITIES 
ELECTRIC TYPEWRITERS = = * PROOF MACHINES «= « = 


TIME RECORDERS AND ELECTRIC TIME SYSTEMS 











International Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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At Kentucky Color and Chemical Co., Mr. C. G. Herder, Master Mechanic, 


Is Responsible for Selection, Operation and Maintenance of All Equipment and Services. 


*HIS: PLANT 


Kentucky Color and Chemical Company’s 
SHAWNEE Dry Colors are widely known 
among manufacturers of paint, varnish, 
linoleum and printers’ inks. Kentucky 
Color is one of the larger companies in the 
business, and is currently producing at the 
Louisville plant over 6,000,000 pounds of 
dry colors per year. Master Mechanic C. GC. 
Herder, in charge of the plant’s mechan- 
ical and electrical engineering functions, 
is responsible for supplying the wide va- 
riety of power services necessary to the 
manufacture of dry color. 

His two stoker-fired boilers supply steam 
for process and heating, and for steam en- 
gines that power the impellers in the color 
mixing tanks. Mechanical transmission 
equipment required in this process in- 
cludes drive shafts, belting, reduction 
gears and clutches, 

After mixing, color must be washed for 
approximately two days to remove acidity ; 


PRODUCTION 
PROCESSES 





electrically-driven centrifugal pumps feed 
the thousands of gallons of water neces- 
sary. Compressed air is fed to the bottom 
of the washing tanks to agitate the solu- 
tions during this process. 

An additional bank of pumps transfers the 
washed color to filter presses where excess 
water is removed. Steam heated kilns, with 
air circulated by turbine-driven fans, com- 
plete the drying. Motor-driven pulverizers 
reduce the color compound to a fine pow- 
der ready for use. 

The nine plant buildings, also maintained 
by Mr. Herder and his staff, include a 
power house, two processing buildings, 
office and research laboratory, and miscel- 
laneous storage and supply buildings. 


1G PROCEDURES 


As the head of Kentucky Color and Chem- 
ical Company's Engineering Department, 
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Mr. Herder, conferring with his staff, se- 
lects all mechanical and electrical equip- 
ment necessary to the operation and 
maintenance of the plant. 


Mr. George Byers, Assistant Master Me- 
chanic, is in charge of steam generation. 
He consults Mr. Herder when specifying 
valves, pumps, piping, controls and sup- 
plies. Likewise, the Chief Electrician, who 
with his assistants installs and maintains 
all electrical apparatus throughout the 
plant, confers with the Master Mechanic 
when ordering electrical equipment and 
supplies, such as motor starters, controls, 
switchgear, wire, cable, duct, etc. 

The Chief Carpenter, and Tinsmith, con- 
struct and keep in repair the huge wooden 
and metal mixing tanks. Vith Mr. Herder’s 
approval, they specify tools, metal sheet- 
ing, wire rope, calking cement, etc. 

All major overhaul and repair of boilers, 
pumps, compressors, turbines, etc., is 
handled by the Maintenance Department. 
Through Mr. Herder, they request parts 








Steom engines power 
mixing equipment 











Pumped woter woshes color 
pigments to remove acidity 


Compressed cir agitate: 
solution during washing 














Steam turbines drive Electric motors power 
fans for drying pulverizing machinery 
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Pirates 





and replacements for power and power- 
service equipment. This department also 
keeps the company’s many buildings in 
first class repair. 

Mr. Herder reports directly to Mr. Robert 
Bonnie, the company Secretary-Treasurer, 
who approves major expenditures, 


Mr. Herder has been a POWER subscriber 
for almost ten years. Another subscription 
is received by. Mr. Bonnie, the Secretary- 
Treasurer. These copies are routed to all 
members of the engineering staff. 

Mr. Herder started his engineering career 
as a machinist, and says that he found 
POWER to be of great help in his training 
to become a plant operating engineer. 
He studies every issue and clips for further 
reference ads and articles which pertain to 
his operation, and is enthusiastic about 
the special handbook sections turned out 
by POWER’s editors every other month. 
When specifying equipment, Mr. Herder 
and his associates use POWER as a hand- 
book in determining the type and make 
of items needed. 


KENTUCKY COLOR AND CHEMICAL COMPANY 













MR. C. G. HERDER 


MASTER MECHANIC 






















































MR. GEORGE BYERS 
rOnER Sit Ass't Master Mechanic 
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CHIEF ELECTRICIAN CHIEF CARPENTER MAINTENANCE TINSMITH 
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STEAM GENERATION 





STOKERS * FEED PUMPS * COMBUSTION CONTROLS * BLOWERS * FEED-WAPER 
CONDITIONERS © FLY-ASH COLLECTORS + INSTRUMENTS & CONTROLS 


ELECTRICAL & TRANSMISSION 
MOTORS * PANELBOARDS + SWITCHGEAR * TRANSFORMERS * GEARS © BELTING 
CLUTCHES * COUPLINGS © WIRE & CONDUIT © LIGHTING EQUIPMENT 


POWER-SERVICE 
PUMPS * AIR COMPRESSORS © UNIT HEATERS © TURBINE-DRIVEN FANS * VEN- 
TILATING FANS * ELEVATORS AND CONTROLS * BLOWERS 


SUPPLIES 
LUBRICATING OILS + PIPING © WATER & AIR HOSE * TRAPS © VALVES 
PACKING & GASKETS + MAINTENANCE TOOLS + RUST PREVENTATIVES 








= _— 
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DMAA Awards 


and informative “bible” for an im- 
portant field, doing an obvious, con- 
structive job of building acceptance 
for finer graphic presentation among 
company publications. 

There are plenty of publication, cir- 
culation and promotion men among 
DMAA’s membership. At least one 
was usually seated beside Time’s pres- 
entation of the circulation and ad- 
vertising promotion campaigns that 
helped launch the international edi- 
tions of the news weekly. The presen- 


tation won the foreign markets plaque 
for James Parton, promotion manager, 
Time International. Tops in editorial 
interest and in unique graphic presen- 
tation was the four-fold “On Target” 
broadside, which diagrammed Time’s 
overseas circulation. 

Plastics and industrial finishes are 
usually purchased by a high type of 
engineering, design or production man. 
Quality of product appearance is a 
strong sales point. Hercules Powder 
Company literally went “all out” in 
fine color work to gain the quality 
connotation. Particularly interesting in 
the presentation that won thé indus- 
trial direct mail plaque for M. R. 


"While in the United States, our 
Managing—Director will study 
the development of our busi- 


ness as well as the acquirement 
of new machinery to modernize 
and enlarge our sawmills. We 
would appreciate any assist-— 
ance you could give hin." 


Olbupe- 


Selecao Industrial 


De Artefactos De Madeira { 


Brasselva, S.A. 








tei, binn 


A ito 


7 


Confidence in THE TIMBERMAN is indicated in 
scores of letters received every year from important purchasing 
sources abroad. In a very real sense THE TIMBERMAN is an 
international lumber journal. For in its foreign readership is large 
buying power, active buying power, and a continuing source of sales. 
Add this export factor to thorough domestic coverage of the western 
forest products industry and you see why THE TIMBERMAN 


merits consistent space schedules. 





THE TIMBERMAN 


Aa international Lumber Journal...Founded 1899 


519 S.W. PARK AVENUE 
PORTLAND 5, OREGON 


® 


Publishers of *Westera Building, the light construction journal of the West 
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Budd, assistant director of advertis- 
ing for Hercules, was the plastic- 
bound book on “Cellulose Plastics,” 
pictured on page 48. 

Bakelite Corporation, in the same 
field, landed among the 50 leaders 
with the monthly company publica- 
tion, “Bakelite Review,” edited by S. 
J. Wilson, Its pages provide an end- 
less source book of ideas for graphic 
presentation. 

The Flintkote Company, New York, 
gained admission to the 50 winners 
club with a clear-cut series of sales 
manuals on various building products. 
The integration of understandable il- 
lustration with good exposition merits 
study by other industrial advertisers 
who must do a job of sales and dealer 
education. The award was made to 
L. Rohe Walter, Flintkote’s director 
of public relations. 

Copper & Brass Research Associa- 
New York, presented an in- 
teresting series of informative edu- 
cational bulletins for various potential 
users of copper in industry and in 
building. Full color printing was par- 
ticularly good. The educational ma- 
terial was prepared under direction of 
Bertram B. Caddle, secretary of the 
association, 

National Transitads’ series of local 
market books gained attention from 
this critic for their colorful and us- 
able presentation of media facts. The 
books, produced in offset by Poole 
Brothers, Chicago, were prepared under 
direction of C. H. Sundberg, Transi- 
tads’ director of advertising and pro- 


tion, 


motion. 

Alice Honore Drew, advertising 
manager, Telautograph Corporation, 
New York, joined the 50 club with a 
series of pieces employing simple but 
powerful illustrative techniques to put 
across the “Tell it in Writing Theme.” 

R. D. Cords, in the sales depart- 
ment of Northern Paper Mills, Green 
Bay, Wis., appeared among _ the 
leaders with a series of issues of the 
Northern Lights house organ, which 
employed an interesting variety of art 
and printing techniques. The series 
was produced by The Jaqua Com- 
pany, Grand Rapids, Mich. 


ABP Admits Home Furnishings 


Home Furnishings, New York, a Haire 
publication, has been admitted to mem- 
bership in the Associated Business Papers. 


Modern Plastics Shuffles Staff 


R. L. Van Boskirk, former Washington 
correspondent, has been appointed feature 
editor of Modern Plastics, New York. 
Other changes include Laura E. Morrison, 
former managing editor, appointed execu- 
tive editor, and Hirman McCann, former 
Eastern editor, to associate publisher. 
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THE DESIGN ENGINEER IS THE MAN OF THE HOUR. 


He's the one working on designing today’s and tomorrow's new 
products NOW, choosing materials, parts, finishes. You reach him 
directly through PRODUCT ENGINEERING. * 


ENGINEERING 
EIN GION ae ONG 
Published by McGraw-Hill * 330 West 42nd St., N. Y. 18, N. Y. 
ABC © ABP 


lst With The len Who Specify Your Product 
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Advertising Volume Figures for 
November Issues of Business Papers 


Unless otherwise noted, all 


Pages 

industrial Group 1946 1945 
Aero Digest *117 #230 
Air Conditioning & Refrigera- 

tien News (w) (114x16) 749 2 
American Builder & Building 

Age 107 94 
American City 109 21 
American Machinist (bi-w) *)/53@ 592 
Architectural Forum : 142 177 
Architectural Record *131 *169 
Automotive & Aviation Indus 

tries (semi-mo) 246 342 
Aviation *130 *207 
Aviation Maintenance 143 79 
Bakers’ Helper (bi-w) 206 156 
Bedding 98 83 
Brewers’ Digest $66 43 
Brick & Clay Record *43 *37 
Bus Transportation $157 §200 
Butape-Propane News 86 77 
Canner (w) *)2103 *103 
Ceramic Industry *62 °57 
Chemical «& Engineer 

ing News 114 101 
Chemical Industries *116 *141 
Chemical Engineering +298 389 
Civil Engineering 37 39 
Coal Age 135 157 
Construction Digest (bi-w) *122 *106 
Construction Methods (9x12) 132 149 
Constructor , 51 51 
Contractors & Engineers 

Monthly (9% x14) 52 59 
Cotton : . 142 148 
Diesel Progress (8%x11) 67 93 
Electric Light & Power 466 &4 
Electrical Contracting 138 166 
Electrical South 51 58 
Electrical West 76 83 
Electrical World (w) $230 264 
Electronics ; 215 353 
Engineering & Mining Journal 115 151 
Engineering News Record: (w) *328 ©3453 
Factory Management & Main- 

tenance . 283 379 
Fire Engineering 45 54 
Food Industries , 171 197 
Foundry *238 *220 
Gas 7 44 
Gas Age (bi-w) *173 *$119 
Heating, Piping & Air Con- 

tloning 136 1225 
Heating & Ventilating 75 79 
Industrial & Engineering 

Chemistry (two editions) 181 178 
Industrial Finishing 

(4% x 6%) x0 99 
Industry & Power 121 148 
Iron Age (w) *+653 *t829 
Laundry Age *§/183 *s189 
Machine Design *209 *308 
Machine Tool Blue Book 290 365 
Machinery (4% x 6%) 343 262 
Manufacturers Record 45 50 
Marine Engineering & Ship- 

ping Review 156 266 
Materials & Methods = 206 228 
Mechanical Engineering og 108 138 
Mechanization 

(4-13/16x7-5/16) *a8 *95 
Metal Finishing 64 78 
Metal Progress 7195 156 
Mill & Factory ©2978 58 
Mining & Metallurgy ules §72 
Modern Machine Shop A 

(444x6%) ate ant 
Modern Packaging 132 *140 
Modern Plastics *1T§ 196 
National Bottlers’ Gazette 14> 122 
National Petroleum News (w) "108% *115 
National Provisioner (w) tind, $218 
OU & Gas Journal (w) *sitnene’ e855 
OU Weekly (w) °si23 L*§304 
Organic Finishing Tt es 20 
Paper Industry & Paper World 94 104 

November 1946 1945 
Industrial 15,761 18,384 
Trade 4,901 4.623 
Export 1.320 1,392 
Class 2.045 1,973 

Total 24,027 26,372 
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publications are 


industrial Group 


Paper Mill News (W) 
Paper Trade Journal 
Petroleum Engineer 
Petroleum Refiner 
Pit & Quarry 
Power 
Power Plant Engineering 
Practical Builder (10%x15) . 
 _ =~" . 
Product Engineering ‘ 
Production Engineering «& 
Management 
Products Finishing (4%x6%) 
Progressive Architecture 
Purchasing 
Railway Age (w) 
Railway Purchases 
Roads & Streets 
Rock Products 
Sewage Works Engineering 
Southern Power & Industry 
Steel (w) 
Supervision 


(w) 


& Stores 


Telephone Engineer 

Telephony (w) 

Textile World 

Timberman 

Tool & Die Journal (5x7%) 

Water Works Engineering 
(bi-w) : 

Water & Sewage Works 

Welding Engineer 

West Coast Lumberman 


Western Construction News . 
Wood Worker 
Woodworking Digest (4%x6%) 
Total 


Trade Group 


American Artisan 
American Druggist 
Boot & Shoe Recorder 
(semi-mo) 
Building Supply News 
Chain Store Age 
Administrative Edition 
Combination 
Druggist Edition 
Fountain Restaurant 
General Merchandise 
Variety Store Editions 
Grocery Editions 
Commercial Car Journal 
Domestic Engineering 
Electrical Merchandising 
(9x12) 
Electrical Wholesaling 
Farm Implement News ((bi-w) 
Fueloill & O11 Heat 
Geyer’s Topics 
Glass Digest 
Hardware Age (bi-w) 
Hosiery & Underwear Review 
Jeweler’s Circular 
Keystone 
Lingerie Merchandising 
Liquor Store & Dispenser 


Mill Supplies 
Motor 
Motor Age 


NJ (National Jeweler) 

(5% x 7%) 
Office Appliances (6 5/6 x 10) 
Photographic Trade News 


Plumbing & Heating Journal 
Sheet Metal Worker 
Southern Automotive Journal 
Southern Hardware 

Sporting Goods Dealer 


Syndicate Store Merchandiser 
(4% x 6%) 


Total 


monthiies and have standard 


Pages 
1946 1945 
*§t133 *117 
*+185 °§3236 
15 184 
+175 206 
*133 *124 
222 260 
12 160 
37 34 
50 65 
4295 *409 
90 143 
68 83 
ba] 109 
253 308 
$tt372 $374 
115 127 
78 93 
*91 *89 
15 19 
84 121 
*1502 575 
16 27 
*47 *45 
*§t124 °§)182 
222 213 
*95 *102 
138 168 
61 63 
55 52 
§86 82 
*107 *115 
106 118 
*70 *65 
*110 *93 
15,761 18,384 

Pages 
1946 1945 
100 = 152 
164 181 
*184 *186 
117 103 
26 34 
101 123 
28 21 
$161 144 
100 113 
§259 227 
151 154 
"175 *192 
87 95 
146 136 
89 66 
119 108 
13 10 
396 338 
135 «136 
330 310 
66 68 
109 103 
228 262 
260 120 
130 133 
33 312 
174 157 
3109 Sa7 
0 47 
*58 *78 
13 ay 
93 8&3 
+190 135 
89 110 
4,901 4,623 


1946 Totals 2.1% Under 1945 


Page Gain % Gain Eleven Months 
—2,623 —14.3 Industrial Sete 
4+ 278 + 6.0 Trade 

72 §.2 Export 
+ 73 + 3.6 Class 
2.345 - 8.9 0 nr 
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7 x 10 type page. 





ages 

Export Group 1946 1945 
American Automobile (Over- 

seas Edition) om 76 66 
American Exporter (two 

editions) . sisesliasiaien — 442 459 
Automovil Americano . 100 9 
Caminos Y Calles .... 31 e.7 
ps 72 65 
Hacienda (two editions) ane 132 130 
Ingenieria Internacional Con- 

7 ew eee ; 79 81 
Ingenieria Internacional 

Industria ... , 126 i] 
Petroleo Interamericano ‘ 66 @15) 
Revista Aereo Latino 

America ... . *t31 *t38 
Revista Rotaria . ll 11 
Spanish Oral Hygiene (4-5/16 

x 7-3/16) 56 2 
World Petroleum 98 88 

Total ..... 1,320 1,392 

ges 

Class Group 1946 1 
Advertising Age (w) (10%x14) 1246 191 
American Funeral Director +72 77 
American Hairdresser 7 82 
American Restaurant 83 84 
Banking. (7x10-3/16) 73 &5 
Dental Survey satelite ; 149 163 
Distribution Age .. T 77 
Hospital Management sai 78 86 
Hotel Management 148 108 
Hotel World Review (w) 

nee *$t190 *865 
Industrial Marketing ; 120 147 
Medical Economics (4%x6%) 126 121 
Modern Beauty Shop . 107 105 
Modern Medicine (4%x6%) 180 164 
Oral Hygiene (4-5/16x7-3/16) 147 162 
Restayrant Management _....._.. 81 74 
Scholastic Coach 37 31 
School Management (9%x 

11%) s 836 B36 
Traffic World (w) 1123 115 

Total 2,045 1,973 


*Includes classified advertising. 
$Includes special issue. 

Estimated. 

tLast issue estimated. 

¢+Last two issues estimated. 

tFive issues. 

<Not including Lingerie Merchandisin: 
now published separately. 

-Monthly starting January, 1946. 

—Not including Oraanic Finishing now 
published separately. 


%Standard 7 x 10 inch page starting 
May. 1946. 

®Figures based on 9% x 13% inch 
type pace. 


MOct. & Nov. issues combined. 


@Nov. & Dec. issues combined. 
tNot including Petroleum Processing 


now published separately. 


Correction: October, 1946, figures for 
Practical Builder should have read 38 
pages instead of 195 pages as reported 
The September, 1945, figures for Railway 
‘ge should have indicated five issues 
The October, 1946. figures for Railway 
ine should have indicated that the last 
two issues were estimated. The September 
1946. fieure for Sporting Goods Dealer 
should have indicated that it was es- 
timated. 


NOTE: The above figures must not be 


quoted or reproduced without permissior 


November Volume 8.9% Less Than 1945 





1946 1945 Page Gain % Gain 
....174,601 191,029 —16,428 — 8.6 
. 51,926 44,355 + 7,571 + 17.1 
14,505 13,554 - 951 + 7.0 
20,720 18,467 + 2,253 + 12.2 
261,752 267,405 — 5,653 — 2.1 
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PETROLEUM 





PROCESSING 


is your up-to-date answer to 
processing equipment sales 





Be sure to reserve an important spot on your 1947 advertising 
schedule for PETROLEUM PROCESSING, the one magazine 
that is geared to completely and exclusively meet the editorial 
and circulation requirements of the already big and rapidly 
expanding petroleum processing industry. 


A new magazine... 
has 38 years’ experience 


PETROLEUM PROCESSING is new in name, new in editorial 
scope, new in circulation methods and new in ideas—but it 
is an old hand at publishing current and factual technical in- 
formation for its thousands of old readers in the field of petro- 
leum refining and natural gasoline manufacturing. 

Originating in the general editorial pages of National Petro- 
leum News 38 years ago, PETROLEUM PROCESSING 
evolved with the specialization and technical advances of the 
Oil Industry through the successive stages of a special depart- 
ment of NPN to a separately bound monthly supplement to 
its present status as a separate magazine. 

Today, PETROLEUM PROCESSING represents the very 
latest ideas of publishing dedicated to keep pace with the great 
growth of the new petro-chemical processing industry—its 
plant, product, process and personnel expansion. 


PETROLEUM PROCESSING’s 
editorial content is aimed at today’s 
and tomorrow's equipment market 


The major market today, and in the next 20 years, for the process 
developer and equipment manufacturer is the new type catalyt- 
ic processing plant. The editorial content of PETROLEUM 
PROCESSING right now is exclusively devoted to the very 
latest in hydrocarbon processes and plants—their design, 
equipment, operating problems and product development. 
Over 73% of the editorial material printed in PETROLEUM 
PROCESSING is exclusively written technical and operating 
information that has not been published anywhere, prior 
to its appearance in PETROLEUM PROCESSING. This 
‘aterial is carefully planned to meet the interest and working 
‘eds of the supervisory and technical readers who buy or 
fluence the purchase of the equipment in these new type 


processing plants. 


Increasing numbers and greater 
specialization of buying men is 
met by controlled circulation 


PETROLEUM PROCESSING meets today’s problem of 
advertisers in keeping ahead of the rapid expansion, in plant 
facilities and buying personnel in this onrushing new industry, 
by its controlled circulation method. Plans and specifications 
for new plants to produce entirely new products are being 
made today by more and more men with more specialized 
purchasing influence. PETROLEUM PROCESSING’s cir- 
culation method enables the advertiser to reach all of these 
men in 1947, regardless of this rate of expansion. 


Management selects and certifies 
PETROLEUM PROCESSING readers 


PETROLEUM PROCESSING controlled readers are con- 
fined to the technical and supervisory men who have any 
measurable influence over the improvement, construction and 
development of processes, plant and equipment. These men are 
recommended by their company as most likely to benefit from 
the editorial content of PETROLEUM PROCESSING and who, 
in the opinion of oil company management, will be of greatest 
value to process designers and equipment manufacturers in 
developing the plant facilities for tomorrow's new products. 


PETROLEUM PROCESSING’s circulation — 
already the largest in this market— 
is still growing 


Already 28° greater in circulation in these equipment pur- 
chasing positions than any other publication seeking to reach 
the manufacturing branch of the Oil Industry market, PETRO- 
LEUM PROCESSING guarantees its 1947 advertisers a con- 
sistently and sizably increasing circulation in the months ahead. 
The November issue was distributed to 8503 readers including 
2324 engineers, 953 foremen, 865 chemists, 809 plant managers 
and superintendents, 740 home office executives and managers. 





TO GET THE FACTS YOU NEED TO BRING YOUR 
1947 SCHEDULE UP TO DATE 


Ask for the book: “PETROLEUM PROCESSING— 
For More Effective Advertising to a Specific Market”. 
Contact our offices in New York, Cleveland, Chicago 
or Los Angeles. PETROLEUM PROCESSING, 1213 
West Third Street, Cleveland 13, Ohio. 
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Population Trends 


be built in the suburbs. The decreased 
rate of urban growth will tend to 
retard increases in urban land values 
while suburban land values will in- 
crease. Plants will move from large 
cities to suburbs and smaller cities. 
Taxes will be an extremely great prob- 
lem for city governments for they will 
be forced to furnish facilities for the 
suburban population with heavier 
taxes on the decreasing population of 


the corporate city, 


Migration of population is one of 
the most important factors affecting 
the industrial markets of the future 
For there will be further migration of 
population itself and industry will de- 
centralize much further. In addacion 
to the economic motivations of these 
movements, the threat of the atofnic 
bomb, unless it is controlled, will.also 
exert a considerable influence upon the 
decentralization of industry and pop-” 
ulation. You have undoubtedly al- 
ready seen warnings by high Army 
officials of the need for protecting key 
industry both by decentralization and 
by other means. 


Migration to West 

It is too often assumed that indus- 
try and population were not migrat- 
ing to any great extent until the war 
came. This is, of course, untrue. In 
addition to the long range trends of 
population toward the West Coast 
states and to the Southeast, there have 
been mass migrations within recent 
years in the United States. These were 
1. The Wrath” depres 
sion migrations of the °30s, and 2. 
The “Grips of War” boom migration 
of the *40s 
taken the same direction and has con- 


“Grapes of 


This war migration has 


formed to the same pattern that was 
already well established between 1935 
and 40, and in fact had been under 
way for many vears, The migration 
of industry has roughly followed the 


same direc tions 


Before the war the solid tier of states 
from North Dakota to Oklahoma was 
the biggest losing territory, while the 
big gainers were the West Coast states 
ind Florida. From 1940 to 1943 the 
Middle West and Northeast continued 
the biggest losers with the far western 
states, Florida, Virginia and Maryland 
the big gainers. The gains of the two 
latter were greatly influenced bv the 


Feder il 


need for Government per 
sonnel. 
Keeping in mind that these popula 


tron trends have been in oper ition in 
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approximately the same direction for 
many years, let’s take a look at what 
has happened in industrial migration 
during the 50 years prior to World 
War Il. 


Dispersion of Industry 

There has been a definite trend to- 
ward a wider scattering of industry 
among the various regions of the 
country. The New England, West 
North Central, and Middle Atlantic 
states have suffered a relative decline 
in their share of the nation’s wage 
earners and value added by manufac- 
ture. The South Atlantic states, a 
relatively new industrial region, have 
increased their share to a point where 
it was nearly as large as that of New 
England. The Pacific states over the 
same period doubled their share of the 
nation’s industry. Three other regions, 
the East South Central, the West South 


.Central, and the Mountain states ex- 


perienced small increases in their 
share. The West South Central region 
showed a small relative decline. 

Of, the New England states only 
Connecticut suffered a loss of less 
than one-third of its 1890 share of 
industry. The other five states each 
lost more than a third of its original 
share. 

In the Middle Atlantic states, New 
York and Pennsylvania suffered de- 
clines in their share of industry while 
New Jersey made a small gain. 

The East North Central states all 
gained a relatively larger share. By 
far the largest increase in the region 
was in Michigan. It was the only 
state in the nation showing a relative 
increase of as much as 5%. 

States experiencing an increase of 
from 1 to §$% were New Jersey, Ohio, 
Indiana!’ Nortk Carolina and Cali- 
tornia 

States showing a decline of from 
1 to §% of the nation’s industry were 
Massachusetts and Pennsylvania. New 
York was the only state to suffer a 


relative decline of more than 6%. 


Regional Trends 

Of the nine regions of the nation 
only two, New England and the East 
North Central showed a trend toward 
a further concentration of industry in 
the industrial areas as defined by the 
Census Bureau. Six regions, South 
Atlantic, East South Central, West 
South Central, West North Central, 
Mountain, and Pacific showed a ten- 
dency to scatter their industry through 
the non-industrial areas. Trends in 
either direction were less marked in 
the Middle Atlantic (New 
York, Pennsylvania, and New Jersey) 
than in any other region, but let’s take 


states 





a closer look at it as an example of 
intraregional behavior. 

There was a marked relative loss of 
industry in principal cities, but little 
change in the proportion of industry 
in satellite cities. The peripheries or 
suburbs of these principal cities 
showed a substantial gain. Cities of 
100,000 and over outside of the of- 
ficially defined industrial areas lost a 
part of their share of industry whil: 
their peripheries gained, Counties of 
relatively small industrial importance 
gained a larger share. It is important 
to note that New York State los: 
about a sixth, and Pennsylvania about 
a twelfth of their respective shares of 
the region’s industry. The national 
share of both decreased. New Jersey 
increased both its regional and na 
tional share. 

Postwar Pattern Similar 

During World War II there was a 
conscious effort to disperse new pro 
duction facilities. In spite of this, our 
regional pattern of industry is not 
greatly different now as compared with 
that before the war. Availability of 
labor, housing, materials and com 
ponents, and the necessity of integrat- 
ing new facilities with old compelled 
the location of most of the new facili 
ties in areas already heavily indus 
trialized. Expansion in the least in- 
dustrialized areas was large only in 
relation to their prewar facilities. In 
Nevada, for instance, a magnesium 
plant erected there during the war 
represents 98% of the state’s war time 
expansion, If one war-built steel plant 
in Utah is shut down that state’s war 
gain will be negligible. 

The maps on page 51, taken from 
a War Production Board report, show 
by value and percentage of value, the 
regional distribution of manufactur 
ing facilities in 1939 and those put 
in place between 1940 and 1945. 
Increase on West Coast 

The development of new industries 
and facilities on the West Coast was 
seven nev 





striking — for instance 
aluminum plants in the state of Wash 
ington. Many new plants have bee: 
started since the end of the war and 
others are planned as materials and 
labor become available. The year 195 
will find the West Coast states wit 
more population than they had at t! 
peak of the war effort. 

Present and probable future lab: 
conditions will affect the migrati 
of population in at least two interes‘ 


ing wavs. As unionization increas¢ 


seniority means more and more 


workmen, Once seniority is estal 
lished, men and their families w 


(Continued on page 126) 
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| CONTINUED FROM Pact 


Population Trends 


tend to stick to the community in 
which that seniority is established. It 
will be vital to them, and particularly 
to the older workmen. Security will 
tend to anchor them, 

The desire to establish and main 
tain residence in states with most 


favorable unemployment and _ other 
benefits will influence many workers 


This fac- 


over possible 


in their choice of location 
tor of added security 


periods ot unemployment looms large 


in the minds of many. Possibly it is 
desirable to establish standard nation- 
wide benefit scales to prevent this in- 
creased immobility of labor. 

People will always struggle harder 
to keep an attained standard of living 
than they will struggle to attain it. 
This will be a major factor in prevent- 
ing millions from going back to areas 
of poorer cultural and economic ad- 
from which they have 
migrated. Only extended depression 
will cause any great re-migration to 


vantages 


farms and low wage areas. Wherever 
we have a shift in population we have 
a shift in purchasing power. Usually 
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equipped with the NEW, LARGER 1” SWING-O-RING 


® LOOK-—Expensive and Luxurious 
@ FEEL—Like Real Leather 
@ WEAR -—Excellently 
®@ COST—Comparatively Little 


Beaverite binders are made to your order in several colors. 
Write for descriptive folder. 


- BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Catalog Covers Ring Binders Swing 2) Ring 


ond Proposal Covers of BESTEX Artificia 


Leather, ond Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 
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the shift is in pursuit of better stan 
dards of living. If found, this mean 
better markets for all. 

So long as retail cash registers rin; 
merrily; so long as we can retain ou 
present levels of employment with 
present savings as a cushion; so long 
as we can gain rather than lose in the 
race with inflation; so long as man- 
agement and labor can even gradually 
approach a reasonable working basi 
which will insure the benefits of mass 
output at decreasing unit costs,—in- 
dustry need not fear concerning the 
richness of its markets, both industrial 
and consumer. But people are finally 
your markets, whether you make loco- 
motives or candy bars, turbines or shoe 
laces, rolling mills or watches. The 
fact that you industrial marketers are 
one or more steps farther removed 
from the household consumer than is 
the manufacturer of consumer goods 
must not lull you into the false belief 
that you are interested in industry but 
not in people. When cash registers 
slow down, so do blast furnaces, power 
houses, farms, and factories. Your 
markets, too, depend upon what hap- 
pens in America’s homes. The con- 
sumer will still be king—even in in- 
dustrial markets. 


CONTINUED FROM PaGE 46] 


Technical Research 


closely related. Together their jobs 
are: 

To make more products, 

To make better products, 

To sell them cheaper, 

To sell them to more people, 

To produce them under better 
working conditions for our em- 
ployes, 

To produce a profit for the owners 
of the business. 

That, very simply, is the foundation 
of American economy. Research and 
idvertising are intertwined in nearly 
every phase of that program. 

I can’t speak for all industrial ad 
vertising, but for our own depart- 
ment I should like to give you a briet 
background of some of the men who 
occupy key positions. 

Our director of advertising is 
graduate mining engineer who als 
has a M. S. degree. I am a petroleun 
engineer. Our industrial advertisins 
manager. is a chemical engineer; and 
our technical advertising manager i: 
not only a chemical engineer but wa 
formerly director of the Hercules Ex 
periment Station. He feels that hi 
work today in the organization, cor 
relation and distribution of technica 


material, is just as important as an) 
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FACTS about the Heating, Piping and Air 
Conditioning Market... Yours for the Asking! 





Outstanding in recent market research is the piping job is purchase-controlled by an engineer or 
C. C. Chapelle* Survey of buying practices in the a contractor, or by an engineer and contractor 
air conditioning, heating and piping field. working together. These KEY men determine 


WHAT products are required — WHOSE products 
shall be used. 


Now we offer a summary of the Chapelle Survey, 
so that sales and advertising executives can have 
its valuable data in digest form. This summary — By all means send for your FREE copy! Use the 
shown above — reduces to A-B-C- a wealth of coupon, or write us. 
market information scientifically obtained by means , 

*The C. C. Chapelle. Co. (New York and Chicago) is an independent 
of a nation-wide poll of industry and large build- sesearch organizacidms” 


ing operators. 


@ AUTHENTIC © HANDY 
@ INFORMATIVE © FREE 


One thing definitely established by the survey is 


that practically every air conditioning, heating or 
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work which he has ever done for Her- 
cules Powder Company. I am sure 
I can give technical advertising no 
finer tribute. 

Let’s take another look at the 
species. General Electric selects young 
electrical engineers for training, and 
among this group will be found the 
future advertising managers of that 
corporation. They receive the same 
test training and have the same engi- 
neering background as the engineers 
who remain in engineering and de- 
velopment, The only difference be- 
tween them and those who follow en- 
gineering careers is that they will be 





@A survey conducted by 

an independent organiza- 
tion asked readers of C&E 
Monthly to evaluate the 
importance to them in 
their business of six nation- 
al construction publica- 
tions. One other publica- 
tion received more first- 
place votes, but in the 
combined total of first, 
second, and third chcices 
indicated, C&E Monthly 
leads the field. Ask your 
“C&E” representative for 
full facts on the survey or 
write us for information on 
our complete coverage of 
highway and heavy con- 
struction firms, federal, 
state and county officials, 
equipment distributors. 






ora’ 
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further trained to find the people who 
need electrical products and to con- 
vince these people that they can use 
General Electric products to advan- 
tage. 

Another instance which gives some 
indication of the stature of advertis- 
ing and publicity concerns the great- 
est scientific project of our time— 
the development of the atomic bomb. 
So important was the publicity phase 
of this work that Bill Laurence, 
special writer for the New York 
Times, was delegated to follow the 
project from beginning to end and to 
interpret it to the American people. 
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He was one of a few who shared the 
top secret. You can see that his job 
for the Government was no differen: 
than the job of an advertising mana- 
ger for his corporation. Bill Laurenc 
got the information, correlated it 
sorted it, and interpreted and distri 
buted it. It’s the same old story—get- 
ting the information from where i: 
is generated and putting it where i: 
is needed and can be used. 

I said that research and advertising 
should work hand in hand. I have 
tried to point out why their interests 
are so intertwined, If you still look 
at the advertising species as being a 
little on the screwball side, try to re- 
member and to understand that, 
whereas you talk man to man on the 
development of a job or a phase of a 
job, the advertising man is always 
thinking in terms of mass communi- 
cation and, therefore, his behavior is 
different from that of the average 
scientist and most other individuals. 

But this advertising man is not too 
hard to work with if you give him the 
whole story. When you tell him, for 
example, that cotton linters are better 
than rags for writing paper, show him 
the proof. Point out that present-day 
rags are difficult to process. Substan- 
tiate with data that modern color-fast 
dyes are hard to expel from rags with- 
out destreying the fibers. Let him see 
for himself that sanforized fibers add 
to the difficulties of the paper maker. 
Then let him prove to paper makers 
in his way that cotton linters have 
advantages that make them worth 
while for the paper industry. 

I realize that much of the material 
and data developed in the laboratory 
would make poor reading for our cus- 
tomers and prospects. Much of it is 
for our own guidance in manufacture 
and in further research, but there is 
a great mass of material of latent 
dollar value that requires only the 
skillful help of an advertising depart 
ment to move it from the place where 
it is generated to the place where it 
can be used profitably, and this is 


more and more necessary in the 
rapidly changing industrial scene. 
Kiplinger Magazine to Begin 
Publication First of Year 
Kiplinger Magazine, a new monthly t 


be published by the Kiplinger Washingt: 
agency, will make its debut Jan. 1, 1947 

The staff includes W. M. Kiplings 
editor; Austin H. Kiplinger, forme: 
with the Kiplinger Letter and San Fra 
cisco Chronicle, executive editor; Je! 
Denson, New York and Washingt 
newspaperman, and former associate ¢ 
itor of Fortune, managing editor: A. Ford 
Hinrichs, economic adviser; and Clarence 
G. Marshall, former managing editor 0! 
l’. S. News, senior editor. 
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he Northwest Engineering Co., outstanding in its field, 
has been with us for 25-years. There are accounts that have 
been with us longer (in fact we still have our first account, 
secured in 1917)—and there are some that have been with 
us almost as long. But a quarter of a century is a nice round 


number and it proves the point. 


Well over half of our accounts have been with us from 
7 to 29 years. The point is that the maintenance of rela- 
tionships of this kind, for so long a period of time, can be 
accomplished only by delivering service. It also proves that 
our first consideration is to take care of the accounts that 
we have, and take care of them WELL. That's important in 
selecting an agency. 25 years from now we'd like to have 
you realize that you too are one of those taken care of and 


taken care of well! — — — — Well? 


Sith Uleitity 
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A record of the activities and plans 
of the National Industrial Advertisers 
Association and of its 27 chapters. 


Chairman of the Board: ARNO O. WITT, Manager, Sales Promotion, 
Schramm, Inc., West Chester, Pennsylvania. 

President and General Manager: W. LANE WITT. 

National Headquarters: 100 E. Ohio Street, Chicago 11, Illinois. 





NIAA Mails First Release on New 
‘Library of Industrial Marketing’ 


HE HEADQUARTERS office of 

the National Industrial Advertisers 
Association, Chicago, began _ this 
month to send out initial releases on 
the “Library of Industrial Advertis- 
ing” to all NIAA members as part 
of the organization’s new long range 
professional development program. 

Under the direction of Robert N. 
Rogers, newest member of NIAA’s 
headquarters staff, the library pro- 
gram is well underway. The first re- 
leases mailed out contain information 
on how to use the general index under 
which library reports are to be keyed 
for filing. It is believed that this 
method will enable members to keep 
their own individual files up to date 
and in order. It will also facilitate 
ordering articles from headquarters. 

The library will soon contain re- 
prints from the advertising press, 
copies of talks given at NIAA chapter 
meetings, speeches presented on na- 
tional conference programs, and ar- 
ticles from various business associa- 
tions. 

Subjects to be found in the library 
will cover the entire gamut of an ad- 
vertising man’s interest, ranging from 
production problems, through man- 
agement and into public relations. W. 
Lane Witt, president and general 
manager of NIAA, predicts that in 
time every industrial advertising man 
who is a member of NIAA will have 
at his fingertips a greater store of 
information on subjects of interest to 
him about his own individual job than 
he could find in any public or private 
library. 

Mr. Rogers heads the creative unit 
provided for in the expanded pro 
gram approved by NIAA’s board of 
directors who recently met in Pitts- 
burgh. A former member of McGraw- 
Hill’s Business Week Chicago editorial 
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staff, he also edits NIAA’s “News- 
letter,” which will hereafter be a 
monthly feature mailed to all asso- 
ciation members. 


@ Knisely Speaks to 
West Coast NIAA Chapters 


“Business paper quality was never 
higher, circulation never better and 
the sales opportunities for advertisers 
mever as great as they are today,” 
said Stanley A. Knisely, executive 
vice-president of the Associated Busi- 
ness Papers, recently discussing in- 
creased advertising rates before NIAA 


chapters and advertising clubs on the 
West Coast. 

“Business papers are the only cur- 
rent test books of business, and they 
constitute the ‘homework’ for those 
business men who want to improve 
in their jobs,” he added. ““When the 
increased rates in business papers are 
appraised in relation to those costs 
of other forms of selling promotion, 
they are ridiculously low.” 

Mr. Knisely went on to point out, 
“The sooner an efhicient manufacturer 
adopts an aggressive sales, sales pro- 
motion and advertising policy—and 


R. Harold Smyth (extreme right), Domino Rubber Company, president of the Technical Ad- 
vertisers Association of Montreal, presents an illuminated scroll to Harry Stewart Van 
Scoyoc, Canada’s dean of advertising, and retired advertising manager of Canada Cement 
Company, at a recent meeting. The scroll commemorates the induction of Mr. Van Scoyoc as 
TAA’s first life member, co-founder and first president. (Left to right) J. O. Pitt. Canadian Fair- 
banks-Morse Company: Mr. Van Scoyoc; F. A. McLean, Canadian Ingersoll-Rand Company: 
W. A. Bates, Steel Company of Canada; A. P. Darcel, Crane Company: and Mr, Smyth. 
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You need 





The consummation of industrial sales and the establish- 
ing of good customer relationship involve many factors. 


The first factor is approach; the final factor is service 
... by your product and by your organization as a whole. 


If the approach goes to engineers who are also re- 
sponsible for the resu/ts of design...in terms of mechan- 
ical performance, production efficiency and operating 
costs .. . the approach takes on an added effectiveness 
which is in direct ratio to the responsibilities such engi- 
neers carry and the influence they wield. 

It is engineers and industrial executives of that calibre 


that comprise both the authorship and the readership of 
MECHANICAL ENGINEERING. 


But suppose the engineer wants information quickly 






Your problem of making high- 
libre engineers and indus- 
rial executives aware of your 
pacity to serve them is 
jreatly simplified when your 
1dvertising appears in the 
S.M. E. publication ME- 
HANICAL ENGINEERING. 


Your products and service 


O>roeoadn*wta 


y will then come within the 
ge of eyes ond minds that 

see, understand, inter- \ 
t, and apply. 





and your sales-engineer isn’t within reach, or your 
dealer is unknown to the engineer. What does the 
engineer do then? 

At this stage . . . and at the specifying and buying 
point... A.S.M.E. MECHANICAL CATALOG casts its 
long light of usefulness directly over the blue prints of 
DESIGN, and over the questions of plant equipment 
and engineering materials, 

Information about your industrial products appear- 
ing in the A.S.M.E. CATALOG will provide effective 
Follow-Through for all the advertising you are doing 
otherwise, among the engineers with whom the A.S.M.E. 
CATALOG comes first as a comprehensive guide to 
sources of equipment and supplies used in the fields 
where mechanical engineers operate. 


15% Agency Commission 
is allowed on both publications 










The A.S.M.E. CATALOG 
is the only market source 
book that covers the 
A.S.M.E. membership. 
Its comprehensive Direc- 
tory makes for constant 
use since certain contact 
with over 4500 equip- 
ment sources is provided. 





THE AMERIGAN SOCIETY of MECHANICAL ENGINEERS, 29 W. 39°St.. New York 18, NLY. 
Midwest Office: 400 West Madison St., Chicago 6, Ill. 
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pursues it with intelligent and fear- 
less vigor—the quicker will he in- 
crease his sales, reduce his unit costs, 
make more profits. He will thus do 
his part in curtailing or delaying the 
prophesied period of inflation which 
will make his current costs look very 
insignificant.” 


® Button Tells TAA Rules 
for Buying Art Work 


Although artistic taste is a sub- 
jective matter, there are certain rules 
which should be applied to buying 
advertising art, asserted Ernest D. 
Button, Jr., manager of the finished 
ad department of Compton Adver- 


tising, New York. Mr. Button spoke 
n “How to Buy Art” before mem- 
bers of the Technical Advertisers As- 
sociation, Boston’s NIAA chapter, at 
its recent November meeting, held at 
the Shrine Club, Providence. 

Mr. Button, formerly art buyer far 
Young & Rubicam, listed points ad- 
vertisers should keep in mind when 
buying art. 

“The artist is a reporter,” said Mr. 
Button. “He is a man who pluses 
what you’ve given him in the layout 
with good reporting.” 

In working with the artist, he 
pointed out that art buyers should 
observe the following rules: 
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Ads Channeled To Buyers | 


Concentrated Coverage | 


in 6-State Market | 


CONSTRUCTION NEWS MONTHLY is geared to the 
construction industry in a 6-state market. Its circula- 
tion is thorough. By blanketing contractors, engineers, 
and public officials, your ads are channeled to men 
who buy or influence the buying of construction 


equipment in this area. 


Compare circulation figures of CONSTRUCTION 
NEWS MONTHLY in this market with other media. 
You'll find greater coverage, concentrated coverage 
at low advertising cost. More than ever before, 
buyers in this market are looking to CONSTRUCTION 


NEWS MONTHLY for news of where to buy. 


First in Current Construction News, in Advertis- 


ing, in Circulation in Lower Mississippi Valley 


CONSTRUCTION 
NEWS MONT * 


Reporting 


CONSTRUCTION acriviriss |= | 
In Oklahoma, Missouri, Arkansas; 
Tennessee, Mississippi and Louisiana 


LITTLE ROCK, ARKANSAS 
































1. Don’t tie him down with 
layeut that is too comprehensive. 

2. Give him the benefit of th 
time element. 

3. Get many ideas incorporated 
into the layout you give the artist. 

4. Have a selection of artists 
skilled in various techniques. 

5. Frequently give the artist 
new problem to help him chang: 
his technique. 

6. Don’t give vague promises. 
Give the artist a commitment 
when you give him the layout. 

Mr. Button urged the use of 
variety of artists. ““To get interest in 
a campaign, spread the work around 
for variety’s sake so long as you don’t 
change the original concept.” 


@ Purchasing Agents Hold 
Panel Discussion at 
CIAA Dinner Meeting 


A panel of four purchasing agents 
told members of the Chicago Indus- 
trial Advertisers Association that to 
appeal to them, an industrial ad must 
have a quick but lasting impression 
and contain sufficient information to 
warrant being clipped and filed for 
future reference. 

Speaking on “The Purchasing Agent 
Looks at Industrial Advertising” at 
CIAA’s monthly dinner meeting Nov. 
11 at the Builders Club, the four Chi- 
cago purchasing agents illustrated 
their likes and dislikes with samples 
of ads and mailing pieces. 

Stuart F. Heinritz, editor of Pur- 
chasing magazine, acted as moderator 
and introduced the four speakers. 
They included Thomas A. Morris, 
buyer, International Harvester Com- 
pany; M. J. Hunter, purchasing agent, 
Continental Can Company; E. S. 
Page, purchasing agent, Great Lakes 
Carbon Company; and Arthur G. 


Pearson, director of purchases, Ameri- 
can Meat Institute, 
“An industrial ad containing clear, 





Explaining maps showing population shifts 
in the U. S. is Dr. Vergil Reed. associate 
director of research, J. Walter Thompson 
Company, who spoke to CNYIA members 
at a recent meeting. H. James Christy (le!'’. 
vice-president of CNYIA. introduced the 
speaker, Edward Hurlbert (center), presi- 
dent of CNYIA, presided at the meetin 
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THINGS ARE GOING To MOVE JUST TOO FAST ! 


ESPECIALLY IN THE STEEL INDUSTRY! 


Accumulated demands . . . funds set aside for replacement 
of obsolete equipment . . . the need for new processes to 
meet keen competition . . . all point up the fact that steel 
makers and steel processors are deciding upon—and 
making—tremendous improvements in their plants, 
processes and facilities! 

Your representatives can’t hope to be with steel 
executives when they make their studies and decisions. 
But WATKINS Cyclopedia of the STEEL INDUSTRY 

almost certain to be there! Why? Because it’s a brand 
new reference book covering every phase of steel making 
and processing—a book which steel men will use when 
they seek specific information of equipment, materials 
ind processes. 

To sell your product or service to those men, put news 
of it where they will see it as they study ways to achieve 
improvements—where they must see it as they make 
their decisions. This hard-working message of yours in 
WATKINS CYCLOPEDIA will be on, or near, the desks 
of more than 6,000 steel making and processing executives 








—-----------2--4 


every day of the year. Yet, it will cost no more than 2 
one-time message in any good tradepaper. 


Get complete information on how WATKINS CYCLO- 
PEDIA of the STEEL INDUSTRY can keep your message 
constantly before your prospects. Use the coupon below. 
But do it now—forms close January 1, 1947! 


WATKINS 
Cyclopedia 
of the 
Steel Industry 


STEEL PUBLICATIONS, INC. 
108 Smithfield Street, 
Pittsburgh, Pennsylvania 
Send me complete information on WATKINS CYCLO- 
PEDIA of the STEEL INDUSTRY for 1947. 
NAME 
COMPANY 


ADDRESS 








Three of five participants speaking in a panel discussion before members of CIAA at the 
November meeting are pictured above. (Left to right) Stuart F. Heinritz, editor of Purchasing 
magazine, who acted as moderator at the discussion: Thomas A. Morris, International 
Harvester Company; and M. J. Hunter, Continental Can Company. Others not pictured are 
E. S. Page, Great Lakes Carbon Company: and A. G. Pearson. American Meat Institute. 


open copy always stops me,” said Mr. 
Morris. “I don’t like to wade through 
a lot of fine print to find out the 
product being sold. The ad should put 
across a single idea well presented and 
have a neat illustration tying in with 
the copy.” 

Mr. Hunter stressed the importance 
of keeping advertising catalogs, book- 
lets and folders to a uniform size to 
facilitate filing. Speaking of ads in 
business publications, he said, “I don’t 


like to hunt all over the page for the 
company’s name, It should stand out 
in bold type at the head of the ad.” 


Mr. Page asserted that an industrial 
ad should fully describe the product, 
contain complete technical specifica- 
tions and prominently display the 
price. He added that advertisements 
that keep him informed on a large 
variety of products are helpful to 
him. “The basis of a good ad is one 
that presents good information,” he 








said. “It should carry so much infor- 
mation that purchasing agents will 
want to cut it out and file it away 
for reference.” 

“T like effective use of color in an 
industrial ad,” asserted Mr. Pearson. 
“Since I don’t like to use a telephone 
book, an ad mentioning the company’s 
local office and phone number almost 
always rings the bell with me.” 

After summarizing the views of the 
four speakers, Mr. Heinritz turned the 
meeting into a question and answer 
session, 

Prior to the panel discussion, C. 
Whit Merriken, Jr., membership 
chairman, announced that CIAA had 
hit an all-time high with 424 mem- 
bers on its roster. 


@ Detroit Chapter Changes 
Its Constitution, By-Laws 


Establishment of two new classes 
of membership heads a list of four 
changes in the constitution and by- 
laws of the Industrial Marketers of 
Detroit. 

New classes are for juniors’ and 
affiliates. Chapter officers explained 
their establishment to afford educa- 
tional opportunities to younger mem- 
bers of Detroit’s advertising fraternity. 

Other changes include an increase 
in the board of directors from 7 to 
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‘ 
Fine Flax Writing * Fine Flax Air Mail * Flax-opake Bible 
and Printing Papers * Boxed Typewriter Paper * Make- 
ready Tissue * Stationery Cabinets + Silver Wrapping 
Tissue (Non-Tarnish) «¢ Lightweight Paper Specialti«s 
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1. Caliper 





—) Machine for finishing paper 
() Paper stock in the beater 
—-) Thickness of a sheet of paper 





Test your word knowledge 


of Paper and Printing 








“His Master's Voice” 





‘TM. Reg U.S. Pes. OFF 


2. Advertising Mascot 


[) A copy cub 
C) A trademark 


(C) An advertising slogan 
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3. Feel 





(] A method of hand tooling 
C) Way of detecting irregularities in plates 
() Paper quality as determined by touch 


4. Typothetae 
(] A species of coniferous pulpwood 
() Ecclesiastical manuscripts 
(_] Printers 





ANSWERS 


Caliper is the thickness of a 
* sheet of paper as measured under 
escribed conditions. By careful 
ntrol in manufacture, and by rigid 
laboratory testing, Kirnberly-Clark 
iintains a élose uniformity of eali- 
per for Leveleoat*—a factor which 
ntributes greatly to printability 


) Advertising Mascot is a trade- 
* mark which identifies a product 
the buyer’s protection. Such a 
lemark is Levelcoat—identifying a 


Feel is the quality of paper as 

* determined by touch. For printing 
paper with the feel of richness and 
high quality, many fine printers and 
important advertisers prefer smooth, 


Sevelecal” 


PRINTING PAPERS 


If our distributors cannot sup- 


A PRODUCT OF 
solicit your patience. There will Kimberly 
4 Typothetae are printers, And to be ample Levelcoat Printing Clark 


e all printers, advertisers, publish- Papers for your requirements 


lustrous Levelcoat | apers. ply your immediate needs, we 


RESEARCH 


‘ when our plans for increased 
re ry: > > ye , > oT. — 
ers, paper men-——to everyone inter production can be realized. - 


KIMBERLY-CLARK CORPORATION 





ested in finer paper for finer printing 
results — Kimberly-Clark wishes a 
very Merry Christmas and a most 


‘ of dependable printing papers. prosperous New Year. Seana UNSC ONaen ~vassomeas 
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11 members, dropping the present 
mandatory provision for attendance 
at meetings, and authorizing the 
president and past president to sit as 
directors in the national association. 


® Heitkamp Tells IMNJ 

How to Sell Ad Program 

Fred Heitkamp, vice-president of 
American Type Founders, Elizabeth, 
N. J., gave members of NIAA’S New- 
ark chapter pointers on selling their 
advertising program to top manage- 
ment at IMN]J’s recent meeting held 





vertising managers use the same sales 
methods with top management as they 
use with customers. 

“Do a real selling job,” Mr. Heit- 
kamp advised advertising managers 
who are anticipat‘ng approval of 
their 1947 advertising budgets. “In 
order to sell an advertising program, 
you must first sell yourself,” he 
added. 

Charles H. Watts, head of Newark’s 
Chamber of Commerce, extended a 
welcome to IMNJ, and outlined the 








in the Essex House. work of his organization. Ralph 
Illustrating his talk with charts, Hanes, U. S. Rubber Company, 
Mr. Heitkamp recommended that ad- presided, 
(WITH PROVEN PULLING POWER ie 





THIS ONE PUBLICATION REACHES 
PLANT AND PRODUCTION MEN IN 
THE LARGER PLANTS 
CANADIAN INDUSTRIES. AN EF- 
FECTIVE HORIZONTAL COVER- 
AGE OF INDUSTRIAL PLANTS AT 
ONE LOW COST. 


*We can show you interesting fig- 


ures on direct traceable returns. 


CANADIAN INDUSTRIAL 
EQUIPMENT NEWS 


Published by 


Fn catriins , 
NATIONAL BUSINESS Punnrcarions 
SK ent 


ee 
HEAD OFFICE: GARDENVALE, QUE., CANADA 


MONTREAL @® TORONTO @® VANCOUVER © NEW YORK ®@ CHICAGO 
LOS ANGELES © SAN FRANCISCO ® LONDON, ENGLAND 
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@ EIA Appoints Williamson 
as Publicity Chairman 
Maurice A. Williamson, Jr., adver- 
tisers service department of McGray 
Hill, Philadelphia, has been appointed 
to handle publicity for the Eastern 


Industrial Advertisers Association, 
Philadelphia chapter of NIAA. 

This appointment fills the vacancy 
left by Joseph Axelroth, formerly of 
Ace Mfg. Corporation, Philadelphia, 
who joined H. E. Noble Associates 
in New York. 


@ CNYIA Plans Annual 
Christmas Dinner Dance 


Plans near completion on the an- 
nual Christmas dinner dance for mem- 
bers of the Central New York In- 
dustrial Advertisers Dec. 13 at Locust 
Hill Country Club, Rochester. 

This is a yearly event to which 
CNYIA members invite their wives 
to join them in cocktails, dinner, en- 
tertainment and dancing. The Decem- 
ber, dinner dance replaces the monthly 
business meeting. 


@ New York Chapter Hears 
George Miller Talk on Copy 
George Laflin Miller, vice-president, 

Williams & Saylor, New York, at- 

tracted 156 admen to the November 

meeting of the Industrial Advertising 

Association of New York, Nov. 18, 

with his salty and witty comments on 

copy. 

Mr. Miller traced the basic theme of 
his McGraw-Hill book, ““How Adver- 
tising is Written—and Why,” in a 
humorous, but fundamental lecture. 
Emphasizing the importance of facts, 
sequence and technique in the con- 
struction of copy, Mr. Miller said 
that the real function of copy is to 
bridge “‘the ignorance distance”—that 
area between the buyer’s mind or 
senses and the actual point of sale. 

Mr. Miller writes under the nom de 
plume of Aesop Glim. 


@ Members of Cleveland 
Chapter Enter Debate 


Members of the Industrial Market- 
ers of Cleveland entered into a lively 
debate on advertising budgeting and 
costs problems at their Nov. 22 meet- 
ing at the Carter hotel. 

Ad managers and agency men 
joined media representatives in dis- 
cussing various problems arising out 
of the “squeeze” in advertising costs 
following a presentation by Hal 
Burnett, editor of INDUSTRIAL Mar- 
KETING, and § .R. Bernstein, editor 
of Advertising Age. The team of 
API editors appeared the previous 
night before the Cleveland chapter 
of the 4-A’s. 
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1. NIAA is an active organization of advertising 
and sales promotion managers, advertising 
agency people, business and trade paper repre- 
sentatives, and suppliers to the advertising field. 


- 


2. Monthly meetings of the twenty-five local NIAA 
chapters bring well-known speakers on such 
subjects as copy, layout, campaign planning, 
export marketing and market research. 


3. Each meeting brings the opportunity to swap 
ideas with fellow advertisers. 


t. NIAA gives you an annual industrial advertis- 
ing budget survey. 


o>. You will receive a monthly news letter telling 
of NIAA activities. 


6. You receive copies of all reports, studies and 
surveys made by special NIAA committees. 


You get a free employment service which deals 
strictly with industrial advertising personnel. 


Then there are other things such as professional 
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DEAR MR. JONES: 
...this is why your 
advertising manager 
(and perhaps your- 
self) should join 
NIAA! 





development material, and educational pro- 
grams. Just one meeting a month can give you 
an idea, or a lift in morale, or a new acquaint- 
ance that will pay dividends for years. 


All that is required to find out how simple it is 
to join NIAA is to drop a note today to NIAA 
Headquarters, 100 East Ohio Street, Chicago 
11, Illinois. Headquarters will tell you how 
easy you can become a member of one of the 
25 local NIAA chapters, or a member-at-large 
if you not reside in a chapter city. 






100 EAST OHIO STREET 
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es 





NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 
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[CONTINUED FROM Pace 45] 


Industrial Catalogs 


out or go astray on it. It is helpful 
to accompany the copy with a rough 
layout, no matter how inexpertly done, 
because it gives an idea of relative im- 
portance of various pictures, headings 
and other elements. 

Confronted with a well thought- 
out. idea of what is needed, the layout 
man’s first consideration is to give the 
manuscript the orderliness, easy read- 
ability and varied emphasis it needs. 
This, essentially, is what layout is 
supposed to do. The layout man will 





then be less inclined to resort to styl- 
izing, which is his own stock in trade. 
He goes all out on stylizing when he 
is given too much latitude and when 
his instructions are too vague. Actu- 
ally, the layout man is almost limited 
to design and arrangement, illustrative 
techniques and color distribution— 
and that is all he can give you back 
above and beyond what you give him. 
Rarely can he suggest the subject 
matter for an illustration because he 
simply doesn’t understand the selling 
problem—product and market—and 
he shouldn’t be expected to. The copy- 
writer should have sufficient visualiz- 
ing ability to be able to supply the 
substance of the illustrations. 














The OILHEATING INDUSTRY 


. . . @ great, fast-growing PROFITABLE market 


Comprising more than 2,500,000 oilheating installations and constantly 
expanding, this is one of the most promising markets for the far- 
sighted advertiser. Where other fuels have proven inadequate or too 
costly, this simple, effective, trouble-free heating is sweeping forward 
with redoubled vigor. Get YOUR product before the people who serve 
this market—the manufacturers, wholesalers and dealers who read 


FUELOIL & OIL HEAT. 





Do You Make or Advertise /rucks, Pur 
Valves, Tank Gauge t 


Radiator 7lobe V 
Hose, Tul ¥, Fans, Stove é rnace ¢ 
Analyzers, Tank Racks, Straine rar f 


‘urnaces, Combust Chambers, Firebrick 
;; Electrodes, Fan Switches, Meters, Fueloil 
Paint Radiator Air Valve rsats & F] 1e Gas 
Stack Switches, Floats of All Kinds, Nozzles 
wers, Refractories, Radiator Shields, Ther 
Fil pigna Pressure-Regulating Valves 
ilk Station Equipment, Wrenches, Reels 
High Temperature Cements Water: 

11a Valve T ink F l B xe Thern 
Contr Truck Pur Saws, Air Filter 

Vent Pipe Furnace Contr 
B Switche Castings, Et 








oN 


Detailed market information on request 


FUELOIL & OIL HEAT 
232 Madison Avenue 


New York 16, N. Y. 


loil & oil heat 








ONE DOMINANT PUBLICATION SERVING MANUFACTURER, WHOLESALER, RETAILER | 


So watch out for layout stylizing. 
The truth is that layout technique: 
and methods have advanced tremen- 
dously during the past ten or fifteen 
years. Good catalog layout has been 
one really new thing in advertising. 

It has become too easy to lean 
on the layout man to supply the 
“something” to put a book over. 
Layout men have become very special 
ized and sure of themselves. They have 
demonstrated how a family resem- 
blance among the different advertise- 
ments of a space campaign can be 
achieved. They have also demonstrated 
how a family resemblance between 
the various pages or spreads of a cata- 
log can be maintained, 

The difficulty is that they have made 
this family resemblance between pages 
of a catalog—this stylizing—a fetish. 
Family resemblance is nowhere near 
so essential in the pages of a catalog 
as in advertisements of a space cam- 
paign, where it aids a reader’s mem- 
ory, speeds up his association and iden- 
tification and gives a cumulative effect 
to the advertiser’s messages. A reader 
of a catalog doesn’t forget the adver- 
tiser between pages. Stylizing of cata- 
log and bulletin pages has become, in 
many instances, the tail that wags the 
dog. To the artist, stylizing—the lay- 
out pattern—is the most important 
thing in a catalog. He sees to it that 
this motif is as obvious as possible— 
and usually too obvious. Stylizing is 
the thing that distinguishes his layout 
—makes it his, justifies the price he 
charges for his specialized services and 


skill. 


Layout Easier to Sell 





It is easier for the advertiser to 
evaluate a catalog layout that is sub- 
mitted to him than it is for him to 
evaluate the copy. The layout is an 
accurately made picture—it is tan- 
gible. Copy is intangible. It takes a 
lot more thinking to evaluate copy’s 
effectiveness. Advertisers find them- 
selves buying layouts “with the copy 
thrown in,” so to speak, When an 
advertiser thinks a layout is good, 
automatically he is inclined to think 
the copy is good also. The advertiser 
is less inclined to make this error if 
he puts himself in the frame of mind 
of the interested prospect, the person 
who wants to read the copy for what 
it actually explains. 

One justification for expensive cata- 
log layout is a situation in which the 
advertiser’s product and his com- 
petitors’ products are accepted as be- 
ing very similar. Then it may be 
desirable to use every means availaléle 
to enhance the bald statement of ad- 
vantages—to improve the 2 cmosphere 
(layout decorativeness) in which one 
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well carry your load.... 


Salesmen get awful tired lugging sample 
cases around on cold-canvass tours of 
industry — and their travels cost you 
a lot of money, too. We’d like to carry 
the story of your product to executives 
and engineers in 35,035 top-notch in- 


420 Main Street, 


INDUSTRY and POWER St. Joseph, Michigan 
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dustrial plants. The inquiries you’ll get 
will shift all your salesmen from cold- 
canvass to hot-tip selling. Drop us a line 
to find out about selling more goods to 
your customers at less cost. 





py IN 
PLANTS 
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presents these advantages as well as the 
way they are stated. However, the 
advertiser is much more aware of the 
similarities between his and his com- 
petitors’ products than are his cus- 
tomers, and he may be inclined to 
overestimate the need for being im- 
pressively different in the appearance 
of his literature. 

When you go too far on stylizing 
in a catalog something else has to give 
way—copy. . When the layout is of 
first importance the copy is made to 
fit it, not the selling job to be done. 
Copy has to be cut, set too small or 
otherwise made hard to read. It may 
have to overprint areas tinted by 












second color, which is there because 
of stylizing. Too often the layout 
man is dictating what shall go into 
the book. How many times have you 
heard: “We can’t use that illustration 
because it does not fit the layout 
style?” 

Now I say to heck with layout 
when the layout man rules out a good 
story-telling illustration for any reason 
he can give—his own inability to work 
it in, included. In fact, this inflexi- 
bility of layout stylizing is one of its 
most vulnerable features. When cata- 
logs are strong on stylized layout, pages 
take on a sameness after a few spreads 
become monotonous. I venture to say 
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UNSOLICITED LETTER 


tells how to increase sales in 
this 8-billion-dollar market ! 


Beaumont, Heller & Sperling, 


advertising, marketing and merchandising 


agency in Re -ading, Pe nnsylvania, recently said this in a letter to The 


National Provisioner: 
“We also want to.. 


. tell you that The National Provisioner is 


doing a swell job in getting inquiries for our client, Orr & Sem- 


bower, Inc. 


(makers of steam boilers). 


Off hand, . . . it’s one 


of the best publications on our schedule for getting results.” 


Here's 
Coverage of executives 
volume... 


voted by those packers 


some National Provisioner data that explains this enthusiasm: 
in plants doing 97% of the industry’s 


“the most useful” magazine 


(packers are spending 4 to 5 times their pre-war average.for new 
construction equipment and supplies). 


Write for details on this economi 
dollar meat packing field. 


- 7 
“uy id 


boost sales in the 8-billion- 


THE NATIONAL PROVISIONER 


407 S. Dearborn Street 


Most Important Publication in Food Field Since 1891 | 
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that five or ten years hence this mono- 
tony of over-emphasized stylizing wil! 
be the most distinguishing feature— 
and criticism—of literature being pro- 


duced today. Stylizing doesn’t eve: 
help an equipment buyer remember 
one catalog from another, which might 
justify using a lot of stylizing. Men 
who have many catalogs come across 
their desk remember the better ones 
by the sales approaches taken in them 
or the word-and-picture combinations 
used to put over ideas, 

Also, there is considerable similarity 
between stylized patterns. Layout men 
are great imitators. A few dozen 
really different layout patterns would 
cover them all. Moreover, a highly 
stylized layout can be used for a dozen 
different products, competitive or non- 
competitive, Try it yourself sometime 
and see—just change the pictures, you 
may not even have to change all the 
headings. Such interchangeability is 
less likely to be present when a copy- 
writer does his job first and well. 


Catalog Layouts Need Change 


The layout man will do himself a 
lot of good if he sets out deliberately 
to give his style pattern a few sudden 
jolts throughout a catalog—an oc- 
casional complete change of pace, if 
you please. As I see it, this is the only 
way for layout men to get out of their 
present tendency to over-emphasize 
and repeat (with small variations) a 
layout pattern. Think of the catalogs 
you’ve seen in which the layout pat- 
tern of page after page is essentially 
a wide, horizontal or vertical smear of 
second color! Layout men might take 
a tip from current magazine layout— 
every story gets a different layout 
handling. 

The much-vaunted “Life Magazine 
style” layout is really not one style 
but a deliberate mixture of layout 
patterns allowing large picture areas. 
It is entirely conceivable that the 
future 40, 60 or 80-page technical 
catalog will have three or four differ- 
ent layout patterns for as many differ- 
ent divisions—with none of them too 
obvious or too rigidly followed. 

Another but smaller fetish with 
catalog layout men is, for want of: 
better term, “speeding up the read- 
ing.” The average layout man con 
ceives the reader of a catalog or bulle 
tin as being in an awful hurry, To 
the artist, he is the big business ma: 
so often portrayed in the movies—th 
managerial genius with a half-doz« 
telephones on his desk and a constan' 
parade of lieutenants and secretaries 
up to and away from it. Such reader 
according to layout men, also knov 

(Continued on page 154) 
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[CONTINUED FROM Pace 40] 


Organizing for Research 


dard of performance such as would 
derive from specific and established 
functions, they don’t tell management 
what marketing research work is not 
going to be done. 

There are many advantages in being 
able to tell management we have no 
time to do anything in 1947 in this 
particular area of work. If manage- 


you are partially, but 
absolved of responsi- 


ment agrees, 
only partially, 


SL Ld ae 


through rose-colored glasses. For, 


equipment and supplies .. . 
let the facts be known, now . 


Keep your 
Products in 
the Mill Men's 
Minds Through 
Your Advertising 
in Their 
FAVORED 
Publication! 


Since 1919 a service 
organization to pulp 
and paper making. ‘ 
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THE PAPER AND PULP MANUFACTURING 
isn’t this the year that marks delivery 


dates on new, much-needed machinery, equipment and supplies? 





FRITZ PUBLICATIONS, 


fAST VAN B REN 


bility for that job. If they disagree, 
which is more usual, you may have 
to divert a few hundred or a few 
thousand man hours to it from some 
other job, or you may be told, if your 
functional responsibility setup is cor- 
rect, to go out and find a man to do 
the work. In any event, management 
knows in advance what you propose 
to do and what the cost is to be on 
an itemized basis. There is the oppor- 
tunity for management to know in 
advance just what information it will 
get and what it will pay for it. Just 
as ignorance breeds suspicion, so does 
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INDUSTRY eyes 1947 


Only more production can satisfy the demand for paper—and this means 
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the pulp and paper manufacturing industry. 
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with ample product information in the PAPER AND PULP MILL CATA- 
LOGUE and Engineering Handbook . 
COMPLETELY—AT LOW COST! Our knowledge of this great 
is at your service. Let us show you how to win it and keep it. 
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knowledge engender confidence, and 
there is not the slightest doubt tha: 
the relations between marketing re- 
search and management are improved 
when management knows in advance 
just what is planned to be done and 
has a hand in the final planning, At 
the end of any given period, you are 
able to say here’s what we planned to 
do, which you agreed to, here’s what 
we did, and here are the reasons for 
the variances, high or low. 

The establishment of a well defined 
program of work is also the best 
answer to any questions about num- 
bers of employes. If management has 
approved in advance a work program, 
it is relatively easy to translate that 
into man hours and people. 

If you use proper programs of work 
as a tool of good organization, you 
benefit by planning, weighing and ap- 
praising the future work; your rela- 
tions with management are improved; 
and each person in the department has 
a better knowledge of the established 
goals and the proposed means of ac- 
complishment. 

The next organization tool has to 
do with job descriptions and personnel 
specifications. A lot of patient, care- 
ful, thoughtful work has to be done 
to arrive at good results. Considera- 
tion of the specific functional respon- 
sibilities helps greatly in formulating 
the job descriptions. How these are 
grouped also is pertinent. In our own 
shop the 25 functions are divided in 
four major groups with separate staffs 
—market data, market demand, mar- 
ket supply and market performance. 

The personnel specifications are 
affected by the long term promotional 
sequence plans for your personnel. 
One of the best sources of executive 
talent should be the marketing re- 
search organization because of the 
diversity and types of work involved. 
We try never to hire a man without 
being convinced that he is a type who 
can go considerably higher in respun- 
sibility than in our own department. 
It is almost needless to say that we 
try to hire men to fit the job descrip- 
tions rather than to write job descrip- 
tions around the available men. Two 
by-products of good job descriptions 
are first, that they protect you from 
cast-offs from other departments as 
well as distant relations and friends 
of customers or management; and 
second, and more importantly, they 
help to establish suitable salary ranges 
for the ability and talent we require. 

The last of the five organization 
tools to be discussed in this talk relates 
to training. Here, again, the job can 
be done better when it follows the 
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four earlier steps of first, delineating 
the functions; second, writing a de- 
partmental objective; third, making a 
program of work; and fourth, creat- 
ing job descriptions and personnel 
specifications, It seems to me that in 
the past what training we have done 
has been too much in the narrow area 
of improvement of techniques. By 
raising our sights to train our people 
in good organization, both internal 
and as it affects outside relationships, 
[ think we can all move forward 
faster. Many people think, for 
example, of job descriptions as pieces 
of paper used only when hiring a per- 
son or filling a job. We consider them 
one of the foundations of our training 
program, especially in training for 
promotion. ' 


In conclusion, I want to make a 
plea that we make it easier for people 
to trade with us. I don’t think we 
have gone as far as we should to make 
it easy for management to buy our 
wares. Many times, it seems to me, we 
ask management to hack through end- 
less pages of unnecessary documenta- 
tion in our reports, If management 
has been sold on our integrity, these 
mental mothballs are very rarely 


needed. 


Worst of all, how many jobs do we 
turn out with a trigger? A trigger 
in our shop is that part of a report 
or recommendation which, in half a 
dozen sentences or less, gives manage- 
ment the necessary basis for agree- 
ment or approval, and so the possi- 
bility to activate the recommendation 
with the minimum effort on manage- 
ment’s part. Too many reports are 
written in such a way that manage- 
ment needs Scotland Yard abilities to 
ferret out the recommendations, if 
iny; the cost to implement these 
recommendations, if that was ever 
computed; and the benefits in money 
or otherwise, if such an estimate was 
made. We like to see these facts 
bundled up in one short paragraph on 
he first page of the report, which may 
be the only page read, and that is what 
we call the trigger paragraph. 


Marketing research has grown up 
like a precocious child, We all know 
ts rather startling mental resources. 
Now it needs to learn to get along 

ith its neighbors, to understand, and 
to be better understood by the hard- 

jiled characters there are in the 
orld. While the task is not an easy 

e to accomplish, I think we can do 

and that it will bring fresh laurels 
to the profession to which we dedicate 
our best efforts. 
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BLUE BOOK get 
positive, traceable 
returns. They get 
inquiries and orders 
in profitable vol- 
ume. To be sure, 
they win good will 
—they insure their 
market — they get 
all the value which 





any good advertis- 
ing can produce. In 
addition, they get 
direct proof that 
advertising in 
MACHINE TOOL BLUE BOOK pays a profit. 


For over 40 years MACHINE TOOL BLUE BOOK has been bring- 
ing its advertisers’ messages to select readers. Today it has a 
monthly circulation of over 35,000 . . . reaches more than 170,000 
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ing fields ... by men who specify and buy. Wherever machine tools, 
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. . an unusual headline. . . 


[CONTINUED FROM Pace 106] 


OK as Inserted... 
Aquella copy from getting the call. 
OK AS INSERTED. Salutas to JOHN 
DRAKE, account executive, HICKS 
& GREIST, New York. 

There are a number of fine ads 
addressed to the building manage- 
ment market. 


David E. Kennedy, Inc., asks and 
answers about Kentile: Is it hand- 
some? Is it practical? What’s the up- 
keep? What’s the cost? (See “Gal- 
lery.”’) 

Pittsburgh Plate Glass Company has 
another of its swell ““Color Dynamics” 
pages (See “Gallery”) telling how 
“Pittsburgh’s exclusive painting sys- 
tem helps you to plan color arrange- 
ments that are not only pleasing to 
the eye but also add to the health, 
comfort and efficiency of your clien- 
tele” through color illustrations of a 
dining room, foyer and private office 
and such copy as: 

Pittsburgh's science of COLOR DY 
NAMICS enable executives responsible 
for maintenance to specify with sctentifi 
accuracy color arrangements that retard 
fatigue, stimulate energy, improve morale, 
increase safety and promote well-being. 


David E. Kennedy, Inc. 
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Pittsburg Plate Glass 


The Sherwin-Williams Company 
and associated Kem-Tone companies 
go to the opposite extreme from Pitts- 
burgh with a buckeye treatment (See 
“Gallery”) of a comparison between 
Kem-Tone and “Ordinary oil-base flat 
wall finish.” It’s corny, but good. 
Beside each of the two competitive 
cans stands a man pointing at copy 
inside the can outlines which list the 
ingredients. The reader is asked to 
“CHECK” (big, with a big check 
mark, too) “the advantages of Kem- 
Tone over ordinary flat wall paints” 
and to “See for yourself!” the differ- 
ence. “The difference” is pointed out 
with arrows, 

Armstrong Cork Company offers 
“Ideas that Dramatize Your Build- 
ing” (See “Gallery”), which is a 
“reference library, conveniently locat- 
ed in your building for the use of 
business and professional tenants” that 
will “help raise your building’s pres- 
tige and attract future long-term 
leases”; the other two being applica- 
tions of Armstrong Linoleum—a ca- 
duceus inset for hospital lobby, a 
linoleum cove base to save cleaning 
time. 

*H. H. Robertson Company has an 
unusual headline in ““Ho Ho! Some- 
body’s Getting the Jump on Competi- 
tion!” 

What you look at is a picture of a 
Q-Floor being laid—“Two men can 
lay 32 square feet in 30 seconds. The 
Q-Floor immediately becomes a work- 
ing platform for all other trades.” 
The result: ““Q-Floors reduce building 
tirne 20 to 30%.” 

After that, copy suggests, “Now, 
consider the quick-change of floor 
layout that is possible with Q-Floors,” 
and goes on to tell about an electrician 
being able to “establish an outlet on 
every six-inch area of the entire ex- 
posed floor.” 

OK AS INSERTED, Fine stuff—an- 
other “winner” for this advertiser, 
produced again by SYD HUNT, ac- 
count executive, FULLER & SMITH 
& ROSS, Cleveland. 


Gallery 


Sherwin-Williams Company 
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INDBERG FURNACES 
“. , .well worth the Boost-of-the-Month. 


Boost-of-the-Month 


Lindberg Engineering Company has 
a good ad hure. Certainly plenty of 
hooks in the headline, ““Motor Manu- 
facturer Normalizes 3 Times More 
Gray Iron Castings! With 1/3 the 
Furnace Equipment. In 45% Less 
Floor Space. At 16% Saving in Fuel.” 
We like the Who? Where? When? 
What? How? deyice of providing ap- 
plication data. We like the subhead 
over the copy, “This increase is pos- 
sible because.” We like the paragraph 
headings, “Castings reach heat quick- 
er,” “Super Cyclones are never tied 
up while castings cool,” “‘Castings are 
handled more easily,” and the reason- 
why copy that follows them. And we 
like the logotype, “Lindberg Fur- 
naces.” Certainly a much more pow- 
erful way of handling a “who uses” 
theme than the ad mentioned a few 
paragraphs back. OK AS INSERTED. 
This is well worth the Boost-of-the- 
Month, herewith accorded to ROB- 
ERT S. AITCHISON, advertising 
manager, LINDBERG ENGINEER- 
ING COMPANY, Chicago, for copy; 
and JAMES SHROUT, H. L. 
RUGGLES & CO., Chicago, for lay- 


out, 


Armstrong Cork Company 
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NEW Data 
on Media 











The following changes in business 
paper specifications have been an- 
nounced since the Market Data Book 
number of Industrial Marketing went 
to press: 


Metal Working Equipment 
Announces New Rates 


Metal Working Equipment, pub- 
lished by Sutton Publishing Company, 
announces new advertising rates and 
payment of 2% cash discount on the 
new rate structure. 


New rates become effective Jan. 1, 
1947, for new advertisers, and July, 
1947, for old advertisers. Advertisers 
starting schedules before January, 
1947, will be entitled to old rates 
through June, 1947. 

The 12-time rate for 1/9 page is 
$115; for 2/9 page, $226. 


Heating and Ventilating 


The new schedule of advertising 
rates, which became effective Oct. 15, 
1946, is $280 for one page and $520 
for a double page. Twelve time rates 
are $180 for one page and $300 for a 
double page. The color rate is $50; 
bleed page, $25. 


American Metal Market 


The new rate card, effective Jan. 1, 
1947, provides for an agency discount 
of 15%, plus a cash discount for ad- 
vance payment. Rates—Open, per 
inch, $2; 250 inches, $1.85; 500 
inches, $1.75; 1,000 inches, $1.55. 


Railway Purchases and Stores 

Effective Jan. 1, 1947, the trim 
size of this publication will be 8% 
by 11% inches, in keeping with the 
new standard of NIAA. 


Bakers Review 


The over-all size of Bakers Review 
will be increased to 534 by 81% inches 
with the January, 1947, issue. The 
type page size will be 434 by 7 inches. 





Correction 


INDUSTRIAL MARKETING erro- 
neously titled Harold M. Gross’ 
November article “Research 
Changes Focus in Marketing of 
\luminum Scrap.” The title 
should have referred to the 
narketing of aluminum ingot. 
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[CONTINUED FROM Pace 43] 


Southern Industry 


tween agriculture and industry which 
makes for prosperity. 

The states in the region, for in- 
stance, are taking action to market 
themselves to business and industry at 
home, as well as outside the South. 
Every one of them is urging its citi- 
zens to establish businesses and indus- 
tries and doing everything possible to 
encourage those who have started. 
They are telling their stories to in- 
dustrialists in other sections of the 
engineers and re- 
solve 


nation, 
searchers to help 
their problems, find plant sites, obtain 
skilled labor, etc. The competition is 
determined and tough—a background 


assigning 
newcomers 


for progress. 

It would be «inaccurate to say that 
the South as a whole has just learned 
that “it 
until the war some of the states did 


pays to advertise.” Yet up 


nothing about promoting on a large 
scale; and this is still true in too many 
respects of southern industry as a 
whole. 

Today, with one exception, possibly 
two, every state is advertising, and 
the railroads, airlines, public utilities, 


banks, and others are backing them 


with campaigns of their own in 
national media. 

South Carolina is carrying out an 
advertising and publicity campaign 
for the first time; Kentucky is em- 
phasizing its faults in order to obtain 
readjustment andimprovement. 
Others are increasing their promotion 
outlays, pushing them higher every 
year through surveys showing how 
much such campaigns mean. 

Mississippi, long content to rest on 
the bottom rung, is giving the nation’s 
industrialists and rival states some- 
thing to talk about. It is on the open 
market for new industries with a 
“Balance Agriculture with Industry” 
program which authorizes cities to is- 
sue municipal bonds to construct 
plants for lease to companies coming 
into the state. 

On the other hand, South Carolina, 
through its Research, Planning and 
Development Board, is seeking new 
industry and business with the definite 
understanding that those already es- 
tablished have first call on its services. 
{t wants to keep its established indus- 
tries happy by helping them first. 

Promotion on the stepped-up scale 
of today’s campaigns is new to most 
southern states. Now they are going 


all out on tourist attractions and ac- 


industrial 
excellent 


commodations as well as 


facilities, mild climate, 
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Total number of readers plus the high buy- 
ing power of those readers are the factors 
that make a great business paper a great 
sales producer. 


MILK PLANT MONTHLY readers are 
heavyweights in their own organizations— 
they are progressive owners, managers, 
superintendents and foremen of America’s 
leading milk plants. All of the important 
buying. executives subscribe to MILK 
PLANT MONTHLY. They gladly pay the 
full subscription price, without premiums 
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MONTHLY is the recognized authority— 
the down-to-earth specialized technical 
journal. It enjoys exceptionally high read- 
er interest, and is frequently quoted by 
scientific journals. 

That's the type of business paper you 
want to carry your message to the impor- 
tant buyers in this great 7!/2 billion dollar 
industry. 

You can do a top-notch selling job in 
this industry through MILK PLANT 
MONTHLY at low cost. 12 full pages for 
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transportation, skilled and unskilled 
native-born labor, nearness to natura! 
resources and markets, adequate elec- 
tric power at reasonable rates and 
other advantages. 

Possibly the best example of indus- 
trial marketing in the South centers 
around the group of industries in 
Chattanooga, Tenn., which made sure 
their market would not vanish when 
Uncle Sam quit placing orders. Those 
companies which had been looking 
longingly toward the vast market 
south of the Gulf of Mexico organized 
the Chattanooga Export-Import 
Council. Makers of boilers, tanks, 
stoves, steel products, heavy machin- 
ery and equipment, etc., got together 
under Guy King, president of the 
Council. There were three main ob- 


jectives: 
1. A survey of manufacturers’ 
activities to determine what 


products they were making at that 
time (1943) which could be sold in 
those countries and what other 
products they could make to sell 
there after the war. 

2. A personal survey of the Latin 
American markets and their pos- 
sibilities by Mr. King. 

3. Establishment of representa- 
tives in the leading market centers 
of that territory. 

Big wall maps marked with colored 
pins testify to the thoroughness with 
which the council carried out its job 
of getting agents. More than 20 are 
listed. Under points one and two, the 
market is definitely established, the 
council receiving requests for products 
of its companies, The only drawback 
at this time is getting out the 
products, and the companies cannot 
catch up with domestic production. 
It is hoped that the demand created 
by the wartime missionary work will 
be there when supply is sufficient. 
(To Be Continued) 


CCA Elects New Officers, 
Directors at Annual Meeting 


George Morrison, Ingersoll-Rand Com- 
pany, is the new president of the Con- 
trolled Circulation Audit. He was elected 
at the 15th annual meeting of CCA Ni: 

8 at New York’s Commodore Hotel. 

Other new officers include Milton | 
Decker, Fuller & Smith & Ross, vic 
president; A. K. West, Climax Molybd: 
num Company, secretary; and Glenn Sut 
ton, Sutton Publishing Company, tr 
urer. 

Newly elected directors to serve thr 
years are, for the advertiser group, Rob 
Bennett, General Foods; George Mos! 
Seagram Distillers Corporation; and A 
L. Davis, Worthington Pump and Mac! 
ery Corporation. For the agencies, D 
M. Gordon, Ruthrauff & Ryan; and E. 
Elliott, Campbell, Ewald Company. [or 
the publishers, F. Morse Smith, Jndustrial 
Equipment News; and William Watt, 
dustry and Power. 
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a. is the hospital publication preferred by hospitals 

d in within the United States. That publication is HOS-. 

sar PITAL MANAGEMENT, which leads all other hos- 

‘i pital publications in this major classification, based 

atin upon its own calculations of the ABC publishers’ 

- statements for the six months ending June 30, 1946. 

nta- Here’s how the ABC papers stand:, 

ters 

red 43. more hospital Publication Total Hospitol ‘Cireuletion in the v. $s. 

om i ~ HOSPITAL MANAGEMENT _5,969 

job ee MODERN HOSPITAL 5,426 

= u. S. thon HOSPITALS 5,271 

the 4 publication: 

he °o n 

0m 698 more thon oe “ ‘. ‘ de, Ss 

ad ne While these figures do not appear in this form on 

the om the ABC statements, they are arrived at by applying 

“a | the first percentage figure in paragraph 10 of the 

ide publishers’ statements, to the total United States 

will circulation shown in paragraph 11. HOSPITAL 
MANAGEMENT enthusiastically accepts the re- 

| sponsibility for the above figures. 
ADDITIONAL EXCLUSIVE ADVER- 
TISING VALUES NOT SHOWN 
: ON ABC STATEMENTS: 


Maximum visibility for all advertisements 


cause of modern and easily-read makeup. 
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Readership—75% of superintendents subscrib- 
ing, route the magazine to their department 
heads. 


Editorial vitality and power. HOSPITAL 
MANAGEMENT continues to lead discussions 
in the big questions of the day that confront 
hospitals. 


Most complete sales and advertising services to 
advertisers. Write for details. 


Lowest rates per page per thousand circulation 
among hospitals. 


Reference Dato 
THE MARKET 


DATA BOOK 





Manofeneut 


100 E. OHIO STREET, CHICAGO 11 


© The Only Hospital Publi- @ 


cation which is a member 


of both the ABC and ABP 
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JUMBO- SIZE 


LOOSE-LEAF METALS 
BY SWING-O-RING 


You can carry a full inch of paper (more than 
200 sheets) in the new jumbo-size, Swing-0-Ring 
loose-leaf binder. Let us show you how the modern 
design of the multiple ring, Swing-O-Ring loose- 
leaf binder gives you this extra capacity without 
the bulkiness of ordinary ring binders. 


, Sty S-O-R 10 

L/ {00 Us > 
Division of The Fred Goot Co, inc ip ihe 
3h 6 DEAN Fag thy S 


BROOKLYN 17, N. 























The 1947 
TELEPHONE “Blue Book” 


and 


BUYERS 
GUIDE 


is now being compiled 


13th Annual Edition 
TO BE PUBLISHED JANUARY 15 


The only AUTHENTIC, 3-way 
cross-indexed directory of the 
manufacturers plus the products 
they serve to the $6,000,000,000 
telephone industry. 


The 6843 Independently owned telephone 
companies operating over 12,000 telephone 
exchanges in addition to the Bell System 
present a huge market. 


Write for information. 


TELEPHONE ENGINEER 


Publishing Corporation 
7720 Sheridan Road—Chicago 26, lil. 
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APPRECIATES NIAA ROSTER 


To the Eprror: Again I think all 
of us in NIAA should voice apprecia- 
tion to you and your colleagues for 
making available to us the member- 
ship roster included in your November 
issue, 

W. H. Coi.ins 
Assistant Advertising Manager, 
Scott Paper Company, 
Chester, Pa. 
PARDEE VS. FRY VS. PALEN 

To the Eprror: The October issue 
of INDUSTRIAL MARKETING just ar- 
rived. It will be interesting to note 
reader’s reactions to this trio of 
articles: 

“An Engineer Analyzes Industrial 
Advertising,” by Harvey S. Pardee, 
June, 1946. 

“A Primer for Engineers,” by 
Harry E. Fry, August, 1946, 

“There’s Something to Be Said 
for Both Admen and Engineers,” by 
V. W. Palen, October, 1946, 


You raised the question concerning 
the existence of this difference of opin- 
ion between Mr. Fry and myself in 
the Philips organization. Doubtless, it 
seems strange to you that two closely- 
associated individuals could work to- 
gether under such circumstances. 
Perhaps it reflects the birth of a new 
progressive spirit in the industry. In 
this particular case, Mr. Fry made no 
attempt to veto my article. Actually, 
he suggested and encouraged the 
friendly argument in print, He’s a 
swell guy, and now that we’ve both 
said our piece—we'll get back to work. 
V. W. PaLen 
Publicity Department, 
North American Philips Company, 
New York. 





To the Eprror:, On page 41 of the 
October issue of INDUSTRIAL MARKET- 
ING there appeared the article, ‘There 
Is Something to Be Said for Both Ad- 


men and Engineers,” by V. W. Palen 
This article, together with H, S. Par- 
dee’s and H. E. Fry’s articles in the 
June and August issues respectively, 
have created quite a bit of comment in 
our organization. 

If possible, may we have one set 
of tear sheets covering each of these 
articles in its entirety? 

Thank you for your cooperation and 
congratulations on an excellent maga- 
zine. 

WrwiaM L. Conner, Jr. 
Advertising Department, 
The Baldwin Locomotive Works, 
Philadelphia, Pa. 
REPRINTS GLADLY FURNISHED 

To the Eprror: Your article, “In- 
dustrial Advertisers Seek Ways to Off- 
set Rising Expenses,” in the Septem- 
ber issue of INDUSTRIAL MARKETING 
was so outstanding and so tremendous- 
ly valuable to every advertiser that 
we would like to obtain permission to 
send reprints of your article to our 
prospects and customers. 

Is it possible that InpusTRIAL Mar- 
KETING has made reprints of this 
article? If so, could we obtain 100 
reprints within the next few days? 


A. E. ALDRIDGE, 
A. E. Aldridge Associates, 
Philadelphia, Pa. 

(Editor’s Note: Reprints of this 


article have been prepared and are 
available on request at 5 cents each.) 





LIKES NOVEMBER ISSUE 


To the Eprror: It must be a source 
of great satisfaction to you to put 
together such a fine issue as your 
November one. It strikes me that this 
is unusually well balanced and inte: 
esting. I particularly liked the articles 
by Mr. Creaghead and Mr, Heitkam; 

Harry E. Fry 
Advertising-Publicity Manag: 
North American Philip: Ce., inc 
New Yor 


Readers are invited te use this department in which to express their views 
e on subjects which have been treated in these pages or any which may be 


of interest to industrial marketing men. 
be signed aos a matter of good faith. 
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The new-products publication 
for those who make and use 


plastics products. : 


HORIZONTAL readership— ([F 
throughout the broad fields of | 
industrial plastics applications. 


VERTICAL readership — through- 
out the plastics industry, from 
top executives down and 

tnrough its many branches— 

molders, extruders, fabricators, 

laminators, and plastics material 
manufacturers. 


Scores of progressive industries 
use plastics. Many more are 
| studying their uses. It is natural 
that PLASTICS WORLD gets a . 
prompt, thorough reading, with 
exceptional pass-on circulation. 


Send for latest rate card. 
27,000 Circulation 
Resultful @ Economical : 


CLEWORTH PUBLISHING CO., INC. [fh 
551 Fifth Ave., New York 17, N. Y. 
Chieago Cleveland Los Angeles San Francisco 











A Big Market For 


Lacquers 
Solvents 
Stains 
Enamels 
Varnishes 
Synthetics 
Spray Guns 
Drying Ovens 
Conveyors 
Compressors 
Spray Booths 


special Department 
Wood Finishing is 
sely followed by the 
~_le. An ideal and pro- 
tive setting for your 
erfijsing on the above 
shing s room require- 
ts, 


For Detaled 
Reterence Data 


THE MARKET 
DATA BOOK 


Business 
Publications 
Edit 























[CONTINUED FROM PacE 70] 


Employe Questionnaires 


this company and its employes must 
overcome?” 44% said meeting peace 
time competition ; 19% stated employes 
should have more interest in their 
work; 17% said improving quality of 
product; 10% said foremen were not as 
good as they should be; 6% said the 
same thing about workers and 4% said 
too many people absent from work was 

a problem. 

Based on an analysis of the replies 
by various groups, the company now 
plans to direct its efforts to those items 
in which the employes were most in- 
terested, and to curtail or eliminate 
those in which the least interest was 
demonstrated. 

Such a program for the future in 
many cases involves merely greater 
effort along lines already established, 
such as more information for employes 
about the company, and large training 
programs both for employes and super- 
visors and similar projects. While 87% 
of all the employes felt that they were 
receiving considerate treatment, 13% 
did not think so. Although it is im- 
possible to know who these people are, 
or why they felt as they did, it is an 
indication that still greater work has 
to be done by the company to improve 
its method of employe contacts, work 
assignments, etc. 


[CONTINUED FROM Pace 42] 


Technical Publicity 


equivalent advertising space would 
cost—this is usually a most convinc- 
ing figure. 

The primary purpose of this article 
is to arouse the interest of engineers 
in a new and most promising field of 
endeavor. If the expressed ideals aid 
only a few individuals to find an oc- 
cupation for which they are best 
suited—then the story will have served 
its purpose. 


Van Deventer, Baur 
Resign from Iron Age 


John H. Van Deventer, publisher of 
the Chilton Company's The Jron Age, 
New York, and Charles S. Baur, business 
manager, have resigned. : 

Thomas L. Kane, director of the Chil- 
ton Company, succeeds Mr. Van Deven- 
ter, and R. M. Gibbs, former Pittsburgh 
representative of The Iron Age, replaces 
Mr. Baur. 

Mr. Van Deventer joined the publica- 
tion in 1930 as consulting editor, and 
Mr. Baur had been with the company for 
more than 35 years. 


Zorn Joins Hitchcock 


Laurin J. Zorn has joined Hitchcock 
Publishing Company as general manager 
of its book publishing division known as 
Van Kampen Press, Chicago. 
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Look wHaT's Ye asout 


CONCRETE / 


NEW format 
NEW circulation 


NEW Editorial features 


NEW NIAA trim size 


* Send for complete details 
on the New CONCRETE today 


CONCRETE PUBLISHING CORP. 
1937 DAILY NEWS BLDG. CHICAGO 6, ILL 








Where is ? ? 
Railroad 
Purchasing Power? 


Here is a fact-packed folder giving essen- 
tial market data that will help you and 
your salesmen sell railroads more ef- 
fectively. 

WRITE FOR YOUR COPY TODAY! 
And - - - TO COMPLETELY COVER 
THE MULTI-BILLION DOLLAR 
RAILROAD MARKET... 


Advertise iM 


MODERN 


RAILROADS 





Over 20,000 Circulation 


Cover All 3 Buying Influencers 
l. The Departmental User. 
2. The Executive Approver. 
3. The Purchases and 
Stores Order Placers. 


Ask to see 
“WHAT RAILROAD MANAGEMENT 
THINKS OF ‘MODERN RAILROADS’ “ 


MODERN RAILROADS PUB. CO. 


326 W. Madison St. Chicago 6, Ill. 
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PIECE OF HIS MIND? 


OR ALL OF /T? 


The transit operator does not use 
one piece of his mind at 9 o'clock 
for thinking about buses; another 
piece at 12 o'clock for thinking 
about trolley coaches; another 
piece at 11 o'clock for thinking 
about street cars. 

He uses ALL of his mind in think- 
ing about ALL TYPES of transit 
operations. That's what makes him 
a transit operator. 

By the same token he reads Mass 
Transportation, the paper that cov- 
ers the ENTIRE industry. Send for 
latest rate card. 


MASS TRANSPORTATION 


Published by 
KENFIELD-DAVIS PUBLISHING CO. 
608 S. Dearborn St. Chicago, Ill. 








Editorially 
Directed 

to the 
Product Cleaning and 


Painting Depts. of Industry” 











.in the November, 1946 
issue, for instance: 


@ Cleaning and Finishing 
Aluminum Products 


@ The Human Urge for Color 


@ More Trained and Well Informed 
Foremen Finishers Needed 


@ Materials and Technique for 
Finishing Metal Grave Vaults 


@® Sandpaper That Gives More 
Work Value 


@ Random Comment on the 
industrial Scene 


Specimen Copy on Request 


Practical Publications, Inc. 
Publisher 
1142 N. Meridian St. 


Indianapolis 4, Indiana 
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Shortage of Raw Materials 
Causes Production Lag in 
Plastics Industry 


HE PLASTICS industry, in com- 

mon with many industries in 
America today, finds itself in the 
incongruous and unhappy position of 
starving in the midst of an unprece- 
dented backlog of orders. Demand for 
plastics in industry, the office and the 
home has skyrocketed. Yet, in the 
this inordinate desire, many 
fabricating plants are working with 
reduced staffs and utilizing only a 
small portion of the work week. Con- 
sequently, payrolls are being slashed 
and experienced help, which could 
otherwise be gainfully employed, is 
being laid off. 

The reasons for this provoking sit- 
uation lie in shortages of raw ma- 
terials, steel molds, mechanical equip- 
ment and a painful lack of exper- 
ienced personnel in the plants of the 
plastics material manufacturers and 
the mold makers. 

Although beset by a plethora of 
handicaps aggravated by strikes, the 
production of synthetic resins and 
plastics has risen from more than 43 
million pounds in November, 1945, to 
more than 66 million pounds in July, 
1946, a surprisingly high increase un- 
der the circumstances. The highlights 
of this heroic production schedule have 
been the greater availability of poly- 
styrene and the vinyls in addition to 
the wider use of vinyl and urea resins 
for textile and paper treating. 


face of 


The inherent rewards in so dynamic 
and progressive an industry as plas- 
tics have irresistibly attracted the 
skills and the ingenuity of countless 
small business men, With new injec- 
tion molding machines glistening in 
their new shops, they overwhelmed 
the molding and extrusion powder 
manufacturers. Coupled with the in- 
creased demands of the already es- 
tablished fabricators, the total effect 
was stunning. 

Although there are pessimistic spots 
here and there, we are heartened by 
the combined efforts of all the plas- 
tics material manufacturers in build- 
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A review of conditions within industries which influence 
industrial marketing procedure, by business paper editors. 


ing new plants, increasing production 
(as high as 600% in some cases) and 
widening employe-training programs, 

Continuing strikes and other diffi- 
culties will undoubtedly delay the at- 
tainment of these goals, but they will 
not appreciably lessen the avid inter- 
est in plastics. 

Public interest and anticipation in 
plastics were never higher. People are 
attracted by the appeal, the colors and 
the beauty which characterize many 
of the plastics. Then there is also 
ready acceptance of many of the 
newer plastics products because of 
their invaluable contribution in over- 
coming many mechanical and electri- 
cal problems. 

Greater things are still on the hori- 
zon for plastics—widened electrical 
applications, more plentiful use as 
structural housing materials, more 
beneficial utilization as decorative and 
dress material. There is great promise 
in what the development and research 
laboratories are now striving to attain 
to make plastics even better and more 
useful than they are to commerce and 
to industry. 

Another ray of hope on the horizon 
is the tremendous foreign markets 
which are fast opening as important 
outlets for what the American plastics 
industry has to offer, With many of 
their facilities destroyed or unable to 
be put back into immediate use, these 
foreign markets offer ever wider and 
important sources of income. 

At the moment, plastics have con- 
tracted the industrial epidemic which 
is sweeping the country. Funda- 
mentally, it is sound, and it is secure. 
It has a tremendous future. How 
quickly it can begin to attain the 
promise held out for it will depend in 
a large measure on how quickly the 
whole country can reestablish itself.— 
MicHaEt H. Froeticn, Editor, 
Plastics. 


Labor Uncertainty, Scrap 
Shortage Darken Outlook 
for Steel Industry 
NCERTAIN LABOR relations 
and a serious shortage of scrap 
may upset the apple cart with respect 
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to the outlook for the steel industry 
over coming months, but the longer- 
term prospects are singularly hearten- 
ing. 

Currently the  steelmakers are 
wrestling with a desperate scrap sup- 
ply scarcity. Most producers have 
been operating on an extremely nar- 
row scrap inventory for months past, 
and furnace shutdowns are inevitable 
unless stocks can be built up substan- 
tially before bad weather arrives with 
its accompanying slowing down of 
collections and shipments. 

Then, also, the immediate outlook 
for the industry is darkened by the 
threat of a strike of bituminous coal 
miners. Should this take place, it 
would be reflected almost immediately 
in lower steel production since the 
mills’ coal stocks are below normal 
and sufficient to support ingot opera- 
tions at the current high level, around 
90% of capacity, for only a limited 
time. 

In event the threatened scrap and 
coal emergencies are averted, the steel 
industry still will be on uncertain 
ground, for looming ahead right after 
the opening of the new year is the 
reopening of contract negotiations 
with the steelworkers’ union. Whether 
these will break down and result in 
a strike similar to that experienced 
early in 1946, only time will tell. 
Right now the steelworkers are de- 
veloping their demands which are ex- 
pected to include sizable wage in- 
creases and the guaranteed annual 
wage. 

What labor trouble and strikes in 
steel and related industries would do 
to the steel industry’s production pro- 
gram for 1947 can be deduced from 
the industry’s showing in 1946. As 
a result of the month-long steel strike 
early this year, and the still later coal 
mine strike, somewhere between 12 
million to 15 million tons of ingots 
were lost to potential steel output for 
1946. This loss was the direct cause 
of most of the supply scarcities which 
hampered consumer goods manufac- 
ture operations all year long. Repe- 
tition of this experience next year 
could be disastrous. 

Indicative of what the steel in- 
dustry can do in catching up with 
demand for its products is the fact 
hat despite the loss of tonnage due 
to the strikes, 1946 promises to be a 
record peacetime steel production 
year, Since settlement of the coal 
strike last May, the industry has op- 
erated steadily around 90% of 
capacity. As a result, ingot output for 

: year is expected to total in excess 
of 68 million tons, largest for any 


year on record prior to 1941. 

Despite this record-breaking output 
steel demand was far from satisfied. 
Severe shortages were felt all through 
the year in every segment of manu- 
facturing industry with consumers 
fighting desperately for delivery posi- 
tions on mill books, especially for the 
flat-rolled products. Imposition of 
government priorities for the housing 
program has added to supply difficul- 
ties, while unrealistic pricing policy 
of OPA has served to discourage pro- 
duction of certain much needed high- 
cost products. 

In recent weeks a few signs have 
appeared indicating consumers, here 
and there, are adopting a somewhat 
more cautious position in their order- 
ing. However, there is little prospect 
this change in buying sentiment will 
be reflected in any material easing of 
the pressure for steel supplies for some 
months to come, As a general thing, 
steelmakers expect that, barring pro- 
duction interruptions, they will be 
well on the way toward catching up 
with accumulated orders in most 
products by mid-1947. Flat-rolled 
steel, however, will be an exception in 
this respect even though something 
like 3 million tons additional sheet 
and strip rolling capacity is scheduled 
to be added to producing facilities 
over the next few months. 

Producers, while confident consider- 
able tonnage in the form of duplicate 
orders will wash out as the months 
pass and supply prospects brighten, 
are cautioning consumers that steel 
supply, while easing progressively, will 
continue tight through all of next 
year and beyond. As a matter of fact, 
the Civilian Production Administra- 
tion has worked up preliminary figures 
on prospective 1947 steel require- 
ments, based on 1946 experience, 
which indicate finished steel demand 
will exceed 63 million tons, about 7 
million tons in excess of anticipated 
production at 90% ingot operations. 
Whether these figures hold water, 
however, is questioned in steel circles, 
since it is pointed out demand condi- 
tions in 1947 are not likely to dupli- 
cate those in 1946, 

Long-term outlook for steel is 
highly encouraging. Pentup demand 
for consumer and durable goods 
products of all kinds arising from the 
cutting off of production during the 
war, assures a market for steel beyond 
normal bulk for several years into the 
future. Only when this pentup de- 
mand is satisfied will the steel situa- 
tion revert to normal.—Wii.iaM M. 
Rooney, News and Market Editor, 
Steel. 
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ulna and 
MANUFACTURING 
CONCERNS 

with Buyers Register 


A directory serving the Indus- 
trial and Manufacturing field 
for over forty years. Many ad- 
vertisers in the current issue 
have placed representation in 
Buyers Register every month 
for over twenty years, some 
starting as far back as 1909. 
Buyers Register also contains 
an editorial section replete 
with information on latest de- 
velopments and improvements 
in the industrial field. 
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HAVE 


AN ADVERTISING AGENCY 


« You do a better advertising job 
« You pay no more 
» You get greater results 


e You are relieved of many bother- 
some, time-consuming details. 


We welcome the small advertiser with 
a promising future. 


Cénsult Us Without Obligation 


FRANKLIN FADER CO. 


Advertising « Marketing Counsel 
605 BROAD STREET, NEWARK 2,N. J. 
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How Industrial Advertising 
Can Help Build Business 
By Helping People Buy 


Check your current advertising against 
the plan this new booklet describes. 


““DITCH-DIGGING’ ADVERTISING That Sells 
By Helping People Buy,” shows how to apply 
the principles and procedures of successful 
advertising directly to increasing the efficiency 
of industrial sales effort. It highlightsa selling 
philosophy that’s as useful when you're over- 
sold as when you're fighting for new business. 


Executives in any way concerned with dis- 
tributing industrial products find that 
**DITCH-DIGGING’ ADVERTISING” illustrates 
how, when and where advertising can best 
advance their interests. 


Advertising men find it prompting them to 
re-check their current methods against the 
full potentials of the selling tools they use. 


***DITCH-DIGGING’ ADVERTISING’ is $1.00 a 
copy. Just clip this ad and a dollar bill to 
your letterhead and mail to us. 





. “DITCH DIGGING” 
2 0 pages $] 00 ADVERTISING 
84x11 that sell, 

helping people ta 


Industrial Book Dept 
The SCHUYLER HOPPER C 


12 East 4ist St.. New York 17, W. 


Please mention “Industrial 
Marketing” when ordering. 








Check your new-product new 
questions 

What ia &? 
What does id da? 

HAow does id work? 

Alize 4 fi hii { ° l /, {? 
About what does i cost? 
Then send these dala and 
@ porta of the product to 
Industrial Equipment News. 
The more compmlele your 
facts the betier its introduc- 
lion to 53,000 plant men. 
Many of them are your pro- 


Bill Inish 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Ave., New York 1, N. Y. 
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[CONTINUED FROM Pace 38] 


Distributor a Weak Link? 


into two fundamental divisions: 

1. Working plan involving the dis- 
tributor and his manufacturing 
resource. 

Working plan involving the dis- 
tributor’s salesmen and _ the 
manufacturer’s salesmen. 


Plan 1. Could be worked out to fea- 

ture the following: 
a. A catalog or catalog pages. 
b. A direct mail campaign for the 
distributor to circulate to his cus- 
tomers, 
c. Enclosures for the distributor to 
circulate in his monthly statement 
mailings. 
d, Determination of shipping quan- 
tities and shipping weights to make 
it easier for the distributor to 
handle the line. 
e. Decorating the distributor’s show- 
room, 
f. Development of better packages, 
telephone directory listings, news- 
paper mats. 
g. Methods of telephone solicita- 
tion. 
h. Exclusive territories. 
i. Compensation for distributor 
salesmen. 
j. Directing customers to their 
regional distributors. 


Plan 2: 
a. Sales 
salesmen. 
b. Letters to distributor salesmen. 
c. Contest among distributor sales- 
men. 
d. Training distributor salesmen by 
a factory man working with them, 
attending Saturday sales meetings, 
etc, 
e. Development of manufacturer 
models and other sales devices. 


manual for distributor 


We are by no means suggesting that 
any manufacturer in the industrial 
field should or would employ all of 
these ideas in a single program, That 
would be putting it on too thickly. 
However, we are decidedly of the 
opinion that a considerable number 
of industrial manufacturers could and 
should build a well-rounded program 
around a sensible selection of ideas 
from this list. And it is well to 
remember, too, that any program 
adopted must be reviewed and changed 
periodically to meet changing condi- 
tions of the market. 

Industrial manufacturers spend an 
amazingly tiny percentage of sales for 
advertising. But the percentage of 
even strictly distributor volume spent 
by the industrial manufacturer in 


working with his jobbers just abour 
defies belief—it is so infinitesimal, 

A plan without a budget is not of 
much use. Therefore, it would seem 
that the time has come for the indus- 
trial manufacturer to decide that he 
can make money by sensibly investing 
more money on the _ distributo: 
What’s more, in deciding on such a 
budget, it seems to us that the manu 
facturer must recognize that the vol- 
ume the distributor builds helps the 
manufacturer’s direct volume. There- 
fore, this budget should not be deter- 
mined solely on the basis of the actual 
volume turned in by the distributor, 
but on his over-all potentialities. 

Moreover, it might be a smart idea 
also to bear in mind that selling costs 
promise not merely to remain high but 
to go still higher as competition be- 
comes more keen. The distributor, 
properly cultivated, can play some- 
thing of a role in reducing the cost of 
selling. But he can’t play that role if 
and when the manufacturer practical- 
ly defies him to do anything construc- 
tive. 

So we repeat—allot a budget for a 
plan of working with, and through, 
the distributor. Develop the plan. 
Then execute that plan. 

And don’t, please don’t, assign the 
plan to shortsighted, untrained under- 
lings. If the distributor isn’t worth 
any more than that to you, save your 
money. 

A workable budget and a workable 
plan require competent executive 
talent to produce profitable returns. 
Your plan should be under the execu- 
tive supervision of your sales man- 
ager and your advertising manager. 

It should be part and parcel, too, 
of your advertising agency service. 
We know full well that the distribu- 
tor doesn’t enter into the thinking of 
some advertising agencies. But we also 
know that working with the distribu- 
tor demands the preparation of litera- 
ture and other material of a strictly 
advertising nature. 

Now we insist that this literature 
and other helpful material for the dis- 
tributor of which we speak is every 
bit as important as an ad, or a series 
of ads, in an industrial paper. It 
requires the same high type of adver- 
tising talent: It should get the sam« 
high type of advertising talent. 

We regularly come back to the same 
conclusion, to wit, that the distributor: 
has a function to perform or he would 
not continue to exist. That function 
can be made to mean something 
worth while to the industrial manv- 
facturer only if and when he firmly 
decides to look upon the distributo: 
as someone in whom he has made a 
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AVAILABLE 


Top representatives of two highly 
successful business papers are forming 
a Publisher’s Representative Organiza- 
tion January first. 

They have a combined experience of 
thirty years in advertising, sales, 
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and market research. 
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manufacturers. 
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gressive and fully rounded sales or 
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payroll investment; and then decides 
to make that investment pay out. 

We expect no miracles from the dis- 
tributor. We know there will be some 
waste of the material offered to him. 
We know he will sometimes be slip- 
shod, erratic and guilty of 99 other 
sins of omission and commission. But 
there he is, nevertheless—a distributor 
who moves gigantic totals of indus- 
trial supplies. You can damn him from 
now until doomsday, but you can’t 
erase him as a distribution force for 
your business. 

It is also worth bearing in mind 
that there are some distributors whose 
annual volume is larger than that of 
many manufacturers in industry. 
They aren’t all small fry by any 
means. 

We believe firmly that one of the 
smartest moves an industrial manu- 
facturer can make is not to work with 
all his distributors, but to work most 
intensively with the 20 to 30% who 
can give him from 60 to 75% of his 
total distributor volume, These will 
be, of course, the better distributors. 
Put your distributor dollars back of 
them and undoubtedly they will put 
their selling power behind you! 


From “Reiss Tested Industrial Ideas,” 
October, 1946. 


[CONTINUED FROM PacE 60] 


Mailing Lists 


we received some 1,000 letters from 
customers requesting list changes, 
which may or may not have been in- 
spired by these mailings. 

During the period from Jan. 1 to 
March 15, when we stopped to count, 
there were about 24,500 changes, 
which was nearly three times the 
turnover in the same period of a norm- 
al year. 

So, for the first eight months of 
1946 we had a total of 42,303 changes 
in our list which numbered 181,000 
names in 1945. This compares to 
47,647 “ons,” “offs” and corrections 
during the entire year of 1945. 

At present, our list is down to about 
170,000, and our job now is to build it 
up again to cover all the new buying 
influences which have come into the 
picture since the war. 


Leidy Rejoins Globe Hoist 

Argus Leidy, former advertising and 
sales promotion manager of Globe Hoist 
Company, Philadelphia, has returned to 
the company after two years’ absence. He 
will again direct advertising activities for 
the hydraulic manufacturer, and supervise 
the company's export department. 
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FOR WHAT IT'S WORTH 





BY BOYCE CRAIG 








HE EXECUTIVE’S office was 


in a stew when I arrived. 


Mr. E. yelled at me: “If those 
industrial ads you prepared don’t 
have every nut, every bolt, every 
pin described—out you go!” 

Fortunately, the copy fairly 
“busted” with details, so I finished 
the breath he caught me on. 


“You see this pile of stuff 
here?” he yelled and picked up a 
handful of papers. “Look. Tear- 
sheets of ads up to my chin. Ads 
of products we might be interested 
in, but they don’t tell us anything 
about the product, 


“So what happens? I dictate let- 
ters to the company. It sends me 
a salesman—and you won’t believe 
this, but the salesman can’t say 
much more than the ad!” 


“That means,” he added loudly, 
“the salesman beats it out to learn 
the answer and returns later with 
it. Now, multiply that kind of rat 
race by all the products we need— 
and see why I’m mad! Companies 
want us to buy their products— 


but tell us nothing about them!” 

I asked him, “If ads told the right 
stuff, would they really sell you?” 

“Yes,” he said. ““They would sell the 
product mighty fast. It’s all bunk, 
some company’s idea that it’s up to 
the salesman to sell, I say, ads can 
sell too!” 

Yes, he “admired” informative ads 
even more than salesmen. 

““Here’s why,” he said. “First, | 
can read ads when I have the time— 
and file them for the time I need ’em. 
That’s what I wanted to do with 
these ads, but can’t, Imagine filing 
a company’s name and a picture! 

“Second. In good ads I can get the 
true story direct from the manufac- 
turer—in words he wants to use, and 
not the round-about language of his 
salesman. 

“Third.” Here he laughed. “Good 
layouts are even more pleasing to me 
than the most dapper salesman.” 

Elementary remarks-—but reason 
enough for all industrial ads to tell 
all! 

“Now,” he said, “show me my 
copy. And it'd better sell!” 





[CONTINUED FROM PacE 140] 


Industrial Catalogs 


just about everything, and all they 
need is a one-word heading for each 
spread—a sort of indexing. There 
seems to be quite an effort to avoid 
stopping the reader and tempting him 
to read the main blocks of copy. 
Reading such a high-speed and, 
naturally, highly-stylized catalog, is 
zig into this page, zag across that one, 
zig the next, zag, ziggety-zag, zig, 
zig, zag, zag and out. Such reading 
speed may have been necessary during 
the war, but it is less necessary now. 
Quite the opposite is wanted. The 
layout man should do everything to 
keep the reader reading his catalog— 
the more thorqughly the better. The 
copywriter, assisted by the layout man, 
should make the catalog so interesting 
that the reader will have less time left 
over to read competitors’ literature. 


Copywriters Cost Less 

Finally, let’s put the emphasis back 
on copy because it is currently a very 
timely and smart idea from a cost 
standpoint. Graphic arts costs are go- 
ing up fast; copywriters’ salaries are 
not. Give the copywriter who writes 
your printed matter. more cooperation, 
more background. Sell him on your 
product and your company. Make him 
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enthusiastic. Permit him to over- 
write and over-state in the first draft 
of the copy, if necessary. Remember 
it is easy for an advertiser to tone 
down copy but very difficult for him 
to inject enthusiasm into dull copy. 
Isn’t the sales manager always restrain- 
ing his more enthusiastic—and capable 
—salesmen? 

Well written, original copy doesn’t 
need expensive layout and reproduc- 
tion. A strong heading is read and 
believed whether it is printed in one 
or four colors, in a type face or hand 
lettering. There is also something of 
a correlation between weak or un- 
original copy and fancy, overdone lay- 
outs. Make sure that extra layout 
frill——and the more elaborate repro- 
duction preparations that go with 
them—stand a good chance of bring- 
ing in sufficient extra sales to justify 
the additional expense. Think twice 
about using highly colorful pieces un- 
less they are necessary to portray your 
products. Also, two inexpensive 
pieces may be better than one expen- 
sive piece. 


Modern Railroads Appoints Three 


Harry Brown has been named Western 
manager of Modern Railroads, heada 
tered in Chicago. Other appointments in’ 
clude Harold L. Stuart, Cleveland, Central 
manager, and Paul F. Jackson, New York, 
Eastern manager. 
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[CONTINUED FROM Pace 47] 


“Famous Sayings” 


duced the finished illustrations. While 
the subjects treated are seriously han- 
dled, they are not the usual stiff type 
of institutional copy. 

The black background is being used 
in Muskegon ads for the third year. 
It was retained for its striking effect, 
and also to provide a pattern for the 
framing of the upper portion of each 
advertisement in the series. A glance 
at the cover illustration on this issue 
will indicate how effectively this was 
done, The result is a striking cam- 
paign with each advertisement main- 
taining the continuity of the series. 

The first advertisement appeared in 
January with a silhouette of Thomas 
Edison and his immortal comment: 
“Everything comes to him who hus- 
tles while he waits.” Expanding on 
this theme, the copy begins: “Mr. Ed- 
ison had something there! Muskegon 
engineers are quick to pick up his 
sound logic and philosophy, continu- 
ing to follow it through the war pe- 
riod! They’ve hustled, and the re- 
ward is great! .. .” 

Then followed in monthly succes- 
sion ads featuring such famous quo- 
tations as: J. P. Morgan’s “Can you 
unscramble eggs?” Patrick Henry’s, 
“I have but one lamp by which my 
feet are guided and that is the lamp 
of experience;” 
“Put all your eggs in one basket and 
—watch the basket.” With each new 
ad the copy closely followed the 
thought and meaning of the particular 
individual quoted, 

The series reaches a climax with 
the December ad _ featuring David 
Crockett and _ his inflexible rule of 
conduct: “Be sure you are right— 
then go ahead.” To this, Muskegon 
engineers reply: “Here at Muskegon 
we feel that only after testing and 
proving, testing and proving, can we 
be right. . . and then we go ahead! 
Our chemical, physical, and dyna- 
mometer testing laboratories and road 
testing are dedicated to this purpose.” 

Reprints and personal letters, over 
the signature of T. E. McFall, Mus- 
kegon’s president, are mailed to 2,300 
executives and engineers in the engine 
building field each month. 

Since the purpose of the series is 
institutional rather than to obtain 
sales results on specific products, it 
is therefore not expected to be pro- 
ductive of inquiries in volume, Nev- 
ertheless, Muskegon sales engineers re- 
port. an unusual display of interest 
among the readers upon whom they 
call. 
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THE BIG NEWS 


for advertisers selling to 
the metal working in- 
dustries is the sharp in- 
crease in paid circulation 
of American Metal 
Market. 


Now being read daily 
by over 23,000 purchas- 
ing, sales and manage- 
ment executives in more 
than 8,600 plants and of- 
fices throughout the metal 
working industries. More 
than 200 leading sellers 
are advertising regularly. 


American Metal Market 
Published daily since 1899 
20 Cliff Street, New York 7, N. Y. 












































































































SALES MANAGER— 
INDUSTRIAL DIVISION 


The Sunnen Products Company, 
manufacturer of automotive and 
industrial honing equipment, has 
an opening for a capable man to 
direct sales and supervise field 
servicing of equipment. Must meet 
the following qualifications: 


Age 35 to 45. 

Professional mechanical engi- 
neer. 

Salary open. 


Must have thorough knowledge 
of industrial markets and market- 
ing methods. 


« 
Address: Personnel Department 


SUNNEN PRODUCTS COMPANY 
7900 Manchester Avenue, 
St. Lowis 17, Missouri 
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Books 


for Marketing Men 





ARSENAL OF DEMOCRACY 

By Donald M. Nelson 
Published 1946, by Harcourt. Brace & Co. 
383 Madison Ave., New York 17. 
Price: $4. 


In “Arsenal of Democracy,” Donald 
M. Nelson has written an important his- 
torical document. 

Through a series of “flashbacks,” dem- 
onstrating that Mr. Nelson is already 
familiar with the dramatic techniques 
employed by his new Hollywood asso- 
ciates, he traces the steadily mounting 
growth of this nation’s production for 
war. 

Like the World War I report of Ber- 
nard Baruch, this document will provide 
useful guidance for those charged with 
keeping this country prepared for de- 
fense. In simple, readable style Mr. Nel- 
son traces the mastering of many almost 
insoluble problems of purchasing, pro- 
curement and planning which contributed 
to the final swelling mass of industrial 
production. Particularly important to 
marketers are the comments on the role of 
Stacy May’s statistical studies of the na- 
tion’s resources, plant facilities and re- 
quirements which were so essential to the 
close integration of the entire production 
program. 

The book demonstrates clearly the need 
for adequate information on market re- 
quirements, sources of supply, and manu- 
facturing and transportation facilities in 
determining the final pattern of produc’ 
tion. It is obvious that this nation’s abil- 
ity to find out information, gained 
through advance census and _ research 
techniques, plays an important role in 
our strength in peace and in war. 


ECONOMICS IN ONE LESSON 

By Henry Hazlitt 
Published 1946, by Harper & Brothers 
49 E. 33rd St.. New York 16. 
Price: $2. 


Industrial employe and public relations 
men, who must translate the facts of our 
productive system into language that will 
be understood by all workers, will benefit 
from careful reading of this book. 

Mr. Hazlitt’s chapter on “The Broken 
Window” has received wide publicity 
through reprinting in The Reader's 
Digest. 

The book is basically an analysis of 
economic fallacies which Mr. Hazlitt 
terms “so prevalent that they have almost 
become an orthodoxy.” His central thesis 
is that sound economic thinking takes ac- 
count of the long-run no less than the 
short-run, the over-all public interests as 
igainst special interests, and the second- 
ary consequences as well as the primary 
consequences of economic policies and 
programs. His devastating attack on 
make-work schemes, subsidies to special 
groups and commodities, and taxes on 
production will receive varied reception 
from different political groups. 

Some of his logic is incontrovertible, 
but some of his ideas which are open to 
question gain acceptance because they are 
presented in the same clearcut style as 
“The Broken Window.” 

Whether readers of different political 


shades agree or disagree with the 
clusions, there is no question that 
Hazlitt has offered a brilliant example of 
popularization of economic material. 7 his 
alone warrants careful study by ad : 
who face assignments in the public rela- 
tions and industrial relations field. 


LA. 


FOR THIS WE FOUGHT 
By Stuart Chase 
Published 1946. by The Twentieth 
Century Fund 
330 W. 42nd St.. New York 18. 


Price: $1. 


Stuart Chase winds up his series of 
six exploratory reports on postwar ques- 
tions, published by the Twentieth Cen- 
tury Fund, with this readable summary, 
“For This We Fought.” 

In his usual engaging, simple style, Mr. 
Chase analyzes the problems of the return- 
ing veteran and the new questions posed 
by Atomic energy. He relates them to 
the economic, social and political policies 
which may be followed during the com- 
ing years. 

Mr. Chase sets two fundamental objec: 
tives for what he terms a middle road 
program: 

First, ways and means must be an, 
vided to smooth out the business cyc 

so that production, employment pom 

confidence remain continuously high. 

Second, certain essential services 
must be planned for, which otherwise 
would not be adequately furnished. 
Among the major items in his proposal 
are: 

1. A series of compensatory financial 
devices for smoothing out the business 
cycle and halting both inflation and de- 
pression. 

2. A flexible double budget, such as 
Sweden uses, where self-liquidating proj- 
ects are kept out of the expenditure 
side, and capital outlays are properly 
amortized over the life of the assets. 

3. Social security for every American 

4. The GI Bill of Rights for veterans 

5. Minimum wage and maximum hi 
legislation. 

6. Housing for everyone, with g 
ernment subsidies helping make up the 
deficit. 

7. Long-range soil conservation pr 
grams, including more projects of the 
TVA type. 

8. A workable jormula for minimiz- 
ing strikes and lockouts, perhaps embody’ 
ing Charles E. Wilson's proposal of re 
turning to the 1940 price levels with the 
equivalent of 1944 take-home pay. 

9. Government aid for scientific 
search, which Mr. Chase considers 
most important item in his entire ager 

10. Creation of a stabilization board 
of qualified experts, exceedingly well ; 
who should record the happenings of 
economy and make recommendations 
specific public action. 

A final keystone of Mr. Chase's 
gram is congressional reform. 

Such a proposal, Mr. Chase feels, 
help this country go along the mi 
road, without becoming an authorita 
state, “indeed with a good deal less 
ernment interference than during 
war. 


r 


INDUSTRIAL MARKETING, DECEMBER, 1946 








nmary, 


le, Mr. 
return- 
posed 
em 

olicies 


> COm- 


| 
ancial 
isiness 


d de 


ch as 


proj- 
diture 
pe! y 








Industrial Shows 
and Exhibits 











Dec. 2-7. National Exposition of Power 
and Mechanical Engineering, Grand Cen- 
tral Palace, New York. 


Dec. 9-14. Automotive Service Indus- 
tries Show, Atlantic City. 


1947 

Jan. 14-17. National Materials Han- 
dling Exposition, Public Auditorium, 
Cleveland. 

Jan. 19-24. Canning Machinery and 
Supplies Association Exhibit,. Atlantic 
City. 

Jan. 25-31. Society of Plastic Engi- 
neers, Navy Pier, Chicago. 

Jan. 27-30. Gamble-Skogmo, Inc., 


Planning and Merchandise Meeting, Min- 
neapolis. 

Jan. 27-31. Electrical Engineering Ex- 
position, Seventh Regiment Armory, New 
York. 

Jan. 27-31. 
ing and Ventilating Exposition, Lakeside 
Hall, Cleveland. 

Feb. 3-6. Automotive Accessories Mfrs. 
Association, Atlantic City. 

Feb. 17. Chicago World Trade Con- 
ference, Stevens’ Hotel, Chicago. 

Feb. 17-20. Concrete Industries Expo- 
sition, Hotel Sherman, Chicago. 

Feb. 23-27. National 
Home Builders of the U. 
ens Hotel, Chicago. 

Feb. 27-Mar. 2. Southwest Automotive 
Show, Sam Houston Coliseum, Houston, 
Tex. 

Mar. 3-7. Institute of Radio Engineers 
Show, Grand Central Palace, New York. 

Mar. 10-14. American Society of Bak- 
ery Engineers Meeting and Display, Edge- 
water Beach Hotel, Chicago. 

Mar. 11-12. Leather Show, New York. 

Mar. 17-19. Chicago Production Show, 
Stevens Hotel, Chicago. 

Mar. 18-20. Packagine Conference and 
Exhibition, Auditorium, Atlantic City. 

Mar. 22-27. Western Metal Exposition, 
San Francisco. 

Mar. 25-28. National Restaurant Show, 
Chicago. 

Mar. 31-Apr. 2. Midwest. Power Con- 
ference, Palmer House, Chicago. 

Mar. 3l-Apr. 4. Frozen Food '*4 

t and Trade Show, Horticultural Hall, 
B ton. 

Apr. 8-11. Sixteenth American Man- 

ment Association Packaging Exposi- 

, Convention Hall, Philade:iphia. 

\pr. 28-May. 1. American Foundry- 
men’s Association, Book-Cadillac and 
Statler Hotels, Detroit. 

pr. 29-May 1. Industrial Packaging 

Materials Handling Exposition, Hotel 


Seventh International Heat- 


Association of 
S. Show, Stev- 


Sherman, Chicago. 

1y 6-8. Petroleum Industry Electrical 
Association Conference, Rice Hotel, Hous- 
ton, Tex. 

y 11-16. Radio Parts and Electronic 


Equipment Show, Chicago. 

21-25. Pacific Chemical Exposi- 
Civic Auditorium, San Francisco. 
v. 29-Dec. 7. National Farm Show, 
Coliseum, Chicago. 


» 


Huerkamp Receives Award for 
Electrical Achievements 


Edward C. Huerkamp, sales manager 
of the lighting division for Westinghouse 
Electric Corpora- 
tion, has been 
awarded the James 
H. McGraw Award 
Manufacturers Med- 
al for 1946, in rec- 
ognition of his con- 
tributions to the 
electrical industry. 

Samuel B. Wil- 
liams, secretary of 
the McGraw Com- 
mittee and editor of 
Electrical World, 
announced that Mr. 
Huerkamp was 
chosen for his work 
“in organizing and directing the First 
International Lighting Exposition.” The 
Exposition took place last April in Chi- 
cago. 

Mr. Williams presented the bronze 
medal and $100 during the annual meet- 
ing of the National Electrical Mfrs. Asso- 
ciation in Atlantic City. Started 21 years 
ago by James H. McGraw, founder of 
McGraw-Hill Publishing Company, the 
award is designed to encourage construc- 
tive thinking for the advancement of the 
electrical industry. 





Edw. C. Huerkamp 


Engineers’ Digest Appoints Two 
Stephen A. Shepard and O. B. Abrams 


have been appointed advertising and pro- 
duction managers, respectively, of Engi- 
neers’ Digest, New York. 


lation, 








No publication in the Brew- 
ing Industry has equalled 
the pregress of the BREW- 
ERS DIGEST in the past 


seven years, 


The Digest has shown the 
greatest gains in paid circu- 
advertising volume 
and industry-wide popular- 
ity. Write for sample copies 
and descriptive data. 


For Detaled 
Relerence Dete 


THE MARKET 
DATA BOOK 
Buerent 


Editon 





CHICAGO 14— 965 Montana St. 
NEW YORK 17 — 333 E. 41st St. 











While attractive get-up and ap- 
pearance may not make a publica- 
tion, they do help tremendously in 
the reception it gets from would- 
be readers and prospective adver- 
tisers. 

With the foregoing as our major 
premise, permit us to point out, as 
a minor premise, that for over a 
half century WNU has been doing 


a grand printing job for a lot of 
publishers. Included in WNU’s 
magazine list are any number of 
weeklies, monthlies and annuals, 
some of which may be quite similar 
to yours in size, scope and frequency 


of issue. 


The conclusion is obvious. What 
WNU has done and is doing for 
others, it can do for you. 


PUBLICATION 


WEST ERN ANDOVER 1830 





NEWSPAPER 


DEPARTMENT 


UNION 210 SOUTH DESPLAINES ST., CHICAGO 6 


FROM COPY TO MAIL 


BAG—ALL 


UNDER 


ONE 


ROOF 
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irculation 


OUBL 


Pre-War 


WHY? 


Because more thousands 
than ever before—spend- 
ing more millions than 
evet before—are enjoying 
pleasure boating. 



































THAT’S WHY 





so many of Yachting’s 
advertisers are renewing | 
with bigger-than-ever | 
schedules. The greater the | 
market, the greater the | 





return! 











YACHTING PUBLISHING CORPORATION 
205 E. 42nd Street + New York 17, N.Y. 
Tel. MUrray Hill 4-0640 
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[CONTINUED FROM Pace 59] 


Job Case Histories 


ords, etc.—one that will be worth 
improving, in itself, and as a 
demonstration of the broad possi- 
bilities. 
3. Break Down the Job. Gather 
and record, in an organized man- 
ner, complete, detailed data on 
the present system—in respect to 
procedure, writing method and the 
forms in use. Make a chart to visu- 
alize clearly this present system of 
records in action. Be sure this 
picture is accurate in all details, 


4. Develop the Improved Method, 
Review answers to the questions 
what, where, when, who, how— 
and in every case why—to find 
what you can properly eliminate; 
what operations it would be better 
to combine in one, or rearrangé in 
sequence; what necessary steps you 
can simplify. 

What equipment, fixtures, racks 
or devices could be applied to make 
work easier and improve results? 

Develop your ideas for improve- 
ment. Make a chart suggesting any 
revised procedure. Make rough lay- 
outs of suggested forms, 


5. Develop Agreement as to the 
Best Way as of Today. Secure 
agreement among key people. Pre- 
sent your proposal as a basis for 
discussion to develop the best 
method as of today. Encourage 
suggestions. Make any necessary re- 
visions. Obtain acceptance by all 
persons involved. 

6. Apply the Improved Method. 
See that the new system is in- 
stituted with every aid necessary 


to insure a successful operation 
from the start: written standard 
practice instructions, procedure 


charts, job instructions. Follow up 
from time to time to see that the 
system is properly functioning. 
To follow this procedure, the exist- 
ing routine of the paperwork involved 
in a business function is analyzed and 
flow-charted in order that a clear pic- 
ture of the operation can be com- 
pletely presented. From this material 
the improved or proposed method is 
developed and flow-charted, making it 
possible to see immediately the pro- 
cedure improvements by comparing 
the before and after flow charts. 
Charts of this kind are a part of 
very complete case histories of jobs 
performed by the Standard Register 
Company, which are maintained in 
the company’s library. The library 
Contains data and specimen forms on 
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thousands of such jobs which have 
provided paperwork simplification to 
many businesses, both large and small. 


Because Standard’s customers and 
prospects were showing such great in- 
terest in these case’ histories and flow 
charts, the company decided to use 
case histories as its theme for national 
advertising. Each ad features the 
“after” flowchart of an actual case. 
The ad uses a customer’s name and 
business system as. the subject and 
points out the advantage and savings 
created by the development and in- 
stallation of a new control-system pro- 
cedure . . . or by the accomplishment 
of paperwork simplification, 

Typical examples in various types 
of businesses were selected from 
Standard’s library for the current 
campaign. 

The names of the American Car 
and Foundry Company, Hartford Em- 
pire Company, Younkers of Iowa, 
Hughes Tool Company, Cone Auto- 
matic Machine Company, the Her- 
man Nelson Corporation, and Mil- 
waukee’s Spic and Span Dry Cleaners 
show the versatility of Standard’s 
operations. 


The November advertisement fea- 
tures the John B. Stetson Company. 
In December, the Lionel Corporation 
will be the subject. 


In the preparation of the campaign, 
case histories are selected and the 
material submitted to the advertising 
agency, Stockton-West-Burkhart. The 
agency prepares the copy and layout 
which Standard submits to the custo- 
mer for approval. 


The compaign is currently appear- 
ing in American Business, Business 
Week, Factory Management and 
Maintenance, The Office and Time. 








WANTED!! 


Assistant 
Advertising 
Manager 


There’s an excellent opportunity here in 
rapidly expanding business. We seek an 
able man to handle production, also 
creative layout and copy on catalogs, 
bulletin, and house organ. Experience 
on boilers or other power equipment 
helpful. 


We are leading manufacturers of re- 
fractory specialties. Three factories in 
U. S., two abroad. Complete national 
distribution plus growing export trade. 
Nation-wide construction service. 
Reply by letter only, giving experience, 
age, salary, religion, ete. Address 
PLIBRICO CO., 1800 Kingsbury St., 
CHICAGO 14, ILL., Mr. F. S. Rieder. 
Samples faithfully returned. 

















W. are in the business of making 
complicated things easy to under- 
stand. We teach calculus without 
using the ugly word. We make 
sewage treatment plants sound 
exciting, and the intricacies of 


resistance welding crystal clear. 
We do this with words and pic- 
tures, and a lot of techniques we 
learned from the U.S. Navy. 


Ours is an organization of 100 
people—scientists, engineers, ar- 
tists, writers and photographers. 
We define our services as Public 
Relations and Technical Sales 
Promotion. Some of our clients 
call this an entirely new business. 
All agree that it stimulates sales. 


In the past year we have worked 
for Western Electric Company, 
General Electric Company, Bell 
Telephone Laboratories, American 
Telephone and Telegraph Com- 
pany, American Gas Association, 
National Radio Institute, Standard 
Oil Company of New Jersey, Por- 
table Products Corporation, and 
the Ford Instrument Company. 
If it is difficult to make your cus- 
tomers understand your products 
and services, we would like to 


work for you. 


PHILIP E. 


WILCOX, we- 


39 Park Ave., New York 16, N. Y. 











ARE YOU PLANNING 
A NEW CAMPAIGN? 


Strengthen your sales promotion 
with these “plus” services: 


Nationwide Service 


The Fensholt 

@ Company offers re- 
gional office service 

in le: ading trading 

centers. ““On-the 

spot’’service is av ail- 

able for all merchan- 

dising needs at minimum cost. 


Export Advertising 
With export 


counsel in New 
York, latest in- 
formation is as- 
sured on foreign 
markets and advertising media. 


Industrial Publicity 


Publicity pro- 
| grams, from 
“new product” 
releases to exten- 
sive newspaper 
campaigns, are 
planned to fit cli- 
ent needs. 


Merchandising Ideas 


New cartons 
and pac k ages 
designed for 
maximum visi- 
bility and turn- 
over. Also cour - 
ter cards, floor 
displays, etc. 
Submit your advertising problems 
to us for efficient planning. 


* 


THE FENSHOLT COMPANY 
=p Tine,» 


f . ADVERTISING 


# 360 NO. MICHIGAN AVE. 





*wer® CHICAGO 1, ILLINOIS 


* 


Members of 
American Association of Advertising Agencies 
and 
Continental Agency Network 


REGIONAL AGENCY SERVICE IN PRINCIPAL CITIES 
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1020. Petroleum Refining Industry Ex- 
penditures—1947. 

Petroleum Refiner has published this 
32-page booklet presenting data on do- 
mestic and export refining, natural gaso- 
line and petro-chemical industry opera- 
tions. There are data on trends in con- 
struction; expenditures for the past five 
years; estimated construction and main- 
tenance expenditures for 1947; and mar- 
ket coverage of Petroleum Refiner. 


1021. Where Is Railroad Purchasing 
Power? 

This is a four-page folder published 
by Modern Railroads containing data on 
the railroad market. Market data are ex- 
pressed as indices of the market poten- 
tial available for various types of prod- 
ucts sold to railroads. Several market 
factors are presented state by state for 
the benefit of advertising and sales execu- 
tives as well as field salesmen who are 
interested in developing railroad sales. 


1022. Directory of U. S. Export Pub- 
lications. 

A directory of U. S. export publica- 
tions is contained in the October issue 
of Export Advertising News, a publica- 
tion of the Export Advertising Associa- 
tion, New York. The directory lists the 
language in which each publication is 
printed and media data on circulation, 
format, and advertising rates. 


1023. Distribution Costs in Expanding 
Markets. 

The Domestic Distribution Department 
Committee of the U. S. Chamber of Com- 
merce is the publisher of this 32-page 
analysis of present distribution problems. 
It emphasizes the need for objective 
measurement of the effectiveness of the 
American distribution system. The ap- 
pendix contains a list of useful sources of 
cost control accounting and marketing 
research information. (Single copies free, 
quantities, 5 cents each.) 


1024. Sugar Data File. 

Market information on the beet and 
cane sugar industry is contained in this 
booklet compiled by the publishers of 
Sugar. The booklet contains data on the 
number of sugar mills and refineries in 
the U. S. and other countries, and the 
types and amount of equipment they re- 
quire. There is a breakdown of the equip- 
ment by types with the amount of the 
particular type of equipment that an aver- 
age plant would require. 


1025. Postwar Outlook for Oil Indus- 
try Products. 

This statistical picture of postwar mar- 
kets for oil industry products is published 
by National Petroleum News. There are 
statistical estimates, prepared by C. L. 
Burrill of the Standard Oil Company 
(New Jersey), on future demand for 
gasoline ard other oil products in the U. 

and abroad. Estimates on the number 
of passenger cars, busses, and trucks in 


RESEARCH 


use from 1941-1949 are given tegether 
with figures on the number of petroleum 
plants in operation. 
1026. The Story of the Architect. 
“This is Progressive Architecture” is 
a booklet telling of the changing con- 
cepts of architecture from early times. 
The booklet also outlines the editorial 
function of Progressive Architecture, 
formerly Pencil Points. 


1027. Foreign Trade (Basic Informa- 
tion Sources). 

The Department of Commerce has is 
sued this 46-page report listing references 
to basic published material on foreign 
trade. The booklet gives the title, — 
and source of issue of many governmental 
and non-governmental publications cover- 
ing the foreign trade Feld. Business or- 
ganizations interested in promoting for- 
eign trade are also listed. 

1028. A National Public Relations Pro- 
gram for the Baking Industry. 

Bakers’ Helber is the publisher of this 
booklet outlining a program of public 
relations for the baking industry. The 
objectives to be obtained and means of 
obtaining these objectives are discussed. 
The booklet states that 1/20th of 1% of 
the annual gross sales of the baking in- 
dustry will support a program of public 
relations telling the industry’s true story. 


1029. What the Market Buys. 

The publishers of Electrical Manufac- 
turing list 12 typical electrical products 
in this booklet and provide an easily read 
gvide to the materials, metals, parts, 
equipment and finishes that were speci- 
fied in their design. The guide gives 
manufacturers an indication of the many 
products that the electrical market buys. 


1030. Rock Products Condensed Media 
File. 

This is a seven-page brochure pub 
lished by Rock Products giving market 
information on the non-metallic mineral 
field. The plans for plant re-equipping 
of producers in this field are broken down 
by type of product. There is also in: 
formation on the editorial policy and 
market coverage of Rock Products. 


1031. Survey of Cuban Families. 
Reader's Digest International Editions 
has published this survey of Cuban fam 
ilies in an attractive brochure form. The 
brochure provides information on the 
economic status of typical Cuban Me 
lies and readership figures on Selecciones, 


a 


the Spanish edition of Reader's Digest 


1032. How Illustrating Techniques !n- 
crease Advertising Readership. 

The editors of Power have published 
their second yearly report on a continu’ 
ing study of advertising. This year's re 
port, in addition to confirming the find 
ings of last year’s report, shows that 
power engineers like charts, diagrams, 2n¢ 
graphs that give operating results an¢ 
show how to “hook it up.” 


Information compiled by publishers and others can be secured with- 
out cost through Industrial Marketing or direct from the publishers. 
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m™ MARKET SCOPE... 


ELECTRONICS has served for 16 years as the 
number one magazine for the designers, 
manufacturers and users of electronic and 
allied products. Throughout this time 
ELECTRONICS hos maintained its unequalled 
coverage of the all-important experimental, de- 
sign and production engineers in electronic 
and allied product manufacturing. This is 
ELECTRONICS’ first field. In its second field, 
ELECTRONICS serves’ the 
operation and maintenance engineer in every 


communications, 


type of wireless and wire communication. 
Again, in this field, there is penetration to 
all the important men. In ELECTRONICS’ third 
or industrial field, its second in number of 
subscribers, there is ao horizontal penetration 
to all types of industry. These ELECTRONICS 
subscribers are the users of industrial elec- 
tronic equipment for control, measurement and 
safety. This group of subscribers has in 
creased over 100% in the past five yeors. 
Every control, measurement and safety engi- 
neer, today, must keep up to date on elec- 
tronic developments and applications because 
the electronic circuit is integrated with almost 
every type of sensitive current operation and 
has penetrated into almost every industrial 
field. 

Because of electronics’ ability to speed up 
industrial operations the development of elec- 
tronic devices for industrial use has, itself, 
been speeded up until it is one of the marvels 
of the age. Yet the surface of this develop- 
ment of electronic devices for industry is 
only scratched. 

ELECTRONICS, as the magazine of elec- 
tronic theory and design and of the applica- 
tion of electronic circuits as used in radio, 
communication and sensitive current oper- 
ations in industry, reaches these vital groups 
RESEARCHERS, DESIGN and PRODUCTION 
ENGINEERS, and EXECUTIVES in plants manuvu- 
facturing radio, radar, television, facsimile, 
phonograph, telegraph; sound 
equipment; tube actuated industrial, thera- 


telephone, 


peutic and scientific devices; electrical meas- 
uring equipment; accessories and components 
CHIEF ENGINEERS, OPERATORS, MAIN- 
TENANCE MEN and EXECUTIVES in broadcast, 
recording, theatre, commercial, government, 
aviation, police, fire and marine radio and 
wire communications. ELECTRICAL, CONTROL, 
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DESIGN and PRODUCTION ENGINEERS, 
PHYSICISTS and RESEARCHERS in all branches 
of industry where sensitive current operations, 
automatic control and measuring, and safety 
devices are factors in operation. 


m™ MARKET OUTLOOK... 


To the electronic industry peace hos been a 
problem. The needs of the war served to make 
electronics one of the great industries of the 
nation. Government commitments in 1944 for 
four billion dollars worth of electronic equip- 
ment brought the industry to a dollar volume 
comparable to that of the automobile business 
in 1941 and the textile industry in 1939. The 
at-factory dollar volume of electronic business 
increased more than 1,330 per cent from 
1941 to 1945. 

On the surface it might appear that an 
80% dollar recession from the war peak to 
the estimated peacetime annual billion dollar 
volume would put the business of electronics 
in a serious situation. Such need not be the 
case. Although dollar increase from 1941 to 
war peak was some 15 times, increase in 
physical equipment was only about 4 times. 
This abnormal ratic was, of course, due to the 
military demand for quality items far beyond 
what is necessary for civilian operations, and 
due to the immense waste which is always a 
port of war. 

With prospects for normal business three 
times greater than 1941, and physical equip- 
ment only four times greater, not too much 
equipment need be idle and, because of the 
prospects for a long period of expansion, that 
not for long. 

The first and most important postwar market 
has been for radio replacements. This backlog 
has been building up since early 1942. In 
the first six months of 1946, 5,863,000 radios 
were produced in spite of many difficulties. 
This volume production, however, will not 
serve to wipe out the backlog market for re- 
placement radios estimated at 20,000,000 for 
the first postwor year. It may not even equal 
the 1941 production of 13,642,334 radios. It 
is apparent, therefore, that with f-m, facsimile 
and television production just beginning the 
radio manufacturing industry can look forward 
to continued prosperity. 

Non-communication electronics is limited 
only by its speed of acceptance in industry, 













electronic 


The 


OF THE 


medicine, agriculture, research, etc. There 
should be no great recession from the war- 
time peak before the truly great possibilities 
of this science should begin to build up into 
a volume which can approach that of com- 
munication electronics. 

There are three essentials which those now 
building electronic equipment must possess to 
stay in the parade. First is the engineering 
ability to be rapidly versatile in designing 
saleable electronic products, whether of the 
communication or the non-communication type. 
Second is merchandising and third is advertis- 
Maintained, 
down-to-earth, product-application advertising 
is still selling’s best foundation. 

Electronic components and equipment for 


ing preporation. reason-why, 


the three important electronic fields and in- 
dustry in general will be of vital interest to 
all readers of ELECTRONICS. New develop- 
ments, improvements, refinements, and cost re- 
ductions are being sought for continually by 
electronic engineers. If product advertising is 
factual, contains important data, graphs, 
applications, etc., it will be assured of wide 
and interested readership. 


™® EDITORIAL INFLUENCE... 


ELECTRONICS is considered the ‘‘text-book" 
for researchers, designers, production engi- 
neers, Operators and executives—the key men 
— in the three-way market of electronic manu 
facturing, communication, and non-communica- 
tion industrial electronics. 

These men come knocking at our door for 
the most basic of all reasons—we have some- 
thing they want. For more than 16 years our 
editors have lived with their business. In that 
time we've had to service these subscribers 
with the kind of editorial material they could 
put to work—stuff that is engineeringly sound, 
commercially practical, eminently newsworthy. 


m™® EDITORIAL STAFF... 


Here is the staff responsible for the quality 
and scope of ELECTRONICS editorial content: 

Editor: KEITH HENNEY—In radio since 1922 
and in the publishing business since 1925... 
Western Reserve ... Harvard Graduate School 

.. A term at Bell Telephone Laboratories .. . 
In 1925 Director of the radio laboratory of 
RADIO BROADCAST Magazine In 1930, 
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upon the founding of ELECTRONICS by 
McGraw-Hill, its Associate Editor, Managing 
Editor in 1934, Editor in 1935. 

Executive Editor: DONALD G. FINK—Gradv- 
ate of Massachusetts Institute of Technology. 
War Department Rador and 
Loran. Navy Department consultant on Atomic 
Bomb Tests. 

Managing Editor: W. W. MacDONALD — 
Joined ELECTRONICS in 1941, former editor 
of RADIO RETAILING . Years of electronic 
equipment manufacture, installation and main- 


consultant on 


tenance experience, with a practical know!l- 
edge of both communication and industrial 
electronic circuit applications. 

Associate Editor: JOHN MARKUS—Came to 
ELECTRONICS 1943. 1935-1942 was Technical 
Editor at National Radio Institute in Wash- 
ington. 

Associate Editor; VIN ZELUFF—Former Tech- 
nical Editor of RADIO RETAILING, came to 
ELECTRONICS after three years teaching radio 
theory in the N. Y. City school system 

Assistant Editor: FRANK ROCKETT — Former 
ty taught in ESMWT electronics and uhf labora- 
tory, universities and a technical school. Pre- 
viously occupied in OSRD radiation research. 

Assistant Editor: ALEXANDER A. McKENZIE — 
Dartmouth College. New York Telephone Co. 
Mount Washington Observatory. Blue Hill Ob- 
servatory. Carnegie Institution of Washington. 
Bartol Research Foundation. Yankee Network. 
Radiation laboratory, Loran Division, and 
Office of Publications. Come with ELECRONICS 
Oct. 1, 1945. 


m® QUALITY OF READERS... 


The men who subscribe to, who read and 
study ELECTRONICS are the men who origi- 
nate, design and create the products of to- 
morrow, and who specify what shall go into 
them. They are the important men in the three 
vital fields of Electronics—the men who do 
the buying as well as the specifying. They 
ore the men who are looking for and are 
interested in the product facts contained in the 
advertising pages and technical data in the 
editorial pages of ELECTRONICS. 


m COVERAGE... 


The ABC Statement for the period ending June 
30, 1946 shows ELECTRONICS’ total net paid 
circulation to be 29,585. That circulation is 
broken down in the following classifications 
which were obtained from subscription orders 
or by correspondence. 

1. ELECTRON AND ALLIED Copies 
EQUIPMENT MANUFAC. 
TURING 

MANAGEMENT, OPERA 
TION AND 
MAINTENANCE 

. INDUSTRIAL 

GOVERNMENT (Civilian 
Personnel) 
GOVERNMENT 

(Military) 
. DISTRIBUTION 


Percent 


6,577 22.23 


10.40 
19.68 


3,078 
5,822 
4,086 13.81 
1,800 6.08 
1,279 4.32 
SERVICE 1,441 4.87 
. EDUCATION 1,484 5.02 
LIBRARIES 683 2.31 
. STUDENTS 225 0.76 
Independent consulting and 
experimental engineers, 
labora- 
and electrical and 


nonmanvufacturing 
tories 
mechanical engineers affili- 


1,283 


ation unknown 


11. Members of Armed Forces 

(not classified above)... 707 2.39 
12. MISCELLANEOUS ......° 298 1.01 
13. UNCLASSIFIED .... . 822 2.78 

A further breakdown of these classifications 
shows a complete penetration and coverage 
of all Electronic fields. 

In addition to this circulation there is a 
pass-on readership of 4.84. This figure was 
obtained from a survey among oa representa- 
tive group of subscribers. It brings ELEC- 
TRONICS total readership to the factual figure 
of 143,191. 


m CIRCULATION NET PAID... 


ELECTRONICS’ circulation has climbed from 
5,000 in 1930 to 30,000 today. Growth has 
been healthy and consistent with the growth 
of electronics itself. ELECTRONICS has, ever 
since its founding in 1930 been the number 
one publication in its field—and has con- 
sistently led in circulation. It lists among its 
subscribers all the important companies and 
all the important men in all the important 
electronic fields. Below is a graph of its cir- 


culation since 1930. 
30 


27! eLecTRONICS’ | | 
24-+—NET PAID +++ 
| CIRCULATION || 





++ 


wee 
ABC Canse 


-- + - + +--+ + 4-4+--4-+—-+ [or om ce 


} } 
. 2 
+ + 4 ++ +-- +--+. —+ 
} j * 
i 


| 
+ 


— W 


OW DON YW ® 





Thousands 


-—— 


= eeenean 


seee ue! 


+e 4 | 


a 











+—+—+> $-—4-__4_4 t Ee 




















930 1934 1935 1942 1946 


m ADVERTISING... 
The advertising linage in ELECTRONICS has 
kept pace with the industry and is illustrated 
in the graph below. Every important field and 
every important company is represented in 
the advertising pages of ELECTRONICS. 
350 +4 ++ 
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495 pages for -) 
two issues in 
June, 1946 
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During 1937 ELECTRONICS ran an average 
of 40 advertising pages per month. In the 
first six months of 1946 (which includes the 
new additional June Buyers’ Guide Issue) 
ELECTRONICS ron an average of 286 pages 
of advertising per Editorial content 
has kept pace over the years with this adver- 
tising increase. In 1937 there was an average 





issue. 


of 47 editorial pages per month. In the first 
six months of 1946 there was an average of 
131 pages of editorial per issue —an increase 
of almost 200%. 


m CLASSIFICATIONS... 


Manufacturers of the following list of products 
(not complete) are consistent users of the 
advertising pages of ELECTRONICS. They find 
that the broad coverage of ELECTRONICS gets 
their product message across where it is most 
needed. 

Amplifiers . . Anodes . . Antennas . . Atten- 
. Breakers, circuit . . Cabinets, panels, 
stampings . . Capacitors . . Cements, varnishes, 
compounds, enamels . . Ceramics . . Coils, 
chokes, inductors . . Connectors, plugs, jacks, 
lugs, couplings, terminals, posts . . Contacts, 
Contactors . . Controls, electronic . . Converters 
. . Cores . . Crystals & Equipment . . Dials, es- 
cutcheons, knobs, pointers .. Draughting equip- 
ment . . Facsimile . . Fasteners, screws, etc. . . 
Gases, rare . . Generators, motors, converters 
. . Heating, UHF . . Interference eliminators . . 
Meters . . Insulation . Insulators . . Lamps, 
pilot, panel . . Magnets . . Metals . . Micro- 
phones Oscillators Oscillographs 
Plastics . . Power supplies, vibrators . . Radar 
equipment . . Recording equipment, sound . . 
Rectifiers . . Regulators . . Relays . Resistors, 
rheostats, potentiometers . . Sockets . . Speak- 
ers, headphones . . Springs . . Steatite . . 
Stroboscopes . . Switches . . Television . . Ter- 
minals . . Timers . . Transformers . . Trans- 
mitters, receivers . . Tubes . . Tubing, metal . . 
Voltage Regulators .. Wire .. X-ray equipment. 
A cumulative index of the editorial content of 
ELECTRONICS from April 1930 to December 
1945 is available in booklet form. Articles of 
special interest are reprinted and are avail- 
able upon request. ELECTRONICS also pub- 
lishes a monthly booklet in digest size called 
“Electronic Markets."’ Its contents are directed 
toward Management, Sales and Advertising 
men, and is available upon request. 


™ DISPLAY RATES 


Rates based on the total space used within 


vators . 


one yeor 
12 pages within one year. ..$350.00 per page 
360.00 per page 
365.00 per page 
370.00 per page 
385.00 per page 
Fractional Pages — Cost per Insertion 


8 pages within one year... 
6 pages within one year... 
4 pages within one year... 
less than 


The following rates are quoted for the con- 
venience of advertisers using a 
advertisements of the same size. Rate earned 
based on total space used within one year — 
12 issues. 


series of 


12 times 
$240.00 
128.33 
64.17 ° 


ltime 6times 
Two-thirds page. .$256.67 $246.67 
One-third page 128.33 128.33 
One-sixth 64.17 


McGRAW-HILL PUBLISHING CO., INC. 
330 West 42nd Street, New York 18, N. Y. 
Offices and Managers 
H. W. MATEER, Publisher; J. E. Blackburn, Jr., 
Director of Circulation; Wallace B. Blood, 

Manager; R. S. Quint, Research Manager. 
DISTRICT MANAGERS, D. H. Miller, H. Den- 
mead, New York; R. H. Flynn, H. D. Randall, 
Jr., New England; F. P. Coyle, R. E. Miller, 
Philadelphia; C. D. Wardner, A. F. Tischer, 
Chicago; E. Smith, Cleveland; R. C. Maultsby, 
Atlanta; R. N. Phelan, los Angeles; J. W. 
Otterson, San Francisco. 
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America’s Most Important 


Business (and Market!) 


Processing of food is America’s biggest 
business: 

First in number of establishments (21% 
of all plants of $100,000 or more of manu- 
factured products). 

First in cost of materials and contract work. 

First in value of manufactured products 
(18% of all manufacturing industries). 

First in expenditures for plant and equip- 
ment. 

First in value to products added by manu- 


facture. — 
First in number of electric motors (18% 


of all electric motors and 11% of electric 
motor horsepower). 

First in mumber of persons employed 
(13.2% of all in the manufacturing indus- 
tries). 

First in requirements for packages and 
containers (45% of corrugated and fibre- 
board shipping and folding cartons). 


What About Production 
and Processing Equipment 
and Material Required? 


Here is the food industries market in 
terms of equipment and machinery used — 
and required. 

Material Handling Equipment: Convey- 
ors, trucks, hoists, scales, pumps, valves. 

Crushing, Grinding & Disintegrating: 
Pulverizers, mills, homogenizers, slicers, 
cutters. 

Mixing, Blending & Separating: Mixers, 
Screens and sifters, agitators, colloid mills 
and homogenizers, filters, centrifugals, dust 
collectors. collectors, and precipitators. 

Heat Generation & Application: Boilers, 
kettles, ovens, pasteurizers, evaporators, de- 
hydrators and dryers, heat exchangers. 

Refrigeration & Air Conditioning: Com- 
Pressors, unit-coolers, air-conditioning sys- 
tems, fans, insulation. 

Instruments: Plant instruments for tem- 

perature, pressure, flow, humidity, and liq- 
uid level. Laboratory instruments for anal- 
ysis, control and research. 
_ Packaging: Filling, closing, labelling, seal- 
ing, wrapping and stitching machines. Paper, 
tin, glass are special materials. Closures for 
all types of containers. 


PUBLICATION 


Cleaning and Fumigation: Cleaning com- 
pounds, vacuum cleaners, brushes, cleaning 
and washing machines, fumigants and fumi- 
gating equipment. 

Power Transmission & Electrical: Motors, 
speed reducers, belting, chain switchboards. 


Editorial Influence 


Food Industries is edited for those who 
control quality through management and 
production in the 12,000 worthwhile plants 
throughout the food field — that group of 
plants relatively small in number (25% of 
the total) but tremendous in capacity (90% 


Trend of Food Industries Circulation-Net Paid including Bulk 
( Based on Semi-Annucl ABC Statements ) 
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of the total volume) and in the influence 
they exert. through their leadership, on the 
whole industry in general. 

They need and use — and profit by — the 
exclusive service which Food Industries 
renders in supplying them with the broad 
overall picture of food processing. The food 
processing industries with a diversification 
of products operate horizontally. Thev have 
common fundamental interests in the con- 
trol of quality, unit operations, sanitation, 
air conditioning, materials handling, mixing 
and blending, heat application, refrigera- 
tion, packaging, instrument and laboratory 
control, fumigation, etc., etc. 

Food Industries is designed to raise the 
standards of efficiency, economy, and tech- 
nological excellence. It keeps the food 
processor abreast of new developments in 
every phase of the industry, and, also, keeps 
advertisers and prospects informed regard- 
ing equipment and products, with which 





SALES MANAGER 
NEW YORK 18 Ivan C. Miller 
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the processor can implement all these 
changes. 


Editorial Staff 


EDITOR: Lgusenes V. Burton — B.S. in Chem. 
., M.S. in Biochemistry, U. of Ill.; Ph.D. 
acteriology, Yale; Chemist, Gibson Can- 

ning Co. ; Asst. to Supt. Prodn., — & Con. 

eet and later Asst. to Gen. Supt., Libby, 

McNeill & Libby; World War I, Food & Nutri: 
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Eatmore Chocolate Co. ; Mentber it. Am. 
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Gonzaga U.; BS yee. pract. exp. in prod. and 
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Bus. and Cir. Mer., Benton Evening Fa 
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Haldane Gee — B.A. in Chem., M.A. io 
Zymolo; Ph.D. in Zymolo , Physics, Physi- 
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fon Yale; Asst. Prof of Calif.; Toronto 
Star, "Toronto Globe, The Canadian Press, Sci- 
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EDITORIAL REPRESENTATIVES: (Washington) R. S. 
McBride — Consulting Chem. Eng. spec. in 
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(San Francisco) N. A. wers — Head of 
Editorial Div. on West Coast for McGraw-Hill, 
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What Is Food Industries 
Catalogs? 


Food Industries Catalogs is a catalog ser- 
vice to make instantly accessible manufac- 
turers buying information on machinery, 
equipment, materials and supplies to the key 
buying influences in the food processing 
field. 


Who Gets and Uses It? 


Published in mid-summer, it is distributed 
without charge to a selected list of more 
than 12,000 processing and production en- 
gineers and executives in high-rated food 
plants 

This “master list’ corresponds closely to 
the “worthwhile” plants shown by the U.S 
Census of Manufacturers, each of which pro- 
duces 100,000 or over annual value of prod- 
ucts and which are responsible for 90% of 
the total production of the entire Food 
Processing Industry 


What Does It Contain? 


Food Industries Catalogs is arranged in 
three sections for ready references: 


(1) For quick reference there is a complete 
DIRECTORY OF MANUFACTURERS 
This lists by product the names and ad. 
dresses of the manufacturers producing it 
Bold-face listings direct attention to the 
pages where catalogers give detailed infor- 
mation on their products 


2) Another quick check for information is 
the ALPHABETICAL COMPANY NAME 
AND TRADE NAME INDEX. Manufac- 
turers who use space in the catalog section 
are listed in bold-face type and the page 
numbers of their catalogs are given 


(3) The CATALOG SECTION brings to 
the buyer the facts he wants to know when 
he is ready to make a buying decision. Here 
is the detailed information on a product— 
straight, informative catalog material pre- 
sented at the point and time of sale 

The book provides the opportunity of 
doing a product justice — of presenting all 
the facts a food processor must have to make 
an intelligent choice. The catalog pages talk 
directly of the application of the product to 
a food plant function rather than the more 
general description necessary in cataloging 
for a wide and unrelated range of markets 
The Catalog Section offers ideal catalog ad- 
vantages for this on specific and major mar- 
kets — advantages of like importance to 
buyer and seller 


















































What About the Food 
Industry Market? 
The Food Processing Industry constitutes 


one of the great industrial markets of Amer- 
ca, Viz: 


52,000 (12,700 worthwhile 
— U. S. Census) 


Establishments 


Employing 1.376.361 persons 

874.995 electric motors* 

8.996 steam engines 

2.672 Diesel engines 

2,522 other internal com- 
bustion engines 


Operating 


7.296.476 installed 
horsepower* 


Utilizing 


Paying $1,487,465,758 in salaries 
and wages* 
Spending $221,379.509 for machin. 


ery and equipment* 
$7,021,283.375 for mate- 
rials, containers, sup- 
plies* 
$80,000,000 for fuel 
$51,756,950 for purchased 
electrical energy* 


*U. S. Bureau of Manufacturers, 1939 


With these materials, plants, equipment 
and manpower, it adds $3,582,667,296 by 
manufacturing to food products valued at 
$11,294,889,859. 


Annual expenditure for plant and equip- 
ment by 27,349 plants (doing 85.8% of the 
total volume of business) was $221,079,509.* 


Every Food Plant Needs 
New Equipment Now 


While food processing methods are 
changing to modern, efficient, continuous 





production, it is difficult to find one food 
plant that does not need new equipment, 
War production schedules of twenty-four 
hours a day for seven days a week have bat. 
tered equipment almost beyond endurance. 
As pressure is being lifted off of critical 
materials, we discover a vast new market 
for food plant equipment both here and 
abroad. Although the firing has stopped, 
the feeding continues, and the food proces. 
sing industry is preparing itself for years 
of peak demand and production. 


Food Industries Catalogs 
—A Market Place 


Here food plant men look for latest devel. 
opments and for sources of equipment and 
material. Here is a much used catalog ser. 
vice for the men who buy and who influ. 
ence buying. An increasing number of lead- 
ing suppliers are using F.I.C. for detailed 
cataloging of their products. 


How About Copy? 


Copy of a catalog nature, giving essential 
product data is acceptable. Before preparing 
copy we would like to send you the folder 
“Copy requirements, Mechanical Specifica. 
tions and Helpful Suggestions.” If desired 
our Copy Service Department will be glad 
to make suggestions on how to make the 
best possible use of space. 


Closing Dates? 


Last day for space reservations. ....May 1, 1947 
Last run-of-book copy in N. Y.....May 5, 1947 
Photostats or copy for inserts 

(for indexing in Dmectory) May 5, 1947 


Last insert copy to printer 
(if we print the inserts) 
Last inserts to the bindery 
(if advertiser prints inserts). ....Jume 5, 1947 


May 26, 1947 


SEEING IS BELIEVING 








See your competitors’ equipment and your own 
at work in food processing plants. This helps 
visualize “America's Largest Industry'’ and 
your sales opportunity. See, too, how Food 
Industries’ editorial coverage provides the 
vehicle for profitable advertising. 

In our promotion piece, Food News, we 
take you through major food plants — here 
is your equipment story in pictures. 

Scheduled for this year are a sugar re- 
finery, a brewery, a modern canning plant, 
a malt house, a confectionery concern, a 
raw sugar refining plant, and a sweet 
potato starch plant. See for yourself how 
many unit operations are common to all 
food plants. This may broaden your ideas 
of your market in the food processing field. 
Many salesmen have found new applica- 


| 





tions for their equipment. Agency men tell us Food News provides usable and 


hard-to-find research material. 


See Food News pictured tours through these plants that are or should be cus- 
tomers of yours. Then take a look at the editorial and advertising contents of 
Food Industries magazine. This is the most practical demonstration we know of 


to present Food Industries as the medium you should be using. 


Food News goes to you with our compliments. 
Write us, if you are not now on the mailing list. 
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A McGRAW-HILL PUBLICATION 






* THE MARKET 


FACTORY is planned, written and edited 
for the men of the Plant Operating Group 
athe broad manufacturing industries 

By the broad manufacturing industries 
we mean those establishments which are en 
gaged in transforming raw materials into 
hnished products 

The men of the Plant Operating Group 
are those responsible for production or maain- 
tenance operation of America’s industrial 
plants. 


* MARKET SCOPE 





FACTORY’s Market includes those plants 
which produce 
—every type of machinery and metal 
product 
—railroad, aviation, automotive and all 
other transportation equipment 
chemicals and chemical products 
paper and its products 
plastics 
foods, beverages, 
products 
stone, clay and glass products 
textiles and textile products 
-wood and wood products 
-leather and its products 
In other words, every type of manufactured 
product 
This is a market which has grown and 
changed amazingly since the last U. S. Census 


tobacco and their 





of Manufacturers was made in 1939, Con- 
servative recent estimates show, for example, 
the Index of Industrial Production 60% 
higher than in 1939! 

To serve this market as FACTORY does, 
you need up-to-date market information 
and FACTORY has it! Unwilling to base its 
postwar plans on 1939 figures, FACTORY 
tained current information about the size 
of its market. McGraw-Hill’s nation-wide 
research facilities were directed toward get- 
ting facts on the changes in industry. Employ- 
ing the services of 102 office employees and 
311 resident field investigators, and securing 
the cooperation of hundreds of state and 
city groups, this organization produced de- 
tailed information on more than 110,000 
U.S. industrial plants. Out of this continu- 
ing study the McGraw-Hill Census of 
Manufacturers . . . came this important fact- 
there are thousands more plants employing 
100 or more people than prewar — and, ob- 
viously, thousands more plant operating 
men 
These big plants were responsible for 68% 
of the value added by manufacture and 70% 
of the wage earners, prewar. They bought 
the biggest share of industrial products then 


and will tomorrow! That sales potentials for 
industrial products are much greater than 
prewar is obvious. 


© IMPORTANCE OF THE 
PLANT OPERATING GROUP 


The men of the Plant Operating Group, 
whatever their actual titles, are the men 
responsible for producing more goods, better 
goods, at lower cost. 

Included in this group are men with such 
plant operating titles as Vice-President, 
Operations; General, Works, Plant and Fac- 
tory Managers; Production Superintendents; 
Production and Industrial Engineers; Meth- 
ods Men; Maintenance and Plant Superin- 


tendents; Maintenance, Electrical and Me- 
chanical Engineers; Personnel, Labor Rela 
tions and Training Managers. 

No one is better equipped to judge indus- 
trial buying influences than industrial sales- 
men — the men who meet, and overcome, 
sales resistance. Recently, FACTORY sent a 
questionnaire to nearly 4000 salesmen of all 
kinds of industrial equipment, supplies and 
materials, to ascertain their opinions as to 
the important men in industrial buying 

66% voted the Plant Operating Men the 

MOST IMPORTANT buying in- 
fluences 

97% said that the men of this group were 

ONE OF THREE CONTACTS ne- 
cessary to making sales. 

Further proof of the Plant Operating 


AS et 


Group's importance was revealed in an ex- 
amination of the customer-prospect lists of 
seven important industrial companies. Plant 
Operating Men outnumber Administrative 
Men 3.3 to 1 and Purchasing Men 2.8 to 1. 
Clearly, these Plant Operating Men—respon- 
sible for cutting production cost and boosting 
production output in the face of rising wage 
and material costs — are the key to success- 
ful selling to the manufacturing industries 


© FACTORY’'S CIRCULATION 


The organization that sells FACTORY ’s cir- 
culation is unparalleled in industrial pub- 


lishing. 152 trained field specialists devote 
all their time to this operation, travel over 
one and a quarter million miles per year, 
making 900,000 calls; are paid to seek out 
and sell only the important buying influences 
in industry. 

This tremendous field organization, backed 
by a huge office staff, enables FACTORY to 
plan and control its circulation so scienti- 
fically that it makes only the most effective 
contacts for your advertising. And, combined 
with the information secured from the 
McGraw-Hill Census of Manufacturers, it 
enables FACTORY to bring you these exclu- 
sive values: 

1. Circulation covering the great number 
of additional plants of important size 
which have been created by our expanded 
economy. 

2. Circulation balanced by INDUSTRIES, 
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INDUSTRY CLASSIFICATION 


Air Conditioning, Heating & Ventilating 
Building Construction and Maintenance 
Electrical Equipment and Supplies 
Instruments & Meters 

Lubrication 

Materials Handling 

Materials for Manufacture 

Mechanical Rubber Goods 


Shop Tools & Supplies 

Painting 

Power Generation and Auxiliary Equipment 
Power Transmission Equipment 

Pipes, Valves & Fittings 

Welding 

Health & Safety 

Misc. Industrial Equipment and supplies 





BREAKDOWN OF 12 MONTHS ADVERTISING IN FACTORY 


Packaging, Shipping Equipment and Supplies 


NUMBER OF 
ADVERTISERS 


PAGES OF 
DISPLAY SPACE 


46 215 

497 

733 
22 92 
25 158 
94 493 
29 154 
14 109 
18 106 

890 
27 143 
33 123 
55 332 
30 148 
13 77 
20 69 
103 385 








to reach each manufacturing industry in 
proportion to its importance in the total 
of all manufacturing 

Circulation balanced GEOGRAPHICAI 
LY, to reach plants in all manufacturing 
areas in proportion to their industrial ac 
tivity 

Circulation that reaches known buying 
power —the Plant Operating Group 
ind only the TOP MEN in that group 


* COVERAGE 


FACTORY’'s net paid circulation, as of 
June 30, 1946, was 39,961 ABC. And 
FACTORY ’'s growth has been so rapid, that 
net paid circulation will be 48,000 at the 
end of 1946, 

This tremendous circulation expansion has 
been made in the face of quality standards 
that are the strictest that FACTORY has 
ever set for itself — standards that are, we 
believe stricter than ANY other business 
publication has ever established. This selec 
tivity makes certain that FACTORY 's sub 
scribers are ‘op men in the plant operating 
group—men with maximum buying influence. 


Specifically, FACTORY’'s subscribers hold 
these jobs 
Plant Operating Men 
(Factory Managers; Production 
Managers; Superintendents; As 
sistants : Mechanical, Electrical and 
Maintenance Superintendents; 
Chief, Plant Production Engi- 
neers, etc ) 
Industrial Maintenance Contrac 
tors and Suppliers 
Government Officials and Armed 
Forces 
Educational Organizations and 
Libraries 
Company Subscriptions 
All Orher 


* EDITORIAL CONTENT 


77.95% 


Every issue of FACTORY is scientifically 
planned months in advance every issue 
since 1938 has been analyzed in the held to 
determine the readers interest in each arti- 
cle. All this is directed to a single objective 

help FACTORY readers im every divi 

» of the manufacturing industries to pre 
duce MORE goods and BETTER eoods at 
LOWER COST 

Never before has this service been so bad 
ly needed ' 

For years, FACTORY has presented prac 
tical, tested, timely. authoritative methods 
and ideas that can be applied to all manu 
facturing plants, regardless of the product 


made. Its editorial content covers all aspects 
of practical plant operation, including plant 
management; production; employee relations 
and worker health and safety; the main- 
tenance of structures and electrical and me- 
chanical equipment; plant services; produc- 
tion planning; materials handling; plant 
equipment; shop and maintenance practices; 
plant organization; industrial news; etc. 
FACTORY '’s articles are authoritative 
85% of them are contributed by key plant 
executives and leading government officials 
and are signed with the author's name, 
title, and company connection. Thus, 
FACTORY 's readers know that the infor- 
mation in its pages is the result of practical 
experience gathered from successful, job- 
tested plant operation 
One practical indication of the excellence 
of FACTORY '’s editorial content is the col- 
lege text book, “Production Notes.” Used 
by every sécond year man and senior in the 
Business and Engineering Administration 
Course at Massachusetts Institute of Tech. 
nology (MIT), this book's entire content 
consists of articles selected from FACTORY ! 


In addition to its year-long complete cov- 
erage of the subject, each April FACTORY 
publishes the annual Industrial Plant Build- 
ings section, providing readers with an en- 
tire section devoted to new building and 
maintenance practices. Regular monthly de- 
partments in FACTORY include Operating 
Shorts, Equipment Review, Catalog Service 
What's New In Equipment —and special 
sections interpreting business and labor news 
and developments. 


* ADVERTISING CONTENT 


FACTORY 's highly selective buying audi- 
ence, editorially conditioned to apply equip- 
ment and methods to produce better products 
at lower cost, is the primary market for 
manufacturers selling to the broad manufac- 
turing industries. For Plant Operating Men 
read FACTORY 's advertising pages to keep 
informed of the new and better materials, 
equipment and methods they must use in the 
battle to slash production cost and boost pro- 
duction output 

The breakdown of advertising in 
FACTORY by industry classifications, shown 
above, is the clearest possible indication that 
leading manufacturers of all lines of equip- 
ment recognize FACTORY’s importance as 
a medium for selling to industry. 


® READER INTEREST 


In addition to its own continuous readership 
studies, FACTORY has four main methods 


of checking reader response to editorial and 
advertising: 


1. Independently conducted reader surveys, 

2. Requests received from Catalog ang 
Reader Service listings. 

3. Requests for editorial reprints, permis 
sion to quote, etc. 

4. Replies received by advertisers. 


The following figures provide convincing 
proof that FACTORY commands reader ap 
tention: 

.a tabulation of 5000 letters received 
checked against circulation lists, revealed 
that two out of three letters received came 
from non-subscribers—three readers for every 


copy of FACTORY. 


.In a single 18 month period, 26,914 
requests for manufacturer's literature were 
received through FACTORY '’s Catalog Serv. 


ice, 


.. . In a single 12-month period, requests 
for 242,210 reprints of editorial articles, 
totalling 2,578,523 pages, were made 
FACTORY 's editors. In addition, 10,571 
Plant Operation Library sections, totalling 
126,852 pages, were sold in the same period! 


© ADVERTISING VALUES 


Now, as never:before, you must concentrate 
your sales and advertising efforts to reach 
the most important buying influences 
FACTORY is ready to meet your needs 
today’s needs! 

Industry's greatest problem today is t 
produce more goods—better goods —at 
lower cost. That is a problem that must be 
solved by the men who operate the plants — 
the men of the Plant Operating Group. 

Anything that industry buys today must 
help solve that problem. 

Anything that helps solve that problem is 
primarily of interest to the Plant Operating 
Group. 


* 


SELL THE MEN IN THE PLANT — THE MEN 
WHO HAVE TO GET OUT THE PRODUCTION 
— WHO BUY AND USE MODERN EQUIP- 
MENT AND METHODS — THE PLANT OPER- 
ATING GROUP. FACTORY GIVES YOU MOR 
OF THEM PER DOLLAR THAN ANY BUSINESS 
PAPER PUBLISHED. 


FACTORY MANAGEMENT AND MAINTENANCE 


330 West 42nd Street * New York 18, N.Y. 


Personnel 

ALFRED M. STAEHLE Publisher 

L. C. Morrow......... eee 

H. E. Hitty Sales Manager 

Representatives 

eS _—i New York 18; N.Y 

R. T. SOULE 330 West 42nd Street 

G. E. POMEROY..................Boston 16, Mass 

1427 Statler Office Building 
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16 So. Broad Street 

R. W. GARRISON..... ...Pittsburgh 22, Pa 
738 Oliver Building 

R. C. GREINER... Cleveland 15, Ohio 
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L.E i Chicago 11, Illinois 
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er pumps .. . flotation machines. . 

dryers ... kilns . electrical con- 

troller equipment... filters . . . tanks 
thickeners dust controlling 
systems, etc. 

A major part of the mining equipment 
market is in machine parts, belting, bear- 
ings, lubrication, chemical reagents, and 
similar auxiliary and maintenance prod- 
ucts. 


* MARKET SCOPE Metal prices are higher in foreign 
countries than in the United States. The 
price of silver the world over is now at 
its highest in the last quarter of a cen- 
tury and gold in some countries is selling 
above the U. S. price of $35 an ounce. 
Availability of large earth moving 
equipment hastens the trend toward 
more open cut mining abroad. It is esti- 
mated that there are approximately 350 
large open cut mining operations in for- 
eign countries, and 190 large dredging 
operations are employed to recover tin, 
gold and platinum. These dredging op- 
erations move approximately 1,000,000,- 
000 tons of material each year. 


ncentrate 
to reach 
fluences ENGINEERING AND MINING JOURNAL'S 
needs world-wide market consists of those 
enterprises engaged in mining, milling, 
concentrating, smelting and refining of 
ee all the non-ferrous metals ... mining of 
plants - iron ore and its beneficiation . . . and the 
yup mining, milling and processing of non- 
metallic minerals except sand, gravel, 
limestone and fuels. 

Today these operations are estimated 
to include 5,000 mines, with this figure 
growing due to the resumption of gold 
mining following the end of the war. 

In 1944 mines in the United States pro- 
duced copper, gold and silver, lead, zinc, 
molybdenum and iron ore totalling 
249,248,243 tons, valued at approximately 


ay is t 
ods — at 


lay must 


ablem is * THE BUYING INFLUENCES 
perating 
4 ‘ One of the essentials in selling to the 
metal and non-metallic mining indus- 
tries is to reach ALL buying influences, 
wherever they may be. Particularly in 
the case of the larger mining enterprises 
it is essential that the selling story be 
carried to both the operating men at the 


THE MEN 
DUCTION 


* MACHINES, EQUIPMENT AND 
EQUIP- 


SUPPLIES 


T OPER- $1,000,000,000. . ll f , 
)U MORE The non-metallic mining industry ex- Thousands of types of machinery aa — Soe teenscigapiac age to 
USINESS cluding sand, gravel and limestone added r : 2 the company executives and officials 


equipment and supplies are used by the 
mining industries. 

70 to 80 percent of all equipment used 
is employed in connection with MINE 
DEVELOPMENT AND OPERATION: 


whose offices may be located in a city 


34,472,711 tons valued at approximately 
many miles away. 


$209,000,000. 

Figures estimated for the world output 
in 1944 of copper, lead, zinc, aluminum, 
tin, nickel, silver, gold, iron ore and other 
metals from ores, totaled 159,000,000 tons 
of METALS, valued at $3,797,000,000. 
Publisher Foreign countries are developing their 

Editor mineral resources as never before so as 
Manager to improve living standards. At estab- 


TENANCE 


18, N.Y 


* OUTLOOK FOR THE FUTURE 


Drilling and blasting 

Transport and loading of product 
Mine drainage 

Mine ventilation and lighting 
Transport of men and materials 
Ore storage and weighing 


Mining activities will be maintained at 
a high level for many years to supply 
the great need for metals and non-me- 
tallics for rehabilitation and to satisfy 
the pent-up civilian demand for goods. 


lished foreign mines, operations are be- 


Annual metal requirements for a num- 






8; N.Y ing expanded to meet the tremendous ~<soo cpg + filling ber of years following the war are ex- 
Srreet ' : athe : =e eee . ecording and dratfting 

id oe needs of metals in rehabilitation and P n ; ; a & — pected to call for tonnages of base metals 

6, Ma: postwar construction. ayroll disbursement and welfare 


ia 2, Pa 


h 22, Pa 


15, Ohio 


Aichigan 


|linois 
Avenue 
Missouri 


work 
Other administrative and engineering 
functions 


It is estimated that mines in 82 foreign 
countries produce an annual average of 
473,000,000 tons of ore . . . and employ 
more than 3,000,000 workers. Miners’ 
wages in foreign countries have risen to 
new highs and foreign mining is being 
forced to seek lower operating costs 
through mechanized methods, as well as 
modern equipment needed for refine- 
ments in ore dressing and more efficiency 
in smelting and refining practices. 


In acdition to the above, tremendous 
quantities of machines, equipment and 
supplies are used in milling, smelting and 
refining. The following is a fractional list 
of equipment used in the milling of ores 
and minerals: 

conveyor belts... 

. chutes . . . feeders . 


idlers .. . bearings 
. screens... 









far in excess of prewar years, as follows: 
Iron Ore-—60,000,000 to 65,000,000 tons a year 
(5-year prewar average 50,000,000 tons) 
Copper —800,000 to 900,000 tons a year 
(5-year prewar average 715,000 tons) 
Lead -700,000 to 750,000 tons a year 
(5-year prewar average 610,000 tons) 
Linc ~600,000 to 750,000 tons (as slab zinc & oxide) 
(5-year prewar average 550,000 tons) 














This increased demand, plus the ur- 
gent need to lower operating costs means 


a 3, Ga Export opportunities for American . crushers ... speed reducers... extremely active markets at home and 
g£ mining equipment manufacturers, mak- magnetic separators...jigs...rolls. . abroad for all machines, equipment and 
4 Calif ers of component parts and supplies, are ball and rod mills... piping... blow- supplies used in the mining and proces- 
re Street the brightest in many years. ers... elevators... water, and oth- sing of ores and minerals. 
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* EDITORIAL INFLUENCE 


Founded in 1866 and published contin- 
uously since that time, ENGINEERING AND 
MINING JOURNAL is the leading interna- 
tional publication of the mining industry. 

It is devoted to the finding of ores and 
minerals, their extraction from the earth 
and their treatment to produce market- 
able products. 

In addition to the technology of min- 
ing, milling and smelting, ENGINEERING 
AND MINING JOURNAL concerns itself with 
the economic and business aspects of the 
mining industry: tariffs, taxation, world 
mineral trade, prices and market con- 
ditions 

Its practical, helpful articles on techni- 
cal, engineernig and operating problems 
of all metal and non-metallic mining 
enterprises assures its wide readership 
among operating officials, while its sound 
interpretations of economic policies and 
market conditions affords it world-wide 
leadership among officials and executives 
in the industry. 

One outstanding example of the serv- 
ice ENGINEERING AND MINING JOURNAL 
renders its readers is the MARKET SUM- 
MARY. For nearly half a century this 
has furnished the accepted standards on 
which ores and metals have been bought 
and sold, not only in the United States, 
but in foreign trade as well. 


* CIRCULATION, NET PAID 


The ABC statement for the period 
ending June 30, 1946, shows ENGINEERING 
AND MINING JOURNAL’s average net paid 
circulation to be 15,177. That circulation 
is broken down in classifications set 
forth below obtained by checking sub- 
scription lists and correspondence. 

ENGINEERING AND MINING JOURNAL has 
the widest foreign circulation of any 
mining magazine, with exceptional read- 
ership in Latin and South America 
where expansion of operations promises 
to be unusually great. Foreign circula- 
tion is increasing. 


* ADVERTISING 


Advertising placed in ENGINEERING AND 
MINING JOURNAL reached an all time high 
in 1945 with a total of 1766 pages. 





COMPARISON BY INDUSTRY—Metal and Non-Metallic Groups 
First Six Months of 1946 





INDUSTRY OR OPERATION 


Pages of 
Advertising 


Number of 
Advertisers 





Ore Dressing 

Smelting & Refining 

Drilling & Shooting 

Electrical Equipment & Supplies 
Power Plant Equipment....... 
Power Transmission Equipment 
Pumps & Air Compressors 
Safety Equipment & Supplies 
Open Cut Equipment 
Maintenance Equipment 

Mine Ventilation 
Miscellaneous 

General Supplies yom eat 
Underground Equipment .... . 





167.96 
17.94 
64.46 
48.50 
16.00 
21.33 


279 








The chart presented above shows the 
comparison by industry groups of adver- 
tising in E&MJ for the first six months 
of this year and is but another indication 
of the attractive market that the metal 
and non-metallic mining industries pre- 
sent. 


* ADDITIONAL ADVERTISING 
SERVICES 


THE MINING CATALOGS—a consolidation and 
enlargement of the former “Metal and 
Non-Metallic Mining Catalogs” and 
“Coal Mining Catalogs”—the industry’s 
most complete reference book of what to 
buy and where to buy it . . . providing 
the advertiser with minimum guaran- 
teed readership of 10,000 top buying in- 
fluences. 

—. & M. J. METAL AND MINERAL MARKETS. 
This weekly market service reports 
E&MJ metal prices printed and 
mailed every Wednesday night, each 
issue contains daily and weekly average 
prices of non-ferrous metals for the 
preceding six days. It is published pri- 
marily for buyers and sellers of metals 
and ores. The quoted prices are standard 
for the United States. Data are obtained 





BREAKDOWN OF €£. & M. J’'s CIRCULATION 





CLASSIFICATION 


Number of 


Percent 
Copies 





Schools and Colleges 

Libraries aa, ip 
Manufacturers, Jobbers and Dealers 
Miscellaneous and unclassified 





Consulting Engineers, Government Departments. . 


54.38 % 
19.10 
2.62 
5.36 
12.94 
5.60 


100.00% 


8,272 
2,905 
398 
815 
1,969 
853 


15,212 











from original sources through contact 
with the producers and consumers. Lon- 
don markets are also quoted, thus giving 
accurate news of price changes in world 
markets. 

ENGINEERING AND MINING JOURNAL'S 
News Letter, a letter issued monthly for 
sales executives concerned with mining 
markets.* 

MARKET HELPS: Market reports, data and 
photographs pertaining to metal and 
non-metallic mining industries, lists of 
mine supply houses and manufacturers 
sales agents in U. S. and foreign coun- 
tries . . . available to prospects, adver- 
tisers, and their advertising agencies. 
*Free upon request 
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MARKET SCOPE 


The Metalworking Industries fabri- 
cate all products of metal — after it 
has left the rolling mill, foundry, etc. 
These products range from tiny parts 
for watches to giant multi-engined 
airliners. Metalworking includes not 
only complete plants for the produc- 
tion of metal goods, but also machine 
shops and maintenance departments 
in non-metalworking plants. 


IN 1939 

The Metalworking Industries con- 
sisted of 26,175 plants . . . employed 
1,837,783 workers . . . made $19,224,- 
882,695 worth of products... 
chines powered by approximately 4 
of all electric motors. During the war, 
Metalworking grew to about one half 
of all industrial activity. 


on ma- 


TODAY 

The Metalworking 
conservatively estimated at 
better of all manufacturing activity. 
The largest single industrial market 
there is. For classification purposes, 
Metalworking consists of 11 major 


Industries are 


ls or 


divisions: 

¢ Transportation Equipment, Parts, 
Accessories 

¢ Food and Farm Machinery 

Household Equipment and 

Appliances 


¢ Construction, Mining, and Power 
Equipment 


Electrical Equipment 
¢ Processing and General Industrial 
Equipment 


Business Machines and Appliances 
p 








¢ Metal-fabricating Machinery 

¢ Tools, Machinery Components, and 
Small Parts 

¢ Machine Shops in Non-Metalwork- 
ing Plants, Contract Work Shops, 
Tool and Die Shops 

eArmy Arsenals, Navy Yards, Air 
Bases 


HERE'S WHAT METALWORKING BUYS 


Machine tools and accessories * 
Other production machines 
(presses, shears, diecasting ma- 
chines, etc.) * Portable power 
tools and flexible shaft equipment 
* Materials of manufacture (steel, 
aluminum, alloys, brass, plastics, 
Mechanical parts (fast- 
valves, 


etc.) ° 
eners, bearings, 
castings, forgings, tubing, etc.) ° 
Electrical parts (motors, controls, 
switches, etc.) * Welding, cutting 
and brazing equipment and sup- 
plies + Heat-treating equipment 
and supplies + Small tools (drills, 
reamers, grinding wheels, etc.) ° 
Hand tools (hammers, files, 
wrenches, etc.) * Tool steel, car- 
bide and cutting alloys * Lubric- 
ants, cutting fluids, quenching oils 
* Materials-handling equipment - 
Power transmission equipment * 
Lighting equipment + Measuring 
and testing equipment + Cleaning 
and finishing equipment and sup- 
plies + Shop equipment, supplies 
and services. 


pumps, 


OUTLOOK FOR THE FUTURE 

Economists from both private indus- 
try and government agree in their 
forecasts that the five year period 
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ahead will show a tremendous de- 
mand for durable products. For war, 
with its shortages, created a great 
need on the part of both industrial 
and non-industrial consumers here 
and abroad for machinery, equip- 
ment, appliances and other items 
which have been virtually unobtain- 
able for the last five years. Significant 
to the manufacturer who is looking 
for large and ready markets is the 
fact that the products of Metalwork- 
ing were first to be given the postwar 
go-ahead. This means that buying 
decisions are being made now by the 
key production executives who read 
American Machinist. That’s why it’s 
important to sell these men now 
through consistent advertising. 


WHAT WILL BE REQUIRED 


Metalworking is the largest market 
— and almost the exclusive market 

for all types of metalworking ma- 
chinery, accessories, small tools and 
similar equipment. It also buys the 
of steel, aluminum, and 
other materials produced. It buys 
tremendous quantities of electrical 
and mechanical parts, and almost as 
much general plant supplies and 
equipment as the rest of industry 


majority 


grouped together. In these purchases, 
management and production execu- 
tives have a major voice in the selec- 
type and 


tion or specification of 


brand. 


EDITORIAL INFLUENCE 


For 70 years American Machinist has 
been the technical guide of the ad- 
ministrative and production execu- 













































tives of Metalworking. Since the 
inception of Industrial Marketing’s 
annual competition for Editorial 
Achievement in 1938, American 
Machinist has won five First Awards 
and two Special Awards. It is the 
only magazine which has ever won 
two Firsts in a single year 1946. 
The editorial content of American 
Machinist is over 90% staff written. 
Particularly outstanding are the 
American Machinist “Special Reports 
to Metalworking.” Concise and au- 
. well-illustrated and 

these extra-value 


thoritative 
easy-to-read . 
reports supply broad coverage of 
current subjects of interest to Metal- 
working’s production executives. 
Special Reports are only part of the 
many regular departments; exclusive 
major articles; interpretive news sec- 
tions; analytical, statistical surveys; 
and other editorial features which 
add up to 20% more editorial pages 
than a year ago. . . making a maga- 
zine which covers all production 
phases of the giant Metalworking 
Industries 


EDITORIAL STAFF 


15 full-time editors form the staff of 
American Machinist. Practical men, 
with extensive technical training, 
they have had wide experience in 
actual manufacturing activity. Over 
110,000 travel-miles during the past 
12 months have helped thern main- 
tain the personal contacts which as- 
sure American Machinist readers the 
finest editorial coverage possible. The 
“composite editor” has been on the 
staff 9 years, is in his early 40's, has 
an engineering degree, and belongs 
to several technical societies. In ad- 
dition to the headquarters staff, field 
editors at important production cen- 
ters and central news areas supple- 
ment coverage. 


CIRCULATION NET PAID 
For the first six of 1946, 


American Machinist averaged 25,609 
subscribers (ABC) . a larger net 
paid circulation by over 50% than 
that of any other Metalworking pub- 
lication. Total distribution during the 
same period averaged 28,407 ". Circu- 
lation as of Sept. 12, 1946 was 26,638". 
Numerous surveys indicate a “pass- 
along” readership of 4 to 5 readers 
per copy. 


months 


These figures do not include more 
than 2,000 subscribers to the Euro- 
pean Edition, who have been listed 


in previous ABC statements. 


QUALITY READERS 


Assured through efforts of 120 circu- 
lation salesmen interviewing over 
38,000 pre-selected production men 
each year, and by carefully directed 
mail subscription work. As a result 
American Machinist’s circulation is 
practically a “Who’s Who” of Metal- 
working production and maintenance 
executives, plus large numbers of 
administrative executives with defi- 
nite interest in shop procedure. 

Circulation is concentrated in the 
important supervisory and buying 
classifications of “Companies, Man- 
and Manufacturing Execu- 
tives,” with the bulk of remaining 
subscriptions among department 
heads and assistants “on the way up.” 


agers 


COVERAGE 


American Machinist covers plants 
that represent over 90% of the Metal- 
working Industries’ buying power . . . 
on a basis of either workers or horse- 
demonstrated by a series 
of surveys of the industry. This 
coverage is comprehensive in that it 
reaches manufacturers in all the 
“vertical” divisions of Metalworking 
(such as aircraft, automotive, farm 
equipment, processing machinery, 
etc.) at the points of production 
influence. 


ADVERTISING 


In 1945, 804 advertisers used a total 
of 7,164 pages in American Machinist 

. a new high. This record was due 
to many new schedules and to in- 
creased schedules on the part of firms 
who recognize the wisdom of con- 
centrating dominant space in a lead- 
ing publication. 


power .. 


SPECIAL SERVICES 


In January is published the Annual 
Review Number, the industry’s buy- 
ing guide. Once each 5 years Amer- 
ican Machinist makes and reports its 
Inventory of Metalworking Equip- 
ment, acknowledged throughout the 
industry as the standard for judging 
equipment obsolescence. The latest, 
or 1945, Inventory is now available. 
Directories include: ‘“‘Where-to- 
Buy,” “Machine Tool Distributors,” 
“Machine Tool Builders,” “English 
Agents for American Metalworking 
Equipment” and “American Manu- 
facturers’ Agents.” Specialized Direct 
mail service to Metalworking’s key 
men is also available. 
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Welding is today’s most important as 
well as most efficient means of joining 
metals in industrial fabrication and 
maintenance. The use of welding and its 
allied processes has greatly increased in 
recent years, largely through the de- 
mands of wartime industry. Welding 
processes are used in virtually all metal 
working industries from small, delicate 
instruments to giant ships of the sea and 
air. Since welding affords a means of 
conserving material, it means that man- 
ufacturers are able to produce more 
goods with the available material and at 
the same time produce them at a lower 
cost. The outlook for the welding indus- 
try is excellent. The use of welding dur- 
ing the war years increased over 290% 
to a peak of $371,545,428 in 1944. This 
tremendous growth in the use of weld- 
ing is only a harbinger of what lies ahead 
as industrial reconversion to peace-time 
production finally swings into its proper 
stride. 
The welding processes are extensively 
used for maintenance in all types of in- 
dustries. 
Some of the larger production applica- 
tions of welding equipment and supplies 
in industry are — 
Structural Welding 
Machinery Construction 
Pressure Vessels and Boilers 
Storage Tanks 
Transportation Equipment 

Ships 

Aircraft 

Railroads 

Automobiles 
Pipelines 
Mining and Oil Well Equipment 
Fabricated Metal Products 
THE Contract WELDING SHop is an inde- 
pendent job shop set up to serve the 
maintenance and production welding 
requirements of neighboring industry. 
The contract welding shop will vary in 
size and with the range of products 
welded. 
THe Wetpinc DistrisvuTor is a local, in- 
dependent organization selling welding 
equipment and supplies. The well organ- 


ized distributor has capable welding 
engineers as sales representatives. The 
size and type of his inventory will vary 
according to the particular requirements 
of the industries in his territory. 

THE WELDING ENGINEER maintains an up 
to date list of “Independent Distributors 
of Welding Equipment and Supplies.” 
This list is published in book form with 
distributors classified by geographical 
location. Manufacturers have found the 
directory an invaluable aid in setting 
up and maintaining distributor support. 
The list is now being thoroughly re- 
vised and enlarged. 


the oldest 
welding publication, was established in 
1916 as the pioneer business and tech- 
nical journal of the welding industry. 
Now in its 3lst year of service in the 
field of welding, it is still pioneering. It 
supplies a never-ending stream of how- 
to-do-it information, keeping pace with 
the rapid and varied improvements 
which have been a long-standing char- 
acteristic of the welding industry. 





ERSHIP —Over the years, THE 
WELDING ENGINEER has sought out and 
held the interested readership of men 
connected with all phases of the welding 
industry — the welding engineer, the 
welding distributor, the contract welder. 
Because its editorial content is based on 
the expressed interests and needs of its 
readers, THE WELDING ENGINEER, largest 
in paid circulation in the welding field, 
offers the most effective coverage of the 
market. It is the only A.B.C.—A.B.P. 
magazine in the field. 


\ff —TuHe Wepinc Enc!- 
NEER offers its readers a comprehensive, 
down-to-earth editorial service which 
covers the new technology of production 
and maintenance welding, new methods, 
layout and production, as well as late 
news of the industry—all practical, time- 
ly, tested material. It is written by well 
trained, authoritative editors who live 
in and with the welding industry. THE 
WELDING ENGINEER is keyed to the inter- 
ests of the field. To the men who make, 
sell and use welding equipment and 
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supplies, THe Weipinc ENGINEER, cover- 
ing all phases of welding, cutting, braz- 
ing, flame-treating, metallizing, design, 
construction, production, inspection and 
maintenance, is an indispensable aid in 
keeping abreast with the progress of 
the industry. 


SPECIAL ISSUES 

DIRECTORY AND STATISTICAL ISSUE IN THE SPRING 
This issue contains the only statistical 
review of the welding industry. It also 
includes a buyers’ guide, which lists 
alphabetically by product classifications, 
all products used in the welding process. 
Names and addresses of the manufac- 
turers of these products appear under 
each classification. This issue is widely 
used throughout the industry. 

METAL SHOW NUMBER ties in with the annual 
meeting of the American Welding So- 
ciety and Metal Congress customarily 
held in October. This special issue is ex- 
tensively read in connection with the 
activities of one of the largest annual 
technical expositions in the world. It 
also includes a review of new products 
introduced to the welding industry dur- 
ing the year. This section ties in directly 
with the “Trade Name Index” appearing 
in THe WevpING ENCYCLOPEDIA 


THe Wewtprnc ENGINEER 
net paid circulation increased from 7,280 
in 1941 to 11,275 in 1946 — an increase of 
over 55%. Total distribution increased 
48% during the same period from 8,211 
to 12,136. (See Chart) Of the 11,275 net 
paid reported on the June 1946 A.B.C. 
Publisher’s Statement, 54.16% goes to 
industrial plants where welding is a 
primary factor either in fabrication or 
maintenance or construction. 29.77° 

goes to contract welding and job shops 
and 7.41% to welding equipment manu- 
facturers and welding supply jobbers 
and their salesmen. 

Since 1916, THe Wetprnc ENGINEER has 
been the leading business and technical 
journal in the welding industry. THE 
Wetpinc EnNcrineer reaches over 11,500 
key welding equipment buyers and 40,- 


CIRC! TION 


ADVERTISING 


000 of their associates — an average of 5 
readers per copy. An independent na- 
tional readership survey made in 1945 
showed THE WELDING ENGINEER to be a 
3 to 1 favorite among Welding Supply 
Distributors. 65.4 of these distributors 
preferred Wetpinc ENGINEER to the sec- 
ond and third papers in the field. Quality 

Quality of circulation is assured by 
extremely careful selection of prospects. 


ERTISING — THe WeELpING ENGINEER 
has had a consistent increase in adver- 
tising space over the years. It has the 
greatest volume of advertising and as 
many advertisers as both competing 
magazines combined. Over 175 manu- 
facturers of welding equipment and 
supplies are now using THE WELDING 
ENGINEER regularly as a medium for 
contacting welding engineers and dis- 
tributors. 

The advertising section of THE WELDING 
ENGINEER is the market place of the 
welding industry. A tremendous variety 
of products are sold through THE WE Lp- 
ING ENGINEER. Among these are abrasives, 
acetylene cylinders, acetylene genera- 
tors, alloys, aluminum welding rods and 
electrodes, automatic timers, atomic 
hydrogen arc welders, bending machines 


and rolls, brazing alloys, brazing outfits 
electric and gas, bronze welding rod and 
electrodes, cable, cable connectors, car- 
bide, carbon (blocks, paste, electrodes), 
cast iron welding rod, clamps, safety 
clothing, air compressors, cranes, drying 
ovens, electric resistance welders, arc 
welding electrodes, electrode holders, 
face shields, flanging machinery, fluxes, 
gas-saving devices, goggles, grinding 
tools, grinding wheels, hard-surfacing 
materials, helmets, hose, lenses, lighters, 
arc welding machines, manganese nickel 
steel electrodes (also applicator bars and 
wedges), manifolds, materials for fabri- 
cation both ferrous and non-ferrous, 
cutting torches, monel metal rods and 
electrodes, preheating torches, presses 
(forming and bending), regulators 
for oxygen and acetylene, resistance 
welding electrodes, respirators, stainless 
steel, stainless steel rods and electrodes, 
steel (sheets, channels, angles, bars, 
structural plates, etc.), thermit welding 
equipment and supplies, welding torch- 
es, ventilating apparatus, welding tables 
and stands, stud welders, and x-ray 
equipment. 
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EDITORIAL AND PRODUCTION OFFICES 
520 North Michigan Avenue + Chicago 11, Ill. 
EXECUTIVE AND SALES OFFICES 
330 West 42nd Street - New York 18, N. Y. 
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National Industrial Advertisers Association 


The National Industrial Advertisers Association is the largest single advertising 
body of its kind in the world. More than 2,900 active admen belong to the 
association, which has 25 chapters located throughout the U. S. and Canada. 


The association was first formed in 1922 through the affiliation of three indus. 
trial advertising clubs then in existence at New York, Chicago and Milwaukee 
Its first president was Keith J. Evans, advertising manager, Joseph T. Ryerson & 
Son, Chicago. NIAA is the only nationwide organization devoting its effort 


exclusively to the advancement of industrial advertising and marketing. 
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C. N. Kirchner Richard F. O'Mara V. R. Young James R. Kearney, Jr. | 








National Headquarters: 100 E. Ohio St., Chicago. Officers: Arno O. Witt, 
Schramm, Inc., West Chester, Pa., chairman, board of directors; W. Lane Witt 
president and general manager; Walter M. Yogerst, Bodine Electric Company, 
Chicago, secretary-treasurer. Vice-presidents: J. A. Burgess, Gulf Oil Corpor 
tion, Gulf Building, Pittsburgh; Ross M. Cunningham, Massachusetts Institut? 
of Technology, Cambridge, Mass.; C. E. Gischel, Walter Kidde & Co., Ne® 
York; Harry O. Heller, Reed Roller Bit Company, Houston; Howard Kenyos 
LaPlant-Choate Mfg. Company, Cedar Rapids, Ia.; C. N. Kirchner, Evans Ass 
ciates, Chicago; Richard F. O’Mara, Western Precipitation Corporation, Lé 
Angeles; V. R. Young, Canadian General Electric Company, Ltd., Toronto 


past-president, James R. Kearney, Jr., J. R. Kearney Corporation, St. Louis. 
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NIAA Membership Roster 


1. 
BOSTON CHAPTER 


nical Advertising Association 


ipAMS, EDWARD, Adv. Dept., Sylvania 
Electric Products, Inc., 500 Fifth Ave., 
New York, N. Y. 

unpros, Evert W., Adv. Mer., B. F. 
Sturtevant Co., Damon St., Hyde Park, 
Boston 36. 

igNOLD, GEORGE, Vice-Pres., Dickie-Ray- 
mond, Inc., 80 Broad St., Boston 10. 
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BAKER, BRADLEY R., Rep., New Equip- 
nent Digest, 9 Maple PIl., Foxboro. 
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Regulator Co., 1190 Adams St., Boston 
4, 


BeckKER, A. D., N. E. Dist. Mer., Sweet’s 
Catalog Service 858 Park Square Bldg., 


Boston 16. 
BENNETT, FRANK P., III, Bus. Mer., 
Frank P. Bennett & Co., 530 Atlantic 


Ave., Boston. 

BISSETT, ROBERT A., General Electric Co., 
140 Federal St., Boston 1. 

BRITTON, FREDERICK S., Copywriter, Ad- 
Service, Inc., 16 Norwich St., Worces- 
ter 8, Mass. 

BROWN, ALAN, Adv. Mer., W. H. Nichols 
& Sons, 48 Woerd Ave., Waltham, Mass. 
BUGBEE, HAROLD, Pres., Walter B. Snow 
& Staff, In 1401 Statler Office Bldg., 
Boston 16. 





BUKAY, JOSEPH J., Prop., Bukton Ad- 
Productions, P. O. Box 4, Dedham, 
Mass. 

BUNKER, Paut C., Adv. Megr., The Fox- 


voro Co., 38 Foxboro, 


Mass. 
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HASE, WILLIAM H., Adv. Mer., The 
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Mass. 

CHIRURG, JAMES 
nas Chirurg 

, Boston 16. 
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James 
Square 


Pres., 
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Co » 





Mer., 
Bos- 


HISHOLM, RALPH L., N. E. Dist. 
fertile World, 1427 Statler Bidg., 
mn 16, 

‘ley, CHARLES D., Thomas Publishing 
0%, 50 Beacon St., Boston. 

LAYTON, JOHN M., Adv. Megr., General 
adio Co., 275 Mass. Ave., Cambridge 
’, Mass. 
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Cox, W. T., Merchandising Mer., Graton 


& Knight, 356 Franklin St., Worcester 
4, Mass. 
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Boston 16. 

CUNNINGHAM, Ross M., Asso. Prof. of 
Marketing, Mass. Institute of Tech- 
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ing Co., 77 N. Washington St., Boston 14. 
DENSON, DerBy A., Adv. Dept., Sylvania 
Electric Products, Inc., 60 Boston St., 
Salem. 

*DenT, W. P., Rep., MacRae’s Blue Book, 
63 Clarendon St., Springfield 9. 
E.LuiotT, Roy D., Pres., Roy Elliott Co., 
25 Huntington Ave., Boston 16. 
FARMER, Epwarp A., Sales Engr., Bay 
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Hammond-Goff Co., 72 Weybosset St., 


Providence 3. 
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Water St., Foxboro. 

Lewis, ARTHUR F., Adv. Mer., Simplex 


Wire & Cable Co., 
bridge 39. 
LouDON, HENRY A., 


79 Sidney St., Cam- 
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vertising Service, 117 S. Washington 
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MacKenzie, E. J., Asst. Adv. Mer., Sim- 
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‘9 Sidney St., 
Cambridge 39. 
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VERNE C., 
Co., 


Domestic Engi- 
Need- 


Simonds 
Fitch- 


PreTerson, K. M., Adv. Mer., Pneumatic 


Scale Corp., Ltd., 65 Newport Ave., 
North Quincy 71, Mass. 

*Pomroy, GEO. E., N. E. Mer., Factory 
Management & Maintenance, 1427 Stat- 
ler Bldg., Boston 16. 

Poor, Rocer A., Roger A. Poor, Adver- 


tising, 87 Canal St., Salem, Mass. 


*PRENDERGAST, FRANK, Mng. Editor, In- 
dustry, 833 Park Square Bldg., Bos- 
ton 16. 

*PRENTICE, SARTELL, N. E. Adv. Rep., 


Time, Statler Bldg., Boston 16. 
REED, RUSSELL A., 
ton Co., 1 New Bond S8t., 


REILLy, JoHN M., J. M. Reilly 
High St., Boston 10. 


Co., 


Asst. Publ. Mer. Nor- 
Worcester 6. 
10 


*Roop, ALLAN, Branch Mer., McGraw-Hill 
Publ. Co., Inc., 1427 Statler Office Bldg., 


Boston 16. 


Roos, EpwIn G., Vice Pres., 
Cordage Co., North Plymouth, Mass. 
ROSENQUIST, HAROLD A., 


70 Ship St., Providence, I 


Plymouth 


Speidel Corp., 


RYAN, JAMES J., Mgr. Adv. & Sales Pro., 
Rockwood Sprinkler Co., 38 Harlow St., 


Worcester 5. 


Mer., 


Sawin, GEORGE A., Jr., Sales Pro 
Westinghouse Elec. Corp., 10 High St., 
Boston 10. 

Chapter | 
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Scuerrr, Wm. A., Sales Pro. Megr., Plym- 
outh Cordage Co., North Plymouth. 
Sesster, Jown S., Sales Pro. Megar., 
Wheeler teflector Co., 275 Congress 
St., Boston 10. 

*SuHaw, Artuur C., East. Mer., Cotton, 
11 Monroe Rd., Wellesley Hills, Mass. 
Suaw, C. LeonaRD, Norton Co., 1 New 

jond St., Worcester 6, Mass. 

Suepp, Gate, Jr., Adv. Megr., Commer- 
cial Filters Corp., 18 W. Third St., 
Boston 27. 

*SPANGLER, WALTER A., N. E. Mar., Safety 
Engineering, 50 Congress St., Boston 9. 

*Spencer, Rag M., Pres., The Davis Press, 
Inc., 44 Portland St.. Worcester 8. 
Souier, Jorn H., Sutherland-Abbott, 234 
Clarendon St., Boston 16. 

: L., Treas., Scott's Agen- 
y Re Re Square, Bos- 


ec, CHaRLEs A., Publ., New England 
trical News, Inc., 176 Federal St., 
Boston 10 
$UMMERFIELD, MELVIN B., Owner, Frank- 
lin Adv. Service, 143 Newbury St. 
Boston 16 

SusMAN, M., Partner, The Callaway As- 
sociates, 210 South St., Boston 11. 
SUTHERLAND, KENNETH ies Partner, 
Sutherland-Abbott, 234 Clarendon St., 
Boston 16 

*TeMPLE, CHARLES D., Salesman, Rand 
Avery-Gordon Taylor, Inc., 871 Com- 
monwealth Ave., Boston 15. 
THOMPSON, PauL, Adv. & Sales Pro. 
Mer., Sherman Paper Products Corp., 
Newton Upper Falls, Mass 
Tostn, Harry G., East. Sales Mer., Si- 
monds Saw & Steel Co., 1350 Columbia 
Rd., Boston 27 
VAN Eck, A. F., Asst. Pub. Mer., Grin- 
nell Co., Inc., 260 W. Exchange St, 
Providence 1. 

*VospurcH, G. D., N. BE. Mer., Mil 2 
Factory, 205 E. 42nd St., New York 17. 
Watson, James H., Adv. Dept., S. D. 
Warren Co., 89 Broad St., Boston 1. 

*Wurrte, Grorce Francis, Education 
Dir., Whipple's Technical Libraries, 50 
Beacon St., Boston 8; Thomas Publish- 
ing, 461 8th Ave., New York, N. Y. 

*Wuipp.te, STANLEY C., Mer., Newsweek, 
443 Statler Bldg., Boston 16. 

*Wuitr, DonaLtp H., Vice Pres., Teztile 
Age, 80 Boylston St., Boston 16. 

*Wuire.y. H. C., N. E tep., Industrial 
Equipment News, 50 Beacon St.,. Bos- 
ton & 

*WHiITNEY, CLAYTON B., Pres., Wiley & 
Whitney Co., Inc., 25 Foster St., Wor- 
cester 4 
Woopwarp, RALPH, Technical Sub., Wes- 
ton 93, Mass Ad-Service, Inc., 16 Nor- 
wich St., Worcester 8, Mass. 


2. 
CHICAGO CHAPTER 


Chicago Industrial Advertisers 
Association 


Appoms, Everett, Vice Pres., Evans As- 
sociates, Inc., 307 N. Michigan Ave., 
Chicago 1 

ADLER, WILLIAM H., Pres., William Hart 
Adler, Inc., 720 N. Michigan Ave., Chi- 


tonert S.. Lindberg Engi- 
»450 W. Hubbard St., Chi- 


1AM S Publisher's Repre- 
os W. W ashington St., Chi- 


tmorGe C., Asst. Sales Mer., 
Bros 7800 S. Woodlawn 
o 19 
Al RI . D., R. D. Allbright Asso- 
ciates Jackson, Chicago 4 
®ALLEN, P Asst We st. Mer., McGraw- 
Hill Publ ng o., 520 N. Michigan 
Ave “hi 
®ALLING, S. . ‘est. Mer., Coal Age, En- 
gineering 4 Mining Journal, 520 N. 
Michigan Ave., Chicago 11 
ANDERSON, Wriiuiam G., Adv. Mer., Gen- 
1 nescent Corp., 712 S. Federal 


Jounw R., Vice Pres., Rus- 
Gray, Inc., 205 Wacker Dr., 


Avutt, Harry L., Adv. Mgr., American- Butz, HERBERT K., Space Buyer, Th 
Marietta Co., 43 B. Ohio St., Chicago 11. ~— ye Co., 400 W. Madison St., Ch 
AXELSEN, WALTER, Adv. Mgr., Automatic cago ¥. ‘ - a 
Electric Co., 1033 W. Van Buren St., CALLAHAN, Frank A., Asst. Adv. & Sale 
Chicago 7. Pro. Mer., . = Electric Mfg. ¢ 
> ~] 
*Ayorte, Jack D., Sales Rep., Photopress, eee a ek E., Mer. Sales Pro 
Rep = 4” gag yy — hell 9 ‘Adv., Joy Mfg. Co., Michigan City, Ing 
ACON, R. c yes *Carr, Harvey, Editor & Publ., Prody 
— Inc., 221 N. La Salle St., Chi- tion Equipment, 328 S. Jefferson & 
, Chicago 6. 
Barper, KENNETH, Pub. Rel. Mer., Danly Cc . > As 
~ . sn 10h ° s FO ARR, JOHN o's Adv. Mer., D. A. Stua 
roy. ay ge Inc., 2100 S. 52nd Oil Co., 272 Troy St., Chicago 23 
Ave., é av. - een > > in _ 
Barrows, H. F., Adv. Mer., Austin- °C won ad Co T., Pres, Domestic os 
Western Co., 601 Farnsworth Ave., ae ‘ ne ' ie 
Aurora. cn legge . Sand fans 
Barton, Roscoe H., American Telephone *Cansan, Eee ire ks be, Chicago im 
& Telegraph Co., 208 W. Washington - — eee . . 
St.. Chicago 6 *CARWARDINE, ARTHUR, Dist. Megr., Busi 
*Bassett, L. C., Vice Pres., Electrical pond _ 520 N. Michigan Ave., Chi 
Manufacturing, Gage Publishing Co., henge, x ; ; 
2484 Se av. Chicago 45. *CasEY, gags so a 
: odge C - 700 Mer 
BaYNE, KENNETH E., Adv. Dept., Link- Record, Af Galen 64. 
Belt Co., 307 N. Michigan Ave., Chi- . gee ore » 
cago 1 *CasHION, THOMAS B., West. Rep 
*BEHLKE HAROLD L., United States News Seen & ye — 
” ARE, “ -? ‘ Sa , .~ Ss a cl ice ¥ 7 
180 N. Michigan Ave., Chicago 1. Salle St cg Seg 
: *CHasE, Roscoe C., Editor, The Dair 
Beman, J. C., Adv. Dir., Crane Packing World, 608 S. Dearborn St., Chicag 
Co., 1800 Cuyler Ave., Chicago 13. Piston pw a ao a —e 
x OZR . ; . & ; Mer 
BERMAN, J. A., Sales Mgr., Shure Bros., Clark Truc i. tor Div. of Clark Equi 
225 W. Huron St., Chicago 10. ment Co., P. O. Box 178, Battle Cre 
*BerNerR, Georce, Adv. Mer., Ziff-Davis Mich. 

— Co., 540 N. Michigan Ave., Chi- *CLARK, FRED A., — Mer., Americ 
cageo . Builder, 105 W. Adams St., Chicage 
*BINGHAM, WILLIAM H., Pres., William *CLEVENGER. W. S., West. Mer., Cas 
ae Bingham Co., 8 S. Michigan Ave., Shepperd-Mann Publ. Corp., 6 N. Mich 

cago 3. igan Ave., Chicago 2. 
BLANKENSHIP, Harvey W., Adv. Mer., *CocuHraN. G. E., V. P. & West. Me 
pnt yf ey Co., 310 S. Mich- Reinhold Pubi. Corp., 22 W. Monroe & 
gan Ave., cago Chicago 3. 
3LOOM, CARL A., Adv. Megr., Appleton CoHENOUR, Howarp H., Mer. Catalo 
Elec. Co., 1701-29 Wellington Ave., Chi- Dept., Buda Co., 154th & Commercia 
cago 13. Ave., Harvey, II. 
*BLoomsTer, E. P., Rep., Production Cote, Francis B., Russell T. Gray, In 
Equipment, 328 S. Jefferson St., Chi- 205 W. Wacker Dr., Chicago 6. 
cago %. *Connors, J. M., West. Mer., Modern 
Bivetue, H. W., Adv. Mer., Wheelco Packaging Corp., 221 N. La Salle &, 
Instruments Co., 847 Ww. Harrison St., Chicago 1. 


ewe vs , . *Conover, Greorce S., Vice Pres., Ame 
*BopEN, Paut, Rep., Architectural Forum, can City Magazine, Contractors & En 
230 N. Michigan Ave., Chicago 1. neers Monthly, 400 W. Madison & 
Borke, A. H., Exhibit Mgr., Link-Belt Chicago 6. 
Co., 307 N. Michigan Ave., Chicago 1. *Coon, DoNALD F. Rep Industry 
Botpt, Ben, Adv. & S. P. Mer., Ameri- Power, 420 Main St., St. Joseph, Mic 
can Phenolic Corp., 1830 S. 54th Ave., CorKery, Joun F., Adv. Mar., Indepe- 
Yhieraaen 5 RERIT, JOR « « SRR Ene Ab 
sone gaya cn dent Pneumatic Tool Co., 600 W. Ja 
*BoMAN, BERNARD W., Sales Dept., Gaw- son Blvd., Chicago 6. 
O’Hara_ Envelope ag 500 N. Sacra- *Corron, WiLLarD R..West. Mer., World 
mento Bivd., Chicago 12 “Detreion n @ Diesel Progress, 307 } 
Bostey, WALLACE B., Production Mer., Michigan Ave., Chicago 1. 
Erwin, Wasey & Co., Ltd., 230 N. eras _ _ adv. Mer 
Michigan Ave., Chicago 1. — $36 Ag Talon ~ 
Bortnorr, C. L., Standard Rate & Data Chicago 5. . 
Rervaee, 333 N. Michigan Ave., °Craic, FRANK S., Mer. chi. Terri., Ne 
licago 1. — . tional Petroleum News, 59 E. Va 
*BouGHTON, CLARK, West. Mer., Power, Buren St., Chicago 5. 
520 N. Michigan Ave., Chicago 11. *Crain, G. D., Jr., Publ., Industrial Mo 
Bowes, Frep H., Vice Pres., Etching Co. keting, 100 E. Ohio St., Chicago 
lerics 52 é St. i- ws > = " 
of Cy wine 1520 Montana St., Chi Crawrorp, W. F, Pres., Edward Valves 
ce tte ., 1200 W. 145th St., East Chicas 
*BreETTMAN, V. G., Asst. Dist. Mgr., Steel, 
Penton Publishing Co., 520 N. Michigan CRELLEY, WitutaM D., Adv. & Sales Pr 
Bi, SaEe SS. Mer., General Electric X-Ray Cor 
Britton, BLaIne § Photographer- 175 W. Jackson Blvd., Chicago 4. 
Writer, 221 16th St., Wilmette, IN. eCrist. L. E.. West. Mer., Factory Mo 
*Briccs, Harotp W., Salesman, Rapid agement & Maintenance, 520 N. Mi 
Copy Service Co., 123 N. Wacker Dr., igan Ave., Chicago 11. 
Chicago 


44 
i 


= i *CUNNINGHAM, LESLIE, West. Mer., Cher 
Brockson, W. I., Vice Pres., Gebhardt & ical & Metallurgical Engineering, 
Brockson, Inc., 600 S. Michigan Ave., N. Michigan Ave., Chicago 11. 
Chicago 5. ° ene” ae ies y Pub 
: . CuTrLer, Georce C., Sales, Keeney f° 
THERS, WELLINGTON W., Adv. Mer., lishing Co., 6 N. Michigan Ave., ¢ 
The C. F. Pease Co., 2601 W. Irving cago 2 
ae ee Davis, JoHNSON S., Dir, Publ. Rel., Borg 
BROUVILLETTE, LuctrEN M., V. P. & Sec., Warner Corp., 310 S. Michigan Ave 
Almon Brooks Wilder, Inc., 154 East Chicago 4. 
Erie St., Chicago 11. De Ce.tie, O. A., Vice Pres., Infilco 
Brown, C. FRANKLIN, Owner. C. Frank- S35 W. Sth Fi. ‘ - = 
lin Brown & Co., Rm. 3712, 20 N. *Det Gapo, ALBERT C., West. Mer., 
Wacker Drive, Chicago 6 Industries, 520 N. Michigan Ave., 
*Brown, WILLIAM W., District Mer., In- cago ll, = 
dustry & Power, 360 N. Michigan Ave., Demanp, W. E., Adv. Megr., Page Ent 
Chicago 1. neering Co.,Clearing Post Office, \ 


cago 38. 
*Bruns, Otro L., V. P. & West. Adv. ° : RR 
‘ : > . YENNETT, DoNALD H., Adv. Rep 
ne ~t | nae Age, 100 E. Ohio St., ya arene t  F Gammeeen. 15. Grat 1 Ave 
Chicago ‘ , 1 i 


Chicago 90. 

*Burnetr, HA, Editor, Industrial Mar- DENoO, NORMAN, Acct. Exec., Kreicker 
keting, 100 E. Ohio St., Chicago 11. Meloan, Inc., 221 N. La Salle St.. © 

*BuscumMaN, W. A., Dist. Mer., Business cago 1. : 

Publ. International Corp., 520 N. Mich- De Wotr, DetmarR M., Adv. Mer., Ski 

igan Ave., Chicago 11. saw, Inc., 5033 Elston Ave., Chicase 


— De Younc, ANTHONY, Adv. Mer., Wh" 
*Associate Member. *In Military Service ing Corp., Harvey, Ill 
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\dv. & Saldlinonce, Howarp M., Pub. Rep., News- GEBHARDT, 
ic Mfg. Coli week, 360 N. Michigan Ave., Chicago 1. Chicane sé 
> > MAN, D. H., Asst. Adv. Megr., Good- — 
“yy rman Mfg. Co., 4834 S. Halsted St., *GILLETTE, E. ScRANTON, Publisher, 
Chicago 9. 
bl., Produdiie.. fnew — . ae cago 6. 
fferson yy on EDWARD, Edward Don & Co., 2201 °GoEPat. 
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City Magazine, 400 W. Madison S&t., 
Chicago. 


s. La Salle St., Chicago 16. 

DoveLAS, RoBIN, Adv. Mer., Genl. Amer- 
ian Transportation Corp., 135 S. La 
Salle St., Chicago 90. 

powp, A. Scorr, Pres. & Genl. Megr., 
Fritz Publications, Inc., 59 E. Van 
Buren St., Chicago 5. 

DeeYeER, Howarp H., West. Mer., Ma- 


chine Design, 520 N. Michigan Ave., Publ. 

Chicago, Ill. cago 11. 

DeENSING, O. F., The Duensing Co., 35 *GRANT, ORGE 

E. Wacker Dr., Chicago 1. Working Equipment, 
DUKE, VERNON H., Sales Pro. Rep., A. B. pre oF ten 

Dick Co., 720 W. Jackson Blvd., Chi- GRANTVEDT, E. N., 
cago 6. lies, 52 

OwreR, T. P., Sales, Conover-Mast Corp., GRAUMAN, 

$33 N. Michigan Ave., Chicago 1. American 


EaGAN, Rop, Adv. Mer., Goodman Mfg. 


Co., 4834 S. Halsted St., Chicago 9. *GREEN, 

farLy, Dwicnt H., Rep., Production ers’ Ink. 
Engineering 4 Management, 100 N. La Chicago 

Salle St., Chicago 2. GREEN, MARVIN T., 
FASTER, FRANK S., Pro. & Res. Mer., cago 

National Provisioner, 407 S. Dearborn dare 

St., Chicago 5. GREENE, 

Eppy, GLENN H., Publ. Rep., Mechanical mus & Co., 
Engineering, Mechanical Catalog, Civil GREER, 

Engineering, Rm. 1920, 205 W. Wacker Williams & Cleary 
Dr., Chicago 6. St., ; ‘ ale 
Ecotr, EDMOND I., Owner, Cruttenden & GREIG, 

Eger, 64 E. Lake St., Chicago 1. Greig 


FHMAN, Harry, Dist. Sales Mer., The born § 
Heinn Co., 188 W. Randolph St., Chi- *GREIG 

cago 1. week, 

Exrzop, D. S., Vice Pres., Erwin Wasey GRIMM 
Koel Ltd., 230 N. Michigan Ave., Chi- N. Michigan 
cago 


Emery, C. .. Westinghouse Electric 
Corp., 20 N. AiWacker Dr., Chicago 6. 
Estey, F. Ciirrorp, Gen. Mer., Reincke, 
Meyer & Finn, 520 N. Michigan Ave., 
Chicago 11. 


rite 


EvaNs, JOHN W., Acct. Exec., Gebhardt . 

& Brockson, Inc., 600 S. Michigan Ave., Steel Co. 
Chicago 5. GUNDEL, 

EvaNs, KeirH J., Adv. Mer., Joseph T. 

Ryerson & Son, Inc., 2558 W. 16th St., cago 4. 

Chicago 80; Sales Pro. Mer., Inland *HAMMOND, L. B., 
Steel Co., 38 S. Dearborn St., Chicago 3. Reps., f 
‘EVANS, VERNON K., Partner, C. M. & H. *HAND, 

Offset Printing Co., 63 W. Grand Ave., Sales Mer. 
Chicago 10. igan 


Ewinc, F. D., Vice Pres., Fensholt Co., *HANSEN, 

360 N. Michigan Ave., Chicago 1. Loose 

‘EYLER, E. T., Dist. Mgr., Sweet’s Cata- Ave., } 
log Service, 700 Merchandise Mart, Chi- HARABURDA, WALTER, 
cago 54. Belt 7 
‘FAIRWEATHER, STANLEY J., Adv. i: cago 1. 
General Exhibits & Displays, Inc., 1525 Harpy, 

N. Clark St., Chicago 10. vertising, 
‘Fartey, J. U., Rep., Domestic Engineer- caso 

ing Co., 1900 Prairie Ave., Chicago 16. HaArRKE, 

‘Farmer, C. R., West. Mer., Chgo. Office yg 

Oil € Gas Journal, 105 W. Madison St., ~s 

Chicago 2. *HASKETT, 

Fea, Horace W., Adv. Mer., Powers yn oy 
Regulator Co., 2720 Greenview Ave., oorere 

Chicago 14. HEALY, 

FeiceL, ARTHUR J., Sales Pro. Mer. Felt Works, 
Union Special Machine Co., 400 N. cago 

Franklin St., Chicago 10. *HEApPs, 


FinpLtay, JonHn, Adv. & Sales Pro. Mer.. 
etenin Ine 4757 N. Ravenswood 


Ave., Chicago 40, om, 

* ata ‘ : : tising 

SHER, CHARLES W., The Buchen Co., Chicago 4. 

400 W. Madison St., Chicago *HEINLY, Don 
‘Fitzpatrick, H. G., Mer., Chego. Office, lishers 

od Publ. Co., 332 S. Michigan Ave., Michigan Ave., 
B. icago 4, : *HENDERSON, 
SORBES, DUNCAN, West. Mer., American Publications, Inc., 
Exporter, 122 S. Michigan Ave., Chi- Chicago § 

; £0 3. HENRY, 

‘REYB erG, J. C., Asst. Adv. Mer., Wheelco Mer., ; 

Inst ruments Co., 847 W. Harrison St., St., Chicago 4. 

R — igo 7. *HICKEY, 

}ALT , Louis, Publ., Industrial Bulletin, Boardman Publ. 
621 N. Dearborn St., Chicago 10. St., Chicago 3. 
*“Garescne, Jerome K., Pub. Rep., 1553 Hiaeins, LYMAN W., 
Juneway’ Ter., Chicago. The 

GaRNJopst, HENRY, Jr., Asst. Adv. Mer., 6 

ome rican Lumber & Treating Co., 332 HINKLE, 

8. chigan Ave., Chicago 4. Mfg. 


GaUKERUD, M., Sales Pro. Mer., Con- 
tainer Corp. of America, 111 W. Wash- 





ington St., Chicago 2. *Associate Member. *In Military Service. 
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n, A Adv. Mer., A can Gaw GeEorGE D., Dir., Direct Mail Re- 
Dix, JOH sst. Adv er morven search Institute, 415 N. Dearborn S 


Chicago 10. 


lette Publ. 


Watter L., Gen. Mer., 
18 E. Huron 8t., 
’. & Sales Pro. Mer 
309 W. Jackson Bivd., 


Blue Book, 
GRADY, 
Chase Bag Co., 
Chicago. 
GRAHAM, 


Mfz. S$. Halsted St., Chicago 9. 


*GRAHAM, EwIns W., 
Michigan Ave., 


Ave., Chicago 1. 
st. Mer., Mill Sup- 
¥. Michigan Ave., 


2849 N. 


Show Printing 


208 S. LaSalle St., 


, 135 S. La Salle 


360 N. Michigan Ave., 


Ave., Chicago 1. 
GRIMSHAW, ‘ 
fg. Southport Ave., 
Chicago 1¢. 

Gross, 4 
Assoc., 185 N. ‘Wabash Ave., 


Grove, F. R., Jr., Asst. 
, 2840 Archer yoo 


, Torkel Gundel 


Advertising, . Jackson Blvd., 


Fleet Owner, 224 8. Mich- 
Leaf Records Co., 


N. Michigan Ave., 


Graw-Hill Publ. 

igan Ave., Chicago 11. 

erent Heer A‘ sver- 
E. 


59 E. Van Buren St., 


h Scientific Corp., 
Wrightwood Ave., 


Test 
Confectioner Publ. 
Madison, Chicago 6. 


*HOAGLAND, DoNatp, Sales Rep., Rein- 
hold Publ. Corp., 22 W. Monroe St. 
Chicago 3. 

*Hoerer, CHARLES, Jr., Mer., Rock Prod- 
ucts, 309 W. Jackson Blvd., Chicago 6. 

*HoGrREN, VINCENT C., Bus. Mer., Hitch- 
cock Publ. Co., 542 8S. Dearborn St., 
Chicago 5. 

HoHENHOorST, Frep B., Jr., Adv. Dept., 
The Creamery Package Mfg. Co., 1243 
W. Washington Blvd., Chicago 7. 

*Hotpen, C. Har, Publ. Rep., Thomas 
Publ. Co., 20 W. Jackson Blvd., Chi- 
cago 4. 

*HoLpERNESS, Esper W., Sales’ Engr., 
American Decalcomania Co., 4334 W. 
Fifth Ave., Chicago 24. 

Houtu, Junius S., Adv. Mer., Link-Belt 
Co., 307 N. Michigan Ave., Chicago 1. 
Ho.tuis, RayMonD, Adv. Megr., Gray-Mills 
Corp., 1948 Ridge Ave., Evanston. 

*Hooker, G. C., Rep.. Thomas Publ. Co., 
20 W. Jackson Blvd., Chicago 4. 

*Hoover, ADRIAN E., F. W. Dodge Corp., 
700 Merchandise Mart, Chicago. 
Horwicu, Howarp, Adv. Mer., Shure 
Bros., 235 W. Huron St., Chicago 10. 

*HoTTENSTEIN, H. K., West. Mer., The 
Iron Age, 10 S. La Salle St., Chicago 3. 

*Hovuts, Ropert S., West. Megr., Mech- 
anization, Inc., 1712 Board of Trade 
Bldg., Chicago 4. 

Hupson, Frep G., Sales Dept., Jas. P. 
Marsh Corp., 2073 Southport Ave., 
Chicago. 

Hupson, RayMoNnp C., Owner, Raymond 
Cc. Hudson & Assoc., 205 W. Wacker 
Dr., Chicago 6. 

*Hunt, C. MELVIN, United States News, 
180 N. Michigan Ave., Chicago 1. 
Hunt, Lewis S., Adv. Megr., Signode 
Steel Strapping Co., 2600 N. Western 
Ave., Chicago 47. “ 

*Hunt, LAwrRENcE H., Adv. Rep., Mc- 
Graw-Hill Publ. Co., Inc., 520 N. Mich- 
igan Ave. 

IKERT, BEN M., Rm. 1222, 53 W. Jackson 
Blvd., Chicago 4. 

*IRVINE, R. H., Thomas Publ. Co., 20 W. 
Jackson Blvd., Chicago 4. 

*JACKSON, CHARLES J., Salesman, News- 
week, 360 N. Michigan Ave., Chicago 1. 

*JoHNSON, JACK FritioF, Industrial Mar- 
keting, 2412 Park Pl., Evanston. 

*JoHNSON, P. O. E., West. Mer., South- 
ern Power & Industry, 168 N. Michigan 
Ave., Chicago 1. 

Jones, Frep G., Adv. Megr., The Cream- 
ery Package Mfg. Co., 1243 W. Wash- 
ington Blvd., Chicago 7. 

*JonEs, RICHARD N., West. Mer., The 
Architectural Forum, Time, Inc., 230 N. 
Michigan Ave., Chicago 1. 

*Joyce, WILLIAM R., Wes. Mer., Advertis- 
ing & Selling, 122 8S. Michigan Ave., 
Chicago 3. 

KANAGY, Hucu M., Adv. Mer., Graver 
Tank & Mfg. Co., 332 S. Michigan Ave., 
Chicago. 

KELLY, JoHN F., Asst. Adv. Megr., Link- 
Belt Co., 307 N. Michigan Ave., Chi- 
cago 1, 

KENNEDY, D. S., Dir. of Serv., Charles 
Daniel Frey Adv. Agency, 333 N. Mich- 
igan Ave., Chicago 1. 

KENNEDY, J. H., Owner, J. H. Kennedy, 
Advertising, 538 S. Clark St., Chicago. 

KENNEDY, W. J., Kennedy & Co., 43 E. 
Ohio St., Chicago 11 

*KrocuH, FraANK B., West. Adv. Mar., 
World Report, 180 N. Michigan Ave., 
Chicago 1. 

Kroucu, R. H., Adv. Mer., R. G. Haskins 
Co., 615 S. California Ave., Chicago 12. 

Kern, R. B., Editor “Link-Belt News,” 
307 N. Michigan Ave., Chicago 1. 

KIRCHNER, C. Norman, Acct. Exec., 
Evans Associates Co., 307 N. Michigan 
Ave., Chicago 1. 

*KIrRKPaTRICK, F. O., West. Mer., Motor 
Age, 360 N. Michigan Ave., Chicago 1. 

*Knapp, Bruce, West. Mer., Aviation 
Maintenance, 333 N. Michigan Ave., 
Chicago 

KovupaL, Ropert J., Adv. Mer., Infilco, 
Inc., 325 W. 25th Pl., Chicago 16. 

KovarikK, F., Gen. Mer., Gits Bros. Mfg. 
Co., 1846 S. Kilbourn Ave., Chicago 23. 

LACKENS, Freperic I., Adv. Mer., The 
Hays Corp., Michigan City, Ind. 


LANGLIE, HiILuaArD R., Acct. Exec., Au- 
brey, Moore & Wallace, Inc., 230 N. 
Michigan Ave., Chicago. 





Georce, Sales Rep., Plumbing 


*®LARSON, 
sernard 


and Heating Business, 56350 N 
St., Chicago 25 

LAURAITES, Paut W., Amerod, Inc., 624 
S. Michigan Ave., Chicago. 

*LeperRLe, FraNK A., West. Mer., Haire 
Publ. Co., 1411 Merchandise Mart, Chi- 
cago 54 
L&E, J Asst. Mer. Sales Pro., Joy 
Mi , Mich in Cit Ind 
LENZ ; .c.. S. M. & Adv. Mer., Pais- 
ley Products, In 1770 Canalport Ave., 
Cc wo i1¢ 

*Linper, Roy E., Midwest Adv. Mer., 
Plastics Magazine, 185 N. Wabash Ave., 
Chicago 1 

*Lincnor, Larry H., Gillette Publ. 

‘ Is St., Ch izo 6 

*Lir ILI F.. West. Mer., 

} j N. Michigan 


Ahrens 
Chicago 1 
st. Mer., Industrial 


Lake St., Rm 


, Conover-Mast 
Ave., Chicago 1 
:., Sales Rep., Con 


Mi hi ran Ave 


G 
Van 


N, Mer., Time Magazine, 
, I , Chicago 1 
M N, JAMES, Adv. Mer., War- 
wick Mf ‘orp., 4640 W. Harrison St., 
Chicago 44 
McLoutnH, Lovis, s Pro. Mer., Sauer- 
man Bros., n 5 S. Clinton S&t., 
l Zo 


Cn ‘ 
McNu.ty, Wm >, Acct. Exec., T. R 
B » \ 


uuerle Adv. 1800-A Merchan- 
dise Mart, Chicago 

*MEANOR, ANSON E., Adv. Rep., McGraw- 
Hill Publ. Co., Inc., 520 N. Michigan 
Ave., Chicago 11 

MeLoan, W. H., Pres., Kreicker & Me- 
loan, Inc., 221 N. LaSalle St., Chicago 1 
MENEILLEY, Wa. H Dist. Megr., Elec- 
trical World, 520 N. Michigan Ave., 
Chicago 11 


®MERRIKEN, C. W., JR., Sales Rep., Sim- 
mons-Boardman Publ. Corp., 105 W. 
Adams St., Chicago 3. oe 
MERRILL, T. WmM., Pres., The Advertising 
Corp., 176 W. Adams St., Chicago 3. 

*Meyvers, Georce H., West. Mer., Gardner 
Publications, Inc., Tribune Tower, Chi- 
cago 11. 

*Mick, NorMAN O., Assoc. Dir. of Adv., 
The United States News Publ. Co., 180 
N. Michigan Ave., Chicago 1. 

MiILtuer, M. GLen, M. Glen Miller Adver- 
tising, 8 S. Michigan Ave., Chicago 3. 
Mocce, ArtTHuUR R., Pres., Arthur R. 
Mogge, Inc., 307 N. Michigan Ave., 
Chicago 1. 


*MONTGOMERY, JAMES E., Adv. Mgr., Pit 
and Quarry Publications, 538 S. Clark 
St., Chicago 5 

*Morris, Lewis C West. Mer., Public 
Works Magazine, 612 N. Michigan Ave., 
Chicago 11 

*Moss, Curtis F., Rep., Newsweek, 360 
N. Michigan Ave., Chicago 1. 

*MuLperR, W. J., Jr., Adv. Rep., Railway 
Supply News, 418 S. Market St., Chi- 
cago 7 

Mu trorp, H., Vice Pres., American Forge 
Di of American Brake Shoe Co., 2621 
S. Hoyne Ave., Chicago 8. 

Myers, E. M., Adv. Mer., Victor Chem- 
ical Works, ’. Jackson Bivd., Chi- 
ago 4. 

NELSON, HAROLD WILLIAM, Adv. Mer., 
Lion Auto Parts & Mfg. Co., 1920 S 
Michigan Ave Chicago 16 

NEVILLE, R. W., Adv. Mgr., Cardox Corp., 
07 N. Michigan Ave., Chicago 1. 
B., Pres., Robt. B. New- 
Wacker Dr., Chi- 


NEWELL, ROBER 


ell & Asso., 75 E 
cago 1. 
eErG, Ror r A Sales Pro. Mer., 
an-Marietta Co., 43 E. Ohio SBt., 
» 1] 


Dept., The Cream- 
, 1243 W. Wash- 


Ady Mer., Power 
} W. Jackson Bivd., 


Admin. Asst. to Vice 
, United States Steel Supply Co., 
Wabansia Ave., Chicago 90. 
». E., Vice Pres., Buckley- 


Sorp., 707 Jackson 


Pres Concrete 


Madison St., Chi- 


, Mng. Editor, Indus- 

»., 621 N. Dearborn, 

Adv. Mer., Stephens- 
‘o Aurora, Il 

EST, Mer. Sales, Central 

3501 Shields Ave., Chicago 9 

, West. Mer., Penton Publ. 

Michigan Ave., Chicago 11. 

LLAN L., Adv. Mer., Fansteel 

11 Corp., 2200 Sheridan Rd., 

ro, Ill. 

West. Mer., Petroleum 

S. Wells St., Chicago 6 

INT, Indus. Mktg. Div., 

155 N. Clark St., Chi- 


. , Publ., Better Roads, 173 W. 
I son St., Chicago 2. 

PI y, Grorcre, Adv. Mer., Scully-Jones 
& Co., 1901 S. Rockwell St., Chicago 8. 
PETERSEN, A. E., Russell T. Gray, 205 
Wacker Drive, Chicago. 

*PETERSEN, ARTHUR C., Dist. Mer., King 
Publications, 5833 S. Spaulding Ave., 
Chicago 29. 

PeTerson, R. A., Davis Regulator Co., 
541 S. Washtenaw Ave., Chicago 8. 

PHILLIPS, STUART G., 

The Dole Valve Co., 1923 Carroll Ave., 
Chicago 12 

*PILKINGTON, D. G., Dist. Mgr., Progres- 
sive Architecture, 22 W. Monroe St., 
Chicago 3 
Poor, Don, Adv. Mer., Ceco Steel Prod- 
ucts Corp., 5701 W. 26th St., Chicago 50. 

*Porr, Georce O., West. Mer., The Foun- 
dry, 520 N. Michigan Ave., Chicago 11. 
PorTrer, Rospert E., Partner, C. C. Fo- 
gerty Adv. Agency, 307 N. Michigan 
Ave., Chicago 1. 

Powers, E. J., E. J. Powers Co., 173 W. 
Madison, Chicago. 


*Associate Member. *In Military Service. 


Pray, Witpur F., Adv. Mer., Askap 
Regulator Co., 1603 S. Michigan Ay, 
Chicago 16. 

*PrICE, CHARLES E., Gen. Mer., Keene 
Publ. Co., 6 N. Michigan Ave., Chicag 
PutTMaN, R. B., Adv. Mgr., Americ; 
Lumber & Treating Co., 332 S. Mic 
igan Ave., Chicago 4. 

*PuTMAN, RussEtt L, Pres., Putm: 
Publ. Co., 737 N. Michigan Ave., Chicag 
Racink, JOHN L., Mer., Adv. & 
Pro., Infilco, Inc., 325 W. 25th I 
cago 16 
Raper, Dousc, 8 S. Michigan Ave., 
cago 3. 

*RAYMOND, FRANK J., Vice Pres., Ame 
ican School Publ. Corp., 400 W. Madis 
St., Chicago 6. 

REHNQUIST, MELVIN, Adv. Mear., 
Tool Co., 7740 South Chicago 
Chicago 19. 

*Reicu, E. J., Sales, American Builde 
105 W. Adams St., Chicas ; 
REINCKE, CHARLES, Secy.-Treas., Re 
cke, Meyer & Finn, Inc., 520 N. Mj 
igan Ave., Chicago 11. 

*REYNOLDS, BRADFORD B., Time, In 
N. Michigan Ave., Chicago 1 
REYNOLDS, MARTIN G., Space B 
chen Co., 400 W. Madison St., C 
RuHopes, LEONARD B., Adv. & Sales Pr 
Mer., Lyon Metal Produ 
ra, lil. 

*Rice, ArtHuR L., Rep., Technical Py 
Co., 53 W. Jackson Blvd., Chicago 
*Ricg, KINGsitey L., Pres., Technical Py 
Co., 53 W. Jackson Blvd., Chicago 4 
*RrEMERSMA, C. B., Dist. Mer., Archit 
tural Record, 700 Merchandise Mar 

Chicago 54. 

RoBpBiINsS, Harvey H., Sec’s Par: 
Carton Assn., 111 W. Washington Blvd 
Chicago 2. 

Roperts, JowHn D., Partner, Kirk, R 
erts & Thomas, 188 W. Randolph § 
Chicago. 

RosBerRTS, RoLANpD G., Asst. Adv. Mgr 
Edward Valves, Inc., East Chicago, I 

*Ropison, J. H., Vice Pres., New 
ment Digest, Revista Industrial, 
Michigan Ave., Chicago 11 

*Rosson, Henry W., Dist. Mer., MacRa 
Blue Book, 16 E. Huron St., Chicag 

*Rocue, JAMEs H., F. W. Dodge C 
700 Merchandise Mart, Chicago 54. 

*Rocue, L. M., West. Rep., Case-Shepper 
Mann Pu! Corp., 6 N. Michigan A 
Chicago 2. 

*Ropcer, JaAcK M., Vice Pres 
Hill Publ. Co., Ine., 520 N. 

Ave., Chicago 11. 

RosE, Howarp W., Asst. Secy., 

Co., 400 W. Madison St., Cl 

*ROSENBERG, HAROLD H., Pres., 1d 
Publications, Inc., 59 E. Van Bur 


. 
o 


ver 


} 


ago 5. 

3, Harry E., Vice Pres. & Bus. Ms 
Transportation, 608 5S. Dear 
shicago 65 
{EE oe Adv. & § 
720 W. Jacks 


Rumsey, L. A., Indus. Mktg. Div., 
W. E. Long Co., 155 N. Clark St., Cir 
cago 1. 

*RuUNYAN, CARLETON W., Adv. Mer., i 
Plant Monthly, 327 S. La Salle 5 
Chicago 4 
RUSSELL, ALBERT E., Adv. Mer., Natio! 
‘ylinder Gas Co., 205 W. Wacker ! 
Chicago 6. 

*ScHAEFER, JOHN T., Electrical World, 5- 
N. Michigan Ave., Chicago 11. 

ScHanz, L. J., Adv. Mer., Mercoid Cori 
4201 Belmont Ave., Chicago 41 

Scritp, Herpert W., Adv. Mer., Farada 
Electric Corp., Adrian, Mich 

SCHNELL, WaALpo G., Vice Pres., 
sell T. Gray, Inc., 205 W. Wacker 
Chicago 6. 


‘ 
Tr 


ara- 


*SCHOLEFIELD, WILLIAM C., Rep., Haré 
wa Age, 230 N. Mich n AV Ui 


.. R., Asst. Adv. Mgr., Lindbers 
ring Co., 2450 W. Hubbard © 


ScHULTHE!IS, JoHN H., Adv. Mer., = 
cision Scientific Co., 1736 N. Spring 
Ave., Chicago 47. 


Scuvutz, RueBen M., Sales Pro 
Maremont Automotive Products, 
1600 S. Ashland Ave., Chicago. 
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Sales Pro. 


SCRANTON, W. F., Adv. Mgr. & 
Western 


Mer., Ampro Corp., 2835 N. 
Ave., Chicago 18. 


ScRIBNER, Harvey A., Pres., Russell T. 


Gray, Inc., 205 W. Wacker Dr., Chi- 
cago 6. 
*ScroGUM, Earnt W., Adv. Rep., Hard- 


ware Retailer, 1607 Tribune Tower, 
Chicago 11. 
SELBY, Jack F., 
ciates Co., 307 N. 
caso 

#SHALLBERG, G. A., JR. 
SHERMAN, G. F., Adv. 
Taylor Forge & Pipe 
Chicago. 
Simmons, H. H 
Dept., Crane Co., 836 S. 
Chicago 6. 
‘SIMON, Ropert L., 
Book Publishers, Inc., 304 8. 
St., Chicago 4. 

SKALA, Rupotpn J., Prop., R. J. Skala 
Co., 608 S. Dearborn St., Chicago 5. 
SLATE, Ropert N., Partner, 
228 N. La Salle St., Chicago 
SmirH, Mito E., Adv. Mer., Chicago 
Bridge & Iron Co., 332 S. Michigan 
Ave., Chicago 4. 

‘SMITH, RUSSELL B., Dun’s 
W. Adams St., Box J, 
‘SMITH, STANLEY J., 
gine, 333 N. 


SOWERSRY 


Evans Asso- 
Chi- 


Vice Pres., 
Michigan Ave., 


& Sales Pro. Mer. 
Works, Box 485, 


, Mgr. Adv. & Sales Pro. 
Michigan Ave., 


Sales Mer., The Year 
Dearborn 


Admakers, 


Re view, 300 

Chicago 90. 
Purchasing Maga- 
Michigan Ave., Chicago 1 
, Puiuip C., Sales Pro. Mer., 
a Dept., General Electric Co., 842 
S. Canal St., Chicago 80. 

V. A., Sales Mer., H. M. Har- 
2620 Fletcher St., Chicago 18. 
EMIL G., Vice Pres. & Adv. 

World, 418 S. Market St., 


any 

per Co., 
"STANLEY, 
Dir., Traffic 
Chicago 7. 

Staup, Rupotpn W., Sales Pro. Mer 
Benjamin Electric Mfg. Co., Des Plaines, 


STINS oe Wan = Ad Mer Cherry- 
Burr Corp., 427 W. Randolph St., 
Chicago 6 

STOETZEL, HERBERT W., Mer. Adv. &S. P., 


Republic Flow Meters Co., 2240 Diver- 
sey Pkwy., Chicago 47. 

SroKEs, JOHN W., Adv. Mer., 
Molded Products Corp., 1020 N. 
Ave., Chicago 561. 

STONEKING, J. H., Adv. & Sales Pro 
Mer., United Al ‘togsré iphic Regis ter Co., 
5000 S. California Ave., Chicago 32. 

‘STONHOUSE, J. H., ‘Matertats é€ Methods, 
22 W. Monroe St., Chicago 3. 

‘Strauss, Ropert W., Asst. Publisher, 
Industry & Power, 420 Main St., St. 
Joseph, Mich. 

STYBR, LESTER E., Vice Pres., Mach’y Div., 

quid Carbonic Corp., 3100 S. Kedzie 
Ave., Chicago 23. 

‘SUGARMAN, Harotp J., West. Adv. Mer. 
Radio Magazines, Inc., 82 W. Washing- 
ton Blvd., Chicago 2. 

SULLIVAN, T. C., General Electric Co 
(Apparatus Dept.), 840 S. Canal St.. 
Cl 


azo, 


Chicago 
Kolmar 


SYMONDS, MERRILL E., Pres., 
monds Advertising, 407 S. 
st.. Chicago 5. 
TAYLor, Gornon E., Vice-Pres., 
Meyer & Finn, Inc., 520 N. 
Ave., Chicago 11. 


Merrill Sy- 
Dearborn 


Reincke, 
Michigan 


TEPLITZ, HENRY H., Henry H. Teplitz 
Advertising Agency, 185 N. Wabash 
Ave., Chicago 1. 

‘THAoN, Louis C., West. Mer., Rock 
Products, 309 W. Jackson Blvd., Chi- 
cago 18, 

THoma, Grorce, Asst. Adv. Mgr., Inde- 


Pendent Pneumatic Tool Co., 600 W. 
Jackson Blvd., Chicago 6. 

| : ‘ 

THOMAS, C. H., Putman Publishing Co., 
‘of N. Michigan Ave., Chicago 11 

. vs , 
THompson, JoHN R., Vice Pres. & Treas., 
Maclean-Hunter Publ. Corp., 309 W. 
Jackson Blvd., Chicago 6. 
THROCKMORTON, EDGERTON A., 
( ontainer C orp. of America, 
Washington St., Chicago 2. 


Vice Pres., 
111 W 


*ToBEr, Braprorp L., Salesman, Fortune, 
«80 N. Michigan Ave., Chicago. 

Toot Epwarp F., Adv. Mer., Imperial 
Brass Mfg. Co., 1200 W. Harrison St., 


Chicago 7. 


Topp, W. N., Adv. Mer., Merch. Div., 


Belden Mfg. 'Co., P. O. Box 5070A, Chi- 
Cago 80. 
Torne, Curis F., Acct. Exec., Merrill 


Symonds 


Adv., 407 S&. 
Chicago 5. 


Dearborn St., 


Harry, Mng. Editor, Modern 


*ToLer, J. 
Michigan Ave., Chi- 


Theatre, 332 S&S. 


cago 4, 

TURNER, GEORGE, West. Mer., Heating ¢€ 
Ventilating, 228 N. LaSalle St., Chi- 
cago 

*TURNER, WALTER V., West. Mer., Rob- 
bins Publ. Co., 122 S. Michigan, Chi- 
cago. 

TymMicK, Henry W., Acct. Exec., Buchen 


Madison St., Chicago 6. 
VAALER, JOHN C., Putman Publ. Co., 
N. Michigan Ave., Chicago 11. 

VAN AUKEN, KENNETH L., Partner, Van 
Auken & Ragland, 326 W. Madison St., 
Chicago 6 

*VAN KAMPEN, ROBERT C., 
cock Publ. Co., 642 S. 
Chicago 5. 

*VINING, CrosBy, Knoebber & Vining, 360 
N. Michigan Ave., Chicago 1. 

*VINTON, H. K., West. Rep., Paper Trade 
Journal, 123 W. Madison St., Chicago 2. 


Co., 400 W. 
737 


Pres., Hitch- 
Dearborn S&t., 


*VOLK, VAUGHN W., Adv. Rep., Penton 
Publ. Co., 520 N. Michigan Ave., Chi- 
cago 11. 

*WaDE, WILLIAM S., Rep., World Ports, 


Chicago. 
Prod. 


418 S. Market St., 


Walpter, C. P. F., Mer., Adv. 
E. 


Dept., American-Marietta Co., 43 
Ohio St., Chicago 11. 

*WAKEFIELD, JAMES C., Adv. Rep., Haire 
Publ. Co., 1411 Merchandise Mart, Chi- 


cago 54. 

WALDIE, BENJAMIN D., 
Waldie & Briggs, 221 
Chicago 1. 

*WALLACE, H. S., 
Provisioner, 407 8S. 
cage 6. 

WALNE, GEORGE T., 
eral Box Co., 500 N. 
cago 10. 

*WALSH, JOHN E., Sales Rep., MacRae’s 
Blue Book, 18 E. Huron St., Chicago 11. 

WALTHER, M. G., Vice Pres., Russell T. 


Partner, Behel & 
N. LaSalle S8t., 


National 
Chi- 


Salesman, 
Dearborn St., 


Sales Pro. Mgr., Gen- 
Dearborn St., Chi- 


Gray, Inc., 205 W. Wacker Dr., Chi- 
cago 6. 

*WarRD, JAMES A., Pub. Rep., 8 S. Dear- 
born St., Chicago 3. 

*WARDNER, CHARLES D., Dist. Mer., Elec- 


tronics, 520 N. Michigan Ave., Chicago 
11. 


Modern 
Chi- 


Publisher, 
Madison St., 


*Watson Davin R., 
Railroads, 326 W. 
cago 6. 

*WatTt, Wo. T., 


Vice Pres., Industry and 


Power, 420 Main St., St. Joseph, Mich. 
WEEKEs, Don, Adv., Publicity & Pub. 
Rel., Clark Tructractor, Battle Creek, 
Mich. 

WEHRHEIM, WiL_uiAmM J., Adv. Mer., 
Guardian Electric Mfg. Co., 1621 W. 


Walnut St., Chicago 12. 
*WerrR, Wm. J., Owner, Weir Advertisers 


Art Service, 500 N. Dearborn St, Chi- 
cago 10. 
*WELLs, JAMES M., Putman Publishing 


M ichigan Ave., Chicago 11. 
WHEELER, FRANK E., Dir. of News Bu- 


Co., 737 N 


reau, Illinois Institute of Technology, 
3300 S. Federal St., Chicago 16. 
*WHITFIELD, Mat M., West. Mer., Hard- 
ware Age (Chilton Co.), 230 N. Mich- 
igan Ave., Chicago 11. 
*WHITTINGTON, Ray _N., Associate Mgr 
Western Dist., Mi: ‘Graw-Hill Publ. Co., 


Inc., 520 N. Michig 
WILBUR, ERNEsT C., Adv. 
frigerating Co., 5910 N. 
Chicago 30. 

WILDER, ALMON Brooks, Pres., Almon 
Brooks Wilder, Inc., 154 E. Erie St., 
Chicago 11. 
WILLcox, L. G., 
sociates, Inc., 307 
Chicago 1. 


ran Ave., Chicago 11. 
Mer., Dole Re- 
Pulaski Rd., 


Vice Pres., Evans As- 
N. Michigan Ave., 


*WILLIAMS, Frep S., West. Mer., Thomas 
Publ. Co., 20 W Jackson Blvd., Chi- 
cago 4 


WILLIAMS, Georce C., Adv. Megr., North- 
west Engineering Co., 28 E. Jackson 
Blvd., Chicago 4. 
WILLIAMS, RALPH E., Secy., 
Co., 431- 437 S. Clinton St., 
WILSON, Epwarp J., 
Curtis Lighting, Inc., 
Chicago 38. 

*Witson, JouHn K., 
tion Equipment, 
Chicago 6. 

*WILson, R. T., Gillette Publ. 
Wells St., Chicago. 


*Associate Member. *In Military 


B. F. Gump 
" Chicago a 

Sales Pro. Mer., 
6135 W. 65th St., 


Bus. Mer., Produc- 
328 S. Jefferson St., 


Co., 330 S. 


Service. 
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*WINDETT, ARTHUR Newsweek Magaeme, 
360 N. Michigan Ave., Chicago |1. 
Wirt, W. Lang, Pres. & Gen. Mer 
N.LA.A. Headquarters, 100 E. Ohio St., 
Chicago 11. aS 

*Woops, LEONARD A., Partner, acintyre 
& Simpson & Woods, 75 E. Wacker Dr., 
Chicago 1. 

*Wray, EDWARD, Publisher, Railway Pur- 


chases & Stores, 9 S. Clinton 5t., Chi- 
cago 6. 
YARLINE, FRANK W., Frank W. Yarline 
& Co., 20 N. Wac ker Dr., Chicago 6. 


Yocrerst, W. M., Sales Mgr., Bodine Elec- 
tric Co., 2254 "W. Ohio St, Chicago 12. 


ZIMMERMAN, E. N., Asst. Adv. Mer., 
Chicago Bridge & Iron Co., 332 8. Mich- 
igan Ave., Chicago 4. 


3. 
CINCINNATI CHAPTER 


Cincinnati Industrial Advertisers 


Association 
*ANDERSON, Bos, Dist. Mer., American 
Machinist, 1110 Delta Ave., Cincinnati 5. 


HAROLD D., Adv. Mer., The Phillip 
Lockland, Cincinnati 15. 
Asst. Sls. 


Bates, 
‘arey Mfg. Co., 
Bau MGARTNER, A. G., A. M. & 


Mer., The C incinnati Shaper Co., Hopple 
«& Garrard St., Cincinnati 25. 

*Baxter, J. E., Vice Pres., 3urton-Rod- 
gers, Inc., 4527 Reading Rd., Cincin- 


nati 29. 
BeERLING, Frep G., Sales Pro. Mgr. in 
Chee. of Adv., The Lunkenheimer Co., 
Beekman St. & Waverly Ave., Cincin- 
nati 14. 


*BernzoTr, A. J., Art Director, A. J. 


Bernzott Studios, Rm. 1235, Enquirer 
Bldg., Cincinnati 
3ERTKE, Don, Texco Corp., Dana & 


Floral Sts., Cincinnati 7. 

*BouNert, R. W., Pres., Bohnett Co., 3rd 
& Vine Sts., Cincinnati 2. 

RoyLan, ArtHuR H., V. P. Adv. & Mkt. 
tes., Drackett Co., 6020 Spring Grove 
Ave., Cincinnati 32. 

*BRAND, LAWRENCE, Brand Studios, 626 
Broadway, Cincinnati 2. 

*CALDWELL, W. J., Sales Megr., Chatfield 
Cincin- 


Paper Corp., 227 W. 3rd &t., 

nati 1. 

Dons. Henry J., Copywriter, Cincinnati 
Milling Machine Co., Marburg Ave., 
Oakley, Cincinnati 9. 

*DossMAN, JacK, Vice Pres. & G. M., 
Craftsman Printing Co., Inc., 325 E. 
Central Pkwy., Cincinnati 2. 


*EaRLy, GorpDon L. 

*x Evans, W. H. 
Forest, E. F. J., Adv. 
Chalmers Mfg. Co., 
Norwood 12. 
Francis, L. E., Adv. Mer., Emery Indus- 
tries, Carew Tower, Cincinnati 2. 

*FrYE, Wm. G., Sales Rep., Thomas Publ. 
Co., 2134 Crane Ave., Cincinnati 7. 

®GARDNER, Don G., Pres., Gardner Publi- 
cations, Inc., 431 Main St., Cincinnati 2. 
GARDNER, J. A., Vice Pres. & Sales Mer., 
Cincinnati Tool Co., 1951 Waverly Ave., 
Cincinnati 12. 


GERHART, FRANK, Adv. Mer., Champion 
Paper & Fibre Co., Hamilton, Ohio. 
GOODELL, PAuL H., Indus. Dept., Trum- 
bull Electric Mfg. Co., 4817 Section 
Ave., Norwood 12. 

Govepy, E. L., Adv. Mer., The Eagle- 
Picher Sales Co., American Bldg., Cin- 
cinnati 1. 


& Pub. Rel, Allis- 
4620 Forest Ave., 


*GrotH, RAYMOND, Rupp Studios, Ameri- 
can Bldg., Cincinnati 
HALLOWELL, J. J., Pres., The Wren Paper 


Co., P. O. Box 192, Middletown. 

*HAMMOND, Epw. K., West. Mer., Ma- 
chinery, 228 N. LaSalle St., Chicago 1. 

*HARLAN, JESSE R., Mer. Sales Pro., Gard- 
ner Publications, Inc., 43 Main St., Cin- 
cinnati 2. 

Harris, THomMaAsS R., Vice Pres. & Gen. 
Mer., Victor Electric Products, Inc., 
2950 Robertson Ave., Cincinnati 9. 
HExtT, R. G., Adv. Megr., Littleford Bros., 
Inc., 453 E. Pearl St., Cincinnati 2. 


HuME, Put R., Vice Pres., The Keelor 
& Stites Co., Carew Tower, Cincinnati 2 





JaaP, Harry C., Secy., Jaap-Orr Co., 
1401. American Bidg., Cincinnati 2. 

Jewett, Josern F., Vice Pres. & Secy., 
The Seifreat-Elstad Machy. Co., P. O. 
Box 344, Cincinnati 1. 

*Kaiser, J. M., Adv. Mer., The Art-Crafts 
Engrav. Co., 705 Sycamore S8t., Cin- 
cinnati 2. 

KAMMANN, FRepeErRic, Mer., Roy S. Dur- 
stine, Inc., 719 Enquirer Blidg., Cincin- 
nati 2 

KeLLer, Bruce, Dir. Pub. Rel. & Adv., 
Aluminum Industries, Inc., 2438 Beek- 
man St., Cincinnati 2. 

Kino, Ricwuarp E., Adv. Mer., Crystal 
Tissue Co., Middletown. 

KLENK. F. A.. Res. Mer., American Tag 
Co., 408 E. 5th St., Cincinnati 2. 

Kouwn, A. J., Mer., The Schauer Machine 
Co., 2060 Reading Rd., Cincinnati 2 

KRAMER, RicHarp, Adv. Mer., Trailmo- 
bile Co., 3ist & Robertson, Cincinnati 9. 

*Krinos, JoHn M., Gen. Mer., Gardner 
Publications, Inc., 431 Main St, Cin- 
cinnati 2 

LANGE, Homer, Adv. Mer., 
Inc., Disney St., Cincinnati 9. 

LINDEN, CarRuL E., Genl. Mer., Fosdick 
Machine Tool Co., 1638 Blue Rock Ave., 
Cincinnati 23 

Macro, JoHN L., Mgr., Ruthrauff & Ryan, 
Inc., Carew Tower, Cincinnati 

MAHAN, Simpney D., Dir. Adv. & Pub. 
Rel., Crosley Corp., 1329 Arlington 
Ave., Cincinnati 25. 

*MaSON, WALTER R., Vice Pres., Bohnett 
Co., 3rd & Vine St., Cincinnati 2 

MAYER, Epwarp A., Partner, State Mig. 
& Construction Co., Franklin, Ohio. 

McFee, Wm. E., Mer. Copy & Planning 
Dept., The American Rolling Mill Co 
703 Curtis St., Middletown. 

McLAUGHLIN, Wm. J., Copywriter, Perry- 
Brown, Inc., 15 E. 8th St., Cincinnati 2. 

Mercer, Harry V., Mer. Adv. Div., 
The American Rolling Mill Co., 703 
Curtis St., Middletown. 

MOERMOND, Isaac C., Salesman, Cincin- 
nati Cordage & Paper Co., 128 E. 6th 
St., Cincinnati 1. 

Myers, J. H., Secy. & Sales Mar., 
& ShipleyMachine Tool Co., 


ec 


rain Ave., Cincinnati 25. 

*®NaAU, Ropert B. 

*% NELSON, Ropert M. 

Orr, L. P., Jaap-Orr Co., 
Bidg., Cincinnati 2. 

*® PARKER, JOHN L. 

Piper, R. N., Adv. Mer., Cincinnati Bick- 
ford Tool Co., 3220 Forrer St., Oakley, 
Cincinnati 9. 

*Reep, Georce A., Sweet’s Catalog Service, 
American Bldg., Cincinnati. 

ReEesey, CHARLES M., Adv. Mer., Cin- 
cinnati Milling Machine Co., Marburg 
Ave., Oakley, Cincinnati 9. 
RICHARDSON, JOHN M., JR., Rich- 
ardson Co., Lockland, Cincinnati 15. 

*Roocn, ALLEN T. 


Rups, Georce G., Sales Pro. Mer., Amer- 
ican Laundry Machinery Co., Ross & 
Section Ave., Cincinnati 12, Ohio. 
SCHELLENBACH, Epcar, Adv. Div., Amer- 
ican Rolling Mill Co., Middletown. 
ScuirrRin, L, Partner, Julian J. Behr 
Co., 1028 Dixie Terminal Blidg., Cincin- 
nati < 
*ScHINDLER, &., 
Co., 1504 
nati < 
*ScHWARBER, GENE, Adv 
Publications, Inc., 431 
cinnati 2. 
SHANNON, W. D., Allis- 
Chalmers Mfg. Co., Cincinnati 2. 
*SHARMAN, OLIveR W., Consult., C. J. 
Krehbiel Co., Broadway & Reading 
Roads, Cincinnati 2. 
Sueriver, Jownn E., Sales Mer., Avey 
Drilling Machine Co., 25 E. 3rd St., 
Covington, Ky. 


Balcrank, 


Lodge 
3055 Cole- 


American 


Secy., 


Acct. Exec., 8S. C 
Times Star Tower, 


Baer 
Cincin- 


Mer., Gardner 
Main St., Cin- 


Pub. Dept., 


Sreser, Josern A., Adv. Prod. Mer., Cin- 
cinnati Milling Machine Co., Marburg 
Ave., Oakley, Cincinnati 9 


Situ, CHariges, Secy., Bradford Ma- 
chine Tool Co., 657 Evans St., Cincin- 
nati 4 
SprnpierR, W. H., 
Drainage & Metal 
town. 


Pub. Mer., 
Products, 


Armco 
Middle- 


STerner, Wm. G., 
ter C. Moreland Co., 
Bidg., Cincinnati 2. 


Vice Pres., The Ches- 
1104 Times-Star 


STRAUCHEN, EpmuNp R., Partner, 
Strauchen & McKim, 6 E. 4th St., Cin- 
cinnati 2. 

SuLLIVAN, Frep, Bunker & Downing, 
Inc., Schmidt Bldg., Cincinnati. 

*SwormMstTeptT, D. R., Vice Pres., Signs of 
the Times Publ. Co., 1209 Sycamore St., 
Cincinnati 1. 

TreMaN, T. W., Adv. Mer., The Amer- 
ican Laundry Machinery Co., Ross & 
Section Ave., Norwood Sta., Cincinnati 
12. 

Uurers, M. G., Ohio Dist. Mer., MacRae’s 
Blue Book, 6613 Plainfield Pike, Cin- 
cinnati 13 

Witt, WriutaM I., Asst. Sales Mer., The 
Sheffield Corp., 721 Springfield, Dayton 
1, Ohio. 

WoLFENDEN, Ropert W., Adv. Mgr., 
Economy Pumps, Inc., Hamliton, O. 
Wutrr, C. F., Secy., Kirk & Blum Mfg. 
Co., 2838-52 Spring Grove Ave., Cin- 
cinnati 25. 
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CLEVELAND CHAPTER 
Industrial Marketers of Cleveland 


*ACKERMAN, Wm. H., Dist. Mer., Hard- 
ware Retailer, 218 Heights-Rockefeller 
Bldg., 3091 Mayfield Rd., Cleveland 
Heights 18. 

AKERS, KENNETS W., Pres., The Gris- 
wold-Eshleman Co., 2700 Terminal 
Tower, Cleveland 13. 

*AppIcKs, ALLEN, Mid-West Mer., Rob- 
bins Publ. Co., 859 Leader Bldg., Cleve- 
land 14. 

*ALpers, Harotp J., Sales Mar., Symes & 
Olds Co., 1200 Boliver Road, Cleve- 
land 15. 

*Atvis, Russe.tt H., Dist. Mer.. Progres- 
sive Architecture, 1133 Leader Bldg., 
Cleveland 14. 

*ANDREWS, Homer, Newsweek, 543 Termi- 
nal Tower, Cleveland 13. 

*BalLey, Cuiype H., Adv. Serv. Mgr., 
Steel, 1213 W. 3rd St., Cleveland 13. 
BatLey, H. P., Pres., Rotor Air Tool Co., 
17325 Euclid Ave., Cleveland 12. 
Baker, Horace R., Chairman of Board, 
Baker & Saker & Assoc., Inc., 930 
Union Commerce Bldg., Cleveland 14 
BaLL, Ben E., Meldrum & Fewsmith, 
1705 Republic Bldg., Cleveland. 

BALL, SANFORD, T. H. Ball & Sons, 850 
Euclid Ave., Cleveland. 

*BaNDELOW, R. E., Vice Pres., Caxton 
Co., Caxton Bldg., Cleveland 15. 

BaRTH, THomas A.. Sales Mer., Barth 
Stamping & Machine Works & Barth 
Mfg. Co., 3815 W. 34th St., Cleveland 9. 
BARTLETT, OSBORN, Pres., Osborn Bart- 
lett Co., 1220 Superior Ave., Cleveland 
14, 

BaYLeEss, NeviILtue, Secy., Bayless Kerr 
Co., 1166 Hanna Blidg., Cleveland 15. 
Beck, Louis R., Export Mer., Harris- 
Seybold-Potter Co., 4510 E. Tlst St., 
Cleveland 21. 
BEEREND, Ray F., 
Materials, Inc., 806 
land 15 

*Beces, | 
Plastics 

( 


Pres., Basic Food 
Broadway, Cleve- 


%. C., Cleveland Mer., Modern 

. Modern Packaging, 1012 N.B.C. 
Bidg., Cleveland 14 

BELDEN, FRANK E., Partner, Belden & 
Hickox, 1900 Euclid Ave., Cleveland 15. 

*Bett, Jack C., Rep., Copifyer Litho- 
graph Corp., 1771 E. 24th St., Cleve- 
land 14 
Betz, J. L., Mgr. Sales Pro., The Thew 
Shovel Co., E. 28th St. & Fulton, Lo- 
rain, Ohio. 

*BenaGH, Wm. H., Jr., Cleve. Mer., Plant 
Purchasing Directory, 435 Leader Bldg., 
Cleveland 14. 

*Ber.e, Harry I., Pres., Direct Mail Serv- 
ice, 2162 E. 2nd St., Cleveland 15. 

Betz, Paut J., Sales Engr., Steel & Tubes 
Div., Republic Steel Corp., 224 E. 13l1st 
St., Cleveland 8. 

BILLINGSLEY, ALLEN L., Pres., Fuller & 
Smith & Ross, Inc., 1501 Euclid Ave., 
Cleveland 15. 

*Brair, Ropert F., Reg’l Bus. Mer., Iron 

Age, 1016 Guardian Bidg., Cleveland 14. 


*Associate Member. *xIn Military Service. 


BuackKsurn, Eric W., Vice Pres., Fran 
Murray, Inc., 1900 Euclid Ave., Cleve. 
land 15. 

*BLINKMANN, Harry H., Treas., Bohme 
& Blinkmann, Inc., 432 Caxton Bldg, 
Cleveland 15. 

Bortz, Davin K., Copywriter, Hubbell 
Advertising, 1220 Huron Rd., Cleveland 
Bossert, E. B., Adv. Mgr., Bailey Meter 
Co., 1050 Ivanhoe Rd., Cleveland 10, 
Bourne, Henry T., Owner, Henry T 
Bourne Adv. Agency, 1277 Union Con- 
merce Bidg., Cleveland 14. 


*Borp, HARLAND E., Cleve. Megr., Motor 


Age, Automotive ¢ Aviation Industries 
1030 Guardian Bldg., Cleveland 14 

Brapner, J. A., Treas., The Lees Bradner 
Co., 2970 Carlton Rd., Shaker Heights 


*Brewer, Russevy R., Genl. Mer., Brewer. 
Chilcote Paper Co., 2212 Superior Av: 
Cleveland 14. 

BroGGIn1, ANDREW, Adv. Dept., Nat nal 
Carbon Co., Inc., P. O. Box 6087, Cleve. 
land 1. 

Brown, CHARLES E., Acct. Exec., Fuller 
& Smith & Ross, Inc., 1501 Euclid Ave 
Cleveland 15. 

Brown, Ropert L., Acct. Exec., Allied 
Advertising Agency, Inc., Empire Bldg 
Cleveland 14. 

BUTCHER, WALTER, Vice Pres., Bavless- 
Kerr Co., 1166 Hanna Bidg., Cleve- 
land 15. 

*Byrne, Ricwarp G., Partner, Ford-Byrne 
Assoc., 718 Carnegie Hall, Cleveland 1i 
Byrne, THomas C., Pres., Thomas C 
Byrne Adv. Agency, 544 Terminal 
Tower, Cleveland 13. 

CANFIELD, LEE R., Acct. Exec., The Gris- 
wold Eshleman Co., 2700 Terminal 
Tower, Cleveland 13. 

CANFIELD, WapbeE E., V. P., Sales, The 
S. K. Wellman Co., 1374 E. 5Slst St 
Cleveland 3. 

*®CANTY, LEONARD, Assoc. Mer., Cen. Dist 
McGraw-Hill Publ. Co., Inc., 1510 Han- 
na Bldg., Cleveland 15. 

®CAPELLE, Wmo. H., Mer., 

American Exporter, 525 
Bldg., Cleveland 14. 

Carp, Harotp S., Public Relations, 85 
Euclid Ave., Cleveland 14. 

CARLETON, WAYNE M., Acct. Exec., Em- 
ery Odell & Assoc., 301 Farmers Bk 
Bldg., Mansfield, O. 

Cary, JOHN R., Asst. Sales Mer., Brown- 
ing Crane & Shovel Co., 16226 Waterloc 
Rd., N. E., Cleveland 10. 

CHaRO, WaLterR J., Weatherhead Co 
300 E, 131st St., Cleveland 8. 

CuurcH, LEONARD H., Tech. Dir., Hill & 
Knowlton, 323 Republic Bldg., Cleve- 
land 15. 

*CLABAULT, WILFRED A., Dist. Sales Mer 
Electrical Manufacturing, 1571 Marlowe 
Ave., Cleveland 

CLaAwson, JAMES C., Acct. Exec., Mel- 
drum & Fewsmith, Inc., 2071 Lakeland 
Ave., Lakewood. 

*CoaTEs, WM. Epwarp, Dist. Mer.. Put- 
man Publ. Co., Rm, 415, Detroit-Warren 
Blidg., Cleveland 7. 

Cote, ErRNest B., Purch. Agt., The 
Standard Tool Co., 6918 Central Ave 
Cleveland 4. 

Comps, NELSON R., Dir. of Infor., Re- 
search for Industry, Inc., 2915 Detroit 
Ave., Cleveland 13. 


CONNELL, JamMEs W., Asst. Pub. Rel. Dir 
Dresser Industries, Terminal Tower 
Cleveland 13. 


Coox, C. B., Vice Pres. & Mer. Sales 
Pro., The Elwell-Parker Elec. Co., 42" 
St. Clair Ave., Cleveland 14, 


Corpes, Witmer H., Mer. Sls. Pro. & 
Adv., American Steel & Wire Co. 
Rockefeller Bldg., Cleveland 13. 


*CorNeELivus, H. B., Owner, Cornelius 
Studios, 900 Carnegie Hall, Clevelane 
15. 

Cox, Wiuson J., Sales Pro. Megr., The 
Western Automatic Machine Screw C0. 
Lake Ave. at B. & O. R. R., Elyria, ° 


CraFts, Epwarp F., Adv. Dir., Dresser 
Industries, Inc., 1130 Terminal Tower 
Cleveland 13. 


*Craic, GALE, Sales Pro. Mer., Cleveland 
Paper Co.; Proven Promotion Service 
1640 Superior Ave., Cleveland 14 
Craia, J. E., Mer. Adv. Dept., Warner & 
Swasey Co., 5701 Carnegie Ave., Cleve 
land 3. 


Cent. West, 
Williamson 
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CRAMER, Paut M., Dir. Media & Res., 
The Griswold-Eshleman Co., 1410 Ter- 
minal Tower, Cleveland 13 

Cutty, JosepnH A., Acct. Exec., The Lee 


Donnelley Co., 73 Union Commerce 


Bidg., Cleveland 14. 

Day, C. H., Acct. Exec., Fuller & Smith 
& Ross, Inc., 1501 Euclid Ave., Cleve- 
land 15. 

‘De VorN, ArtTHUR C., Treas., De Vorn 
Displays Corp., Jennings Rd., cor. Den- 


Cleveland 9. 
Tuomas M., Dir., Div. Bus. 


nison Ave.. 
DICKERSON, 


Admin., Western Reserve University, 
167 Public Square, Cleveland 14. 

DreHM, Wm. C., Service Megr., Bayless 
Kerr Co., Hanna Bidg., Cleveland 15. 
Drerricu, Cart B., Sls. Pro. Megr., Ac- 
curate Parts Mfg. Co., 12435 Euclid 
Ave., Cleveland 6. 

Dopps, RicHaArp P., Vice Pres., Lang, 
Fisher, Stashower, Inc., 1010 Euclid 


Ave., Cleveland. 

Dopce, Benton G. L., Mer. of Market- 
ing, Marketing Counselor, 4019 Prospect 
Ave., Cleveland 3. 
DoercerR, Epw. H., 
Mono Rail Co., 
Cleveland 7. 
DoNLEY, Frep W., Vice Pres., Will, Inc., 
1276 Ww 3rd St., Cleveland 13. 
DONNELLEY, LEE E., Pres., Lee 
ley Co., 734 Union Commerce 
Cleveland i4 

*Durr, Epwarp E., Jr., Dist. Mer., Engi- 
neering News Record and Construction 
Methods, 1510 Hanna Bldg., Cleveland 
15. 


Adv. Mer., American 
13107 Athens Ave., 


Donnel- 
Bldg., 


Griswold- 
Tower, 


Acct. Exec., 


DUNN, JOHN C., 
Terminal 


Eshleman Co., 2700 
Cleveland 13. 
Epe, KENNETH L., Acct. 
Smith & Ross, Inc., 1501 
Cleveland 15. 
*Epwarps, JOHN A., Salesman, Time, Inc., 
820 Hanna Bldg., Cleveland 15. 
*‘EcBERT, Don R., Cent. Mer., Pit € 
Quarry, 712 The Arcade, Cleveland 14. 
*EICKHORN, WaLTER W., Rep., Thomas 
Publ. Co., 3145 Superior Ave., Cleve- 
land 14. 
*‘EISENMAN, Wm. H., Se cy 
ciety for Metals, 7 7301 
Cleveland 3 
ELuiott, DonALp A., Asst. Dir. 
Meldrum & Fewsmith, Inc., 
public Bldg., Cleveland 15. 
ENGLER, G. RosBert, Vice Pres., Fran 
Murray Adv. Agency, Inc., 1900 Euclid 
Ave., Cleveland 15. 
‘ENRIGHT, FRANK J., Publishers’ Repre- 
sentative, Union Commerce Bldg., Cleve- 
land 14. 
ERTELL, 
Reliance Elec. 
Ivanhoe Rad., 


Exec., Fuller & 
Euclid Ave., 


American So- 
Euclid Ave., 


of Media, 
1705 Re- 


KENNETH F., Asst. Adv. Mer. 
& Engineering Co., 108 
Cleveland 10. 


*EYLAND. GEORGE C., Dist. Mer., Hard- 
wars World, 1836 Euclid Ave., Cleve- 
and 15. 


*Faney, C. A., 
E. 19th St., 
FARRAN, CHARLES, 
Eshleman Co., 2700 
Cleveland 13. 
*Farson, RoBErT B., 
Gulf Publ. Co., 1010 Euc 
land 15. 
*FEATHER, 


Mill ~~ y Paper Co., 1927 
C Sleveland 15. 


Griswold- 
Tower, 


Vice Pres., 
Terminal 


Mer., 
Cleve- 


( centr: il Dist. 
lid Ave . 


NorMAN, Secy., William Feath- 
er Co., 812 Huron Ral ‘ " ‘leveland 15. 
*Feppery, Witt J., Cent. West Mer., 
Hardware Age, 1836 Euclid Ave., Cleve- 

land 15. 


FewsMitTH, JosepH, Partner, Meldrum & 

Fewsmith, Inc., 1705 Republic Bldg., 
Cleveland 15. 

*Fintze, W. J., Dir. Creative Div., Lezius- 
Hiles Co., 1125 Rockwell Ave., Cleve- 
land 14. 

*Forp, A. P., Ford-Byrne Assoc., Car- 
negie Hall, Cleveland 15. 

*Foster, GEorGE N., Vice Pres. Sales, 
Liberty Printeraft Co., 6523 Euclid 
Ave., Cleveland 3. 

*FRENCH, RALPH M., Ralph M. French, 
Advertising, 15820 S. Moreland Blvd., 
Cleveland 20. 

Frantz, JosepH C., Asst. Acct. Exec., 
Bayless-Kerr Co., Hanna Bldg., Cleve- 
lan d 15 >. 

FromM, ALBERT S., Adv. Mgr., Union 
Metal Mfg. Co., 1432 Maple Ave., N. E., 
Canton 5. 

Fry, Ricnarp E., Asst. Acct. Exec., Gris- 
Wold Eshleman. Co., 2700 Terminal 


Tower, Cleveland. 
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Meldrum & Few- 
Bldg., Cleveland. 
Geddes Advertising 
Cleveland 15. 
The Har- 
97th St., 


GARDNER, ROBERT A., 
smith, 1705 Republic 
GeppEs, E. T., E. T. 
Agency, 1919 E. 19th St., 
Gers, F. J., Personnel Megr., 
shaw Chemical Co., 1945 E. 
Cleveland 6. 
*GERATY CLYDE J., 
ton Press, 1213 W. 


Sales Mgr., The Pen- 

3rd St., Cleveland 13. 
Gerst, ArtTHUR, Pres., Gerst Advertising 
Agency, 2921 Prospect Ave., Cleveland. 

*GopLEY, FRANK B., Dist. Mgr., Power, 
1510 Hanna Blidg., Cleveland 15. 
GovuLp, GeorGe O., Adv. Megr., 
Sewing Machine Co., 1231 Main 
Cleveland 1. 


White 
Ave., 


*GRANT, FRED, Dist. Mer., McGraw-Hill 
Publ. Co., 1510 Hanna Bidg., Cleve- 
land 15. 


*GREINER, RALPH C., Dist. Megr., Factory 
Management & Maintenance, 1510 Han- 
na Bldg., Cleveland 1 


GrimM, CHARLES _W., Adv. Mer., The 
North American Mfg. Co., 2910 E. 75th, 
Cleveland 4, 

*GRINTON, Harry M., Regi. V. P., 
McGraw-Hill Publ. Co., 1510 Hanna 
Blidz., Cleveland 15. 

Gropt, Martin, Acct. Exec., Carpenter 
Advertising Agency, Citizens Bldg., 


Cleveland 15. 
Gross, RALPH, Ralph Gross Advertising, 
109 N. Union St., Akron 
*Grove, RicwHarp C., Cleve. 

chasing, 435 Leader Bldg., 


Mer., Pur- 
Cleveland 14. 


*Guy, Ray, Newsweek, 543 Terminal 
Tower, Cleveland 13. 

*HaLit, Epcar S., Caxton Co., Caxton 
Bldg., Cleveland 14. 


Gen. Adv. Mg The 


HARDMAN, A. F., 
750 Huron 


ae Bell Telephone Co., 
Road, Cleveland 15. 
*Hays, Georce O., Vice Pres. & G. M., 
Penton Publ. Co., 1213 W. 3rd St., 
Cleveland 13. 
HAZLEWOOD, JACKSON, Fuller & Smith 
& Ross, Inc., 1501 Euclid Ave., Cleve- 
land 15. 
HECKMAN, H. S. 
lic Steel Corp., 
land 4. 
HEISER, 
ucts, Inc., 
land 14, 
*HERBERT, FRANK P., Salesman, Central 
Electrotype Co., 1760 E. 22nd St., Cleve- 
land 14. 
Hickox, Joun B., Partner, Belden & 
Hickox, 1900 Euclid Ave., Cleveland 15. 
*HickKs, MarvIn D., Regional Mer., The 
United States News, 1501 Euclid Ave., 
Cleveland 15. 
*HoBART, PAUL G., Copy 
Polk & Co., 113 St. Clair Ave., 
Cleveland 14. 
*HopcGes, RaLtpn A., Hodges Studio, 
Euclid Ave., Cleveland 15. 
HONEYWELL, LuLorp, Adv. Megr., National 
Acme Co., 170 E. 131st St., Cleveland 8. 
*HUEBNER, GEORGE J., Pub. & Editor-in- 
Chief, Huebner Publications, 2460 Fair- 
mount Blvd., Cleveland 16. 
*Hurst, D’Orsey, Cleve. Mer., 
na Bldg., Cleveland 15. 
IMMEL, Tom W., Art Dir., Palm & Pat- 
terson, Inc., Park Bldg., Cleveland. 


tepub- 
Cleve- 


T.. Copywriter, 
3100 E. 45th St., 


Precise Metal Prod- 
Ave., Cleve- 


Pres., 
Lakeside 


C. D., 


2990 


Director, R. L. 
N. E., 


1836 


Time, Han- 


*JacK, Ropert A., Dist. Rep., Keeney 
Publ. Co., 3734 Woodridge Ave., Cleve- 
land Heights 21, Ohio. 

*JacKSON, JOHN C., Cent. Dist. Mer., 


Architectural Rec ord, 321 Hanna Bidg., 
Cleveland 15. 

*JAENKE, Russet C., Adv. Mer., 
1213 W. 3rd St., Cleveland 13. 
JENNINGS, A. J., V. P. Chg. Sales, Cleve- 
land Worm & Gear Co., 3249 E. 80th 

St., Cleveland 4. 

*JENNINGS, W. P., Salesman, Central 
Ohio Paper Co., Box 5578, Cleveland 1. 

*JoHN, Epwarp H., Branch Mer., The 
Cleveland Engraving Co., W. 3rd & 
Lakeside, Cleveland 13. 

*JOHNSON, FRANKLIN H., Dist. Mer., 
Magazines of Industry, Inc., 627 Union 
Commerce Bldg., Cleveland 14. 

JOHNSON, GROVER J., Owner, Grover J. 


Steel, 


Johnson Adv. Agency, 9th Floor, Fidel- 
ity Bldg., Cleveland 14. 

JOHNSTON, Wm. C., Adv. Dept., Bailey 
a—aeee ~~ 1050 Ivanhoe Rd., Cleve- 
and 10. 


Dist. Mer., 
Leader Bldg., 


Materials ¢ 
Cleveland 


*KEARNEY, M. S., 
Methods, 1153 
14, 


*Associate Member. In Military Service. 


*MEyYERsS, C. A.., 


Steel, 


*Kierer, Davip C., Cent. West Mar., 
Cleve- 


Penton Bldg., 1213 W. 3rd St., 
land 13. 
*KIESSLING, FreD W., Secy., A .S. Gilman, 
Inc., 623 E. St. Clair Ave., Cleveland 14. 
*KinG, Moses, Jr., Dist. Megr., Sweet’s 
Catalog tana 321 Hanna Bidg., 
Cleveland 15 


*KLEINMAN, M. J., Mer., Cleveland En- 


graving Co., 310 Lakeside Ave., N. W., 
Cleveland 13. 
*KLINGEMAN, A. L., Cent.-West Mer., The 


1213 W. 8rd St., Cleveland 13. 
KLINGENSMITH, HENRY M., Mng. Part- 
ner, H. M. Klingensmith Co., Commer- 
cial Bldg., 205 Market Ave., S., Canton 
2, Ohio, 

*KNEIFEL, L. S., Sales Mer., The Photo- 
craft Co., 118 St. Clair Ave., Cleveland. 


Foundry, 


*Knipe, James F., Pres., The Martin 
Printing Co., 640 Caxton Bldg., Cleve- 
land 15. 

*KoSKINEN, Y. A., Adv. Mer., National 


Petroleum News, 1213 W. 3rd St. 
Cleveland 13. 

*KrAvUSE, ELMER R., Salesman, Art En- 
graving & Colortype Co., 1104 Prospect 
Aye., Cleveland 15. 
Krupp, Pavut H., Dir. 
Fostoria Steel Corp., 
LAKE, JosePpH, Fran Murray, 
Euclid Ave., Cleveland 15. 
LARSEN, Cart H., Braden-Stuphin 
Co., 3800 Chester Ave., Cleveland. 

*LATHROP, Jack, Adv. Mer., The Foundry, 
1213 W. 3rd St., Cleveland 13. 

*Lawson, S od Rep. Architectural 
Forum, 82 0 Hanna Bldg., Cleveland 15. 

LEAVENWORTH, RALPH, Vice Pres., Fuller 
& Smith & Ross, Inc., 1501 Euclid Ave., 
Cleveland 15. 

Lreecu, WILLouHBY S., Vice Pres., G. M. 
Basford Co., 422 Leader Bldg., Cleve- 
land 14. 


*LERMER, 
Paper & Twine Co., 
Y. W., Cleveland 13. 
LiccEeTt, Carr, Pres., Carr Liggett Adv., 
Inc., 512 N.B.C. Bldg., Cleveland 14. 
GARRETT, Cleve. Mgr., Arch. 
Inc., 820 Hanna Bidg., 


Rel., The 
Ohio. 


1900 


Pub. 
Fostoria, 
Inc., 


Ink 


Cart E., Sales Pro. Mer., Union 
116 St. Clair Ave., 


*LIVINGSTON, 
Forum, Time, 
Cleveland. 

*Lur, MERALD, Dist. Mar., 
Co., 1133 Leader Blidg., 
LyMAN, F. A., 2590 N. Moreland 
Shaker Heights 20. 

*MANGER, Puiuip, A. S. Gilman, Inc., 623 
St. Clair Ave., N. E., Cleveland. 

*MarKT, Howarp, Publ., Radio & Elec- 
tronic Jobbers News, 749 Leader Bldg., 
Cleveland 14. 

*MarTIN, Wb. R., Owner, 
Service Co., 301 Hanna Bldg., 


Reinhold Publ. 
Cleveland 14. 
Blvd., 


Advertising 
Cleveland 
*May, JouHn S., Lezius-Hiles Co., 1125 
Rockwell Ave., Cleveland 14. 
*McCartTney, Luioyp L., Pub. Rep., Amer- 
ican Products (Export) & Commercial 
America (Export), 514 Bulkley Bidg., 
Cleveland 15. 
McDONALD, Myron C., 
Inc., 13 Guardian Bldg., Cleveland 13. 
McKay, Geo. F., Asst. Acct. Exec., Will, 
Inc., 1276 W. 6th St., Cleveland. 
*McMAHON, LEE B., Cleve. Mgr., Gillette 
Publ. Co., 859 Leader Bldg., Cleveland 
14. 


McCann Erickson, 


McMILLAN, M. W., Adv. Mer., Baker 
Raulang Co., 2168 W. 25th St., Cleve- 
land 13. 

*McOskKer, Epwarp J., Dist. Mer., Mill 


Supplies, The Welding Engineer, 1510 
Hanna Bldg., Cleveland 15. 
MEELFELD, Paut C., Mer. 
Hinde & Dauch Paper Co., 407 
Ct., Sandusky, Ohio. 
MEERMANS, C. E., Vice Pres., Fuller & 
Smith & Ross, Inc., 800 Bulkley Bldg., 
1501 Euclid Ave., Cleveland 15. 
MEERMANS, Howarp J., Pres., Meermans, 


Adv., The 
Decatur 


Inc., 815 Superior Ave. N. E., Cleve- 
land 14. 

MEERMANS, Wo. R., Dir. of Prod., Meer- 
mans, Inc., 1924 N.B.C. Bldg., Cleve- 


land 14. 


*MELVILLE, Harry H., Asst. to Vice Pres. 
Simmons-Boardman Publ. Corp., 1506 
Terminal Tower, Cleveland 13. 


Owner, Industrial Motion 
Pictures, 5012 Euclid Ave., Cleveland. 
MILLerR Jay E., Adv. & Sales Pro. Mer., 
Ind. Prod Div., The B. F. Goodrich Co., 

500 S. Main St., Akron 18. 








Mournart, A. F., Adv. Mer The Har 
shaw Chemical Co., 1945 E. 97th St., 
Cleveland 6. 

Morgan 
Mansfield, 


MorGcGaANn, JoHN C., Pres., The 
Advertising Co., Ad Corner, 
Ohio. 

MORRILL, JOHN R., Asst. to Vice 
Lincoln Electric Co., 12818 Coit 
Cleveland 1 


Pres., 


Road, 


*MORTLA? JAMES \ Salesman The 
Copifye Lit! raph Co 1j71 E ith 
St., Cleveland 14 

Morton, Jay, Pres., Morton Associates 
Public Square Bidg., Cleveland 13 


Eclipse 
Supe- 


Vice Pres., 
1457 


*MUENCH, EDWARD A., 
Electrotype & Engrav. Co., 
rior Ave., Cleveland 14 
Murr, ARTHUR W., Asst 
Baviess-Kerr Co 1166 
Cleveland 15 

MUNHALL, 


Treas., The 
Hanna Bide 


ArBerT F., Secy. & Treas 
Vise & Mfe. Co., 


The Columbian 9021 
Bessemer Ave Cleveland 4 

*MuNN, James C., Dist. Adv. Mer., Glass 
Digest, Communications, Service, Amer- 


ican Gas Journal, 10515 Wilbur Ave 
Cleveland 6 

*MURPHY, THEODORE 
Wil 4 Factory, $35 
Cleveland 14. 
NAUJOKS, WALDEMAR, Chief Engr., Stee! 
Improvement & Forge Co., 970 E. 64t! 
St.. Cleveland 14. 


P Cleveland Mer 
Leader Bldg 


Mer., Spiral Bind- 


*NEMETH, Epwarp M 
1 Power Ave., Cleve 


ing Co., Inc., 1101 
land 14. 

*NEWMAN, J. P Asso Mer. 
Hill Publ. Co., Ine 1510 Hanna 
Cleveland 1 

NEWMAN, LEO N., Vice Pres Adv.-Sales 
Pro., Josam Mfg. Co., 1783 E. 11th St., 
Cleveland 18 

NEWMAN, L. § Ad Mer., 
Mfg. Cc., 2057 E. 61st St., Cleveland 
OLDHAM, Epwarp L., Adv Mer The 
Cleveland Pneumatic Tool Co 781 E 
Tith St., Cleveland & 

OLDHAM, Hat H Asst. Dir f Adv 
Republi 5th St 
Cleveland 4. 
O'NEILL, Jo}! \ 
Erickson Ir 
Cleveland 14 

Ort, Louis J Mer. Adv 
Brass Co., 360 N. Main St 
Ohio 

PaLM, A. C Pres Palm & 
Inc., Park Bldg., Cleveland 6 
PARKER, M. C., Sales Mer., The 
Gauge Column Cx 
Cleveland : 


McGraw- 
Bldg 


The Oster 


Steel Corp 100 E 


Mer., McCanr 
Guardian Bldg 


Dept , Ohio 
Mansfield 


Relian 
Carnegie Ave 


) 10 


*PARLINGTON, F. DovuGLas Dist Mer 
Reinhold Publ Corp 113 Leader 
Bidg., Cleveland 14. 

PATTERSON, 7 J.. Vice Pre Palm & 
Patterson Inc., Park Bidg., Publi 
Square, Cleveland 14 
PauL, F. M., 1471 Genesee Rd., S. Euclid 
21 
PeTerKa, A. E. R., Dir. of Sis. Pro. & 
Ad Lamson & Sessions C 1971 W 
Soth St Cleveland 2 


PETERSON Cart L., Adv Mer., The 
Cleveland Crane & Engr. Co., Wickliffe. 
©} in 

* PETREQt IN, Ropert E., 


Petrequin Paper 


Cc 1559 Superior Ave., Cleveland 14 
*PRrLASTERI ROBERT E., Dist. Mer., John 
S. Swift Cx Inc., 1213 W rd St 

Cleveland 

PrLecer, Rorerr E Meldrum & Few- 
Smith, 1705 Republic Bldg Cleveland 

*PHELPS R W Publ ter Industrial 
Mairtenance, 8904 Madison Av: Cleve- 
land 

*PICKET H. N., Dist. Mgr., Chemical 
re ew, od Preview, 801 Caxton 
Bldg., Cleveland 16 

*Prerce, MACDONALD H., Industrial E quip- 
ment News, 3145 Superior Ave Cleve- 
land 14 

*PITTENGER, JOHN M., Publisher's Repre- 
sentative -014 First Central Tower, 
Akron 8 


Porter, H. A., Vice Pres. in Chg Sales. 
Harris-Seybold-Potter Co., 4510 E. 7lst 


St.. Cleveland 


Poss, P. C., Asst. Adv. Mer., The Timken 
Ro er Bearing Co 1835 Dueber Ave., 


Canton 6, Ohio 


Powrr, W. E. G., Dist. Mer American 


Ship Building Lo., 1410 Terminal Tower, 
Cleveland 
*PrecourT, HARRY \ Time Ir 8 


Hanna Bidg., Cleveland 


10 


tedhead 
Rd., 


Robert G 
Scarborough 


REDHEAD, Rost. G 

Associates, 2981 

Cleveland 18. 

Ree_y, Ciray L., Vice Pres., Fuller & 

Smith & Ross, Inc., 1501 Euclid Ave., 
nd 15. 


i 


Clevela 
Reeves, Pau. J., Adv. Mgr., The TimKen 
Roller Bearing Co., 1835 Dueber Ave., 
S. W., Canton 6. 

*Reminer, Max, IJndustrial Bulletin, 850 
Euclid Ave., Rm. 310, Cleveland 14. 
*Rice, FRANK O., Vice Pres., New Equip- 
ment Digest, 734 Penton Blidg., Cleve 

land 13 
Ropers, GENE P., Sales Pr 
Weatherhead Co., 300 E. 13 
land 8. 


» Mer., The 


o. 
Ist St., Cleve- 


Ad\ Mer The 
“lark Controller Co 1146 E. 152nd St., 
‘leveland 10 
*Ropinson, D. E., Pres., D. E. Robinson 
Co., 1125 Rockewell Ave., Cleveland 14. 
Rocers, R. B., Industry ¢ Power, Maujer 

Publ. Co., Box 432, Hudson, Ohio 


RotTu, ALFRED H., Adv.& Sls. Pro 
5 E. 15 


ROBERTS, ERNEST 
‘ 
{ 


Mor., 


Towmotor Co., 1226 152nd St., Cleve- 
land 10 

ROWLAND, G. O., Adv. & Sales Pro. Mer.., 
Osborn Mfg. Co., 5401 Hamilton Ave., 
Cleveland 14 

*ROWLAND, H. G., Asst. Dist. Mgr., Steei, 


1213 W. 3rd St., Cleveland 


*Royver, GLENN, Rep., Marine Engineer- 
ing & Shipping Review, 1500 Terminal 
Tower, Cleveland 13. 


RvueGies, F. S., Cent. Mer., Rock Prod- 
ucts, 866 Hanna Bldg., Cleveland 15. 
RutTH, CHESTER, W., Adv. Director, Re- 
public Steel Corp., 3100 E. 45th St., 
Cleveland 4 

*SALISBURY, DUANE C Dist. Mer., Bus 
Transportation, McGraw-Hill Publ. Co., 
Inc., 1510 Hanna Bidzg., Cleveland 15 
Sams, G E., Exec. Secy Industria! 
Marketing Associates, In¢ 3030 Euclid 
Ave., Cleveland ; 

SAYLER, AUSTIN C., Sayvler & Associates, 
8811 Detroit Ave., Cleveland. 

SCHEEL, CARL W., Pres., Scheel Advertis- 
ing Agency, Suite 710, 812 Huron Rd., 
Cleveland 15 

SCHMIDT, CHARLES N., Adv 
ican Steel & Wire Co., 412 


Mezr., Amer- 
Rockefeller 


Bidg., Cleveland 13 

SCHMUNK, JACK, WGAR, Statler Hotel, 
Cleveland 1 

*ScHoTT, ROBERT T., Cleve. Mer.. Aviation 


Maintenance € Operations, 435 Leader 
Bidg., Cleveland 14. 

ScunvuutTz, Pau.t H.. Display Mer Ohio 
Displays, 1927 E. 55th St., Cleveland 3. 

*ScHUSTER, EDWARD, Copifyer 
Lithograph Corp., 24th St., 
Cleveland 14. 


Salesman 


1771 E 


Scracc, Georce H., Dir. Adv. & Sales 
Pro., White Motor Co., 842 E. 79th St., 
Cleveland 1 

*SeILeR, FRANK J., Rep 
Pub! Co., Ine., 1510 
Cleveland 15 

*SeRVICE, DEAN B., The Heinn Co., 405 
Fidelity Bldg., Cleveland 14. 
SHANABERG, FRANK J., Sales Pro. Mer., 
American Welding & Mfg. Co., Warren, 
Ohik 

SHEELER, EUGENE C., Vice 
Liggett Advertising Agencv, 
ing, Cleveland 14. 

*SHUTTENBERG, ELMER H., Vice Pres., 
Electric Printing Co., 211 High St., 
Cleveland 14 

StmMons, CHARLES R., Prod. Mer. Adv 

Dept., The Weatherhead Co., 300 E 


McGraw-Hill 
Hanna Bldg., 


Pres., Carr 
NBC Build- 


13ist St., Cleveland § 

SimMONS, Ray G., Vice Pres. & Media 
Dir.. Meldrum & Fewsmith, tepublic 
Bidg., Cleveland 15 

*SmitTH, A. E. C., Vice Pres., W. R. C. 


Smith Publishing Co., 135 E 
Cleveland 14. 

SMITH, BrRaprorp W., Pres., Brad Wright 
Smith Adv., Inc., 145 Public Square, 
Cleveland 13 


ERNEST H., 


280th St 


Pres., Hollow Center 


SMITH, 


Packing Co., 6523 Euclid Ave., Cleve- 
am LS 

SMITH, JAMES G Creative Dept Carr 
Liggitt Advertising, Inc., 512 N.B. 


Bidg., Cleveland 
Thomas Register, 3145 
Cleveland 14, 


*SmiTH, R. D., 
Superior Ave., 


iate Member *%In Military Service 


*Asso 


SMITH, RicHarpD W., The _ Grisw 
Eshleman Co., 2700 Terminal Tower 
Cleveland 13. 

Situ, Roscoe H., Mer. Sales Pro., Reli- 
ance Elec. & Engr. Co 1088 Ivanhoe 
toad, Cleveland 10. 

*SPRAGUE, KELLOGG, Dist. Mer., Industria 
Publications, Inc., 1010 Euclid Ave., 
Swetiand Bldg., Cleveland 15 
SPENCER, JOHN F., Republic Steel Cor; 
3100 E. 45th St., Cleveland. 

StaaB, Wao. J., Mer. Media Dept., Full 
& Smith & Ross, Inc., 1501 Euclid ‘ 
Cleveland 15. 

STAUFFER, ORTON B., Supv. Adv. Pri 
American Steel & Wire Co., 614 Supe- 
rior Ave., Cleveland 13. 

STENGER, GEORGE E., Sales, Universal 
Engineering & Colorplate Co., 1919 E 
19th St., Cleveland 15. 

STEPHAN, JOHN C., Owner, John C 
Stephan, Nat'l Ind’l Adv., 849 Leader 
Bidg., Cleveland 14. 

STERNBERG, BEN M., Dir., Pub. Rel., De- 
signers for Industry, In 2915 Detr 
Ave., Cleveland. 

STEVENSON, KENYON, Acct. Exec., Gris- 
wold-Eshleman Co., 2700 Termina 
Tower, Cleveland 13. 

Stratrorp, T. A., Asst. Adv. Mgr., Ger 
eral Electric Co., Nela Park, Cleve 


Lezius-Hiles C 
Cleveland 14. 
Publisher’s Repre- 
Bidg., Clevelar 


*STRATTON, Harry J., 
1125 Rockwell Ave., 

*STUART, HarRoLtp L., 
sentative, 326 Buckley 
15 

Adv. Mgr., The Dill Mf 

Co., 700 E. 82nd St., Cleveland 8 
SwiInkK, Howarp, Pres., Howard Swi! 
Advertising Agency, 372 E. Center 51 
Marion, Ohio. 

*Swooccer, Ross 
Swogger Co., 
wood 7. 


TAYLOR, 


SumpP, A. A., 


W., Export Mer., Ross 
15017 Detroit Ave., Laks 


Ray L, Pres., Ray Taylor & 


Associates, 1836 Euclid <Ave., Cleve 
land 15 

rayLor, Tom, Dist Rep... McGraw-H 

Publ. Co., Ine, 1510 Hanna Bldg. 
Cleveland 15 

Teas, Pau, Pres., Paul Teas In 850 
Euclid Ave Citizens Bldg., Cleveland 


14 
THEOBALD, D. H., Mgr. Adv. & Sales Pro. 
The Van Dorn Iron Works Co., 268 

79th St., Cleveland 4 
*THOMPSON, FREDERICK _H., Vice Pres 
Simmons Boardman Publ. Corp., 150 
Terminal Tower, Cleveland 13. 
Electrical Equy 


*Tope, Dick, Dist. Mer., ] 
Bulkle 


ment, 1501 Euclid Ave., 319 
Bldg., Cleveland 15. 
TREHARNE, Horace C., Secy. & Mgr 
Cleveland Advertising Club, Hotel Stat 
ler, Cleveland 1. 

TRUNDLE, ROBERT C Vice Pres The 
Trundle Engineering Co., 1501 Euclid 
Ave., Bulkley Bldg., Cleveland 15 
VANDER Voort, V. H., Partner, The Ben 
Franklin Press, Caxton Blidg., 512 
Huron Rd., Cleveland 15 

VAN PetTen, H. E., Mgr. Natl. Adv., The 
B. F. Goodrich Co 500 S. Main St 
Akron 11 

Vasey, R. Bruce, Adv. Mer., Cleve 
Chain & Mfg. Co., Broadway & He 
Sts., Cleveland 15. 

*VEITH, HarRoL”p B., 
Machine Design, 
Cleveland 13. 
VLACH, FrREp H., Forest City Book Bi: 
ing Co., 326 Caxton Bidg., Cleveland 
VONEMAN, C. J., Asst. Mgr. Ind. Sales 
The Dobeckmun Co., 3301 Monroe Ave 
Cleveland 13. 


WAGNER, CARL A., 
Basford Co., 422 
land 14, 

*WAHL, EDWARD §&., 
Engraving Co., 310 
Cleveland 13. 


West. Mer. 


Cent. g 
Third St. 


1213 W. 


Exec., G. M 
Bldg., Cleve- 


Acct. 
Leader 


Sales Rep., Cleves 
Lakeside Ave., 


WANAMAKER, A. BaNkS, Dist. Mer. 
The Architectural Forum, 820 Hanna 
Bidg., Cleveland 15 

*WaARD, FREDERICK H., Cleve. Mer., N@ 
tion’s Business, 866 Hanna Bidg., Cleve- 
land 15, 

Warp, M. M., Sales Megr., The §S 
wout Co., 18511 Euclid Ave ( 
land 12. 

*WARNER, KENNETH C., Dist. Mgr., Bust- 
ness Week, 1510 Hanna Bldg., Cleve 
iai.. 156. 
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Cle 


Relid 


WEBER, C. §., 
tising Co., 716 Union Commerce Bldg., 
Cleveland. 


Prod. Mer., White Adver- 


WEBER, HARRY M., Public Relations Mer.. 
The Cleveland Twist Drill Company, 
1242 E. 49th St., Cleveland 14. 

‘WEBER, Luorp H., Asst. Dist. Mer., New 
Equipment Digest, 734 Penton Bldg., 
Cleveland 13. 

WEBER, Norton, Acct. Exec., Meldrum & 
Fewsmith, 1705 Republic Bldg., Cleve- 
land 15. 

*WeEIss, Jack C., Bus. Mgr., Occupational 


Hazards, Inc., 1240 Ontario St., Cleve- 
land 13. 

*WENGER, ELMA R., Owner, Wenger Stu- 
dio, Prospect 4th Bldg., Rm. 701, Cleve- 
land 15. 

WENGER, W. E., Adv. Megr., The Cleve- 
land Twist Drill Co., 1242 E. 49th St., 


Cleveland 14. 
WHITE, Harm Mgr., White Advertising 


Co., 716 Union Commerce Bldg., Cleve- 
land 14. 


WicKHaM, M. C., Adv. Mer., The Foote- 
Burt Co., 13000 St. Clair Ave., Cleve- 
land 8. 

WILsoNn, JOHN F., Jr., Adv. Mer.. Ohio 
Crankshaft Co., 3800 Harvard Ave 


Cleveland 1. 
ZIEGLER, NELSON T., Gen. Sales Mer 
The Cleveland Heater (Co.. 310 Su- 


perior Ave., N. E., Cleveland 14 


5. 
MILWAUKEE CHAPTER 


Milwaukee Association of Industrial 
Advertisers 


ADAMSON, N. F., Vice Pres. Sls. & Engr., 
Twin Dise Clutch Co., 1328 Racine St 
Racine, Wis. 
ADLE, J. M., 405 
kee 11. 
ANDREWS, ARNOLD J., Owner, Arnold An- 
drews, Industrial Agency, 1324 W. Wis- 
consin Ave., Milwaukee 3. 
ANDRIETSCH, Max G.. Sales & Adv. 
Fuse Mfg. Co., 2948 N. Fifth St., 
waukee 12, 

BERENGER, CHARLES H., 
fountain Co 2203 W 
Milwaukee 1. 
BUECHNER, R. A., Adv 
Brooks Co., 326 E 
waukee 12. 

CHENEY T. CLAYTON, 
Milcor Steel Co., S. 
Sts., Milwaukee 4. 
CuHLupp, Fred J 
ciates, Inc., 606 W 
Milwaukee 
CHRISTENSEN, J. W., Adv. Dir., Hamilton 
Mfg. Co., Two Rivers, Wis. 

Cook, KENNETH A., 
Co., 710 Plankington 


5 N. Stowell, Milwau- 


Trico 
Mil- 


Bradley Wash- 
Michigan Av 


Mer., Cleaver- 
Keefe Ave Mil- 


Mer. Ad s. P 
fist & W B n n 


Rahn-Chlup \sso- 
" Wis Ave., 


‘onsin 


Ken Cook 
Milwaukee 


Owner, 


Ave 


CosTeLLo, JAMES M., Acct. Exec., 
Gittins Advertising Agency, 73:5 
Broadway, Milwaukee. 

Darr, Ropert M., Adv. Mer., LeRoi Co 
1706 S. 68th St., Milwaukee 14. 
®DEINL, RALPH H 


Bert S 


» N 


Des JARDINS, Roy W., Adv. Mer., The 
Heil Co., 3014 W. Montana St., Milwau- 
kee a 


Ditor, J., Adv. Mer., A. O. Smith Cort 
P. O. Box 584, Milwaukee 1 
DrusE, MILTON J., Adv.. Mgr., 
Mfg. Co., Racine, Wis. 
ENGEBRETSON, MARTIN E., Adv. Megr., The 
Oilgear Co., 1403 W. Bruce St., Milwau- 
aee 4. 

FEercnH, J. O., Globe-Union, Inc., 900 E 
Keefe Ave., Milwaukee 1. 
FrREITAG, ReuBEN C., Adv. Dept., 
& Stratton Corp., 2711 N. 13th St., 
waukee 1. 

®GALLIMORE, KEITH F., JR 

Gors, E. J., Pub. Mer., Koehring Co., 
3026 W. Concordia Ave., Milwaukee 10. 
HaMILTON, Epwin G., Mng. Editor, Delta 
Mfg. Co., 600 E. Vienna Ave., Milwau- 
kee, 

HEUSTON, E. M., Publ. Mer., 
Erie Co., South Milwaukee. 
Hiccins, Francis M., Adv. 
Four Wheel Drive Auto Co., 
Clintonville, Wis. 


Modine 


Briggs 
Mil- 


Bucyrus- 


Megr.., The 
12th St., 





HorrMAN, Harry G., Sr. Partner, Hoff- 
man & York Advertising, Century Bldg., 
Milwaukee. 
Hooper, VAN B., 
Hooper Co., 225 
waukee 2. 
Hutton, WARREN W., Acct. Exec. : & 
Copywriter, Bert S. Gittins Advertising 
Agency, 739 N. Broadway, Milwaukee 2. 
Kay, Deuspert, Adv. Mgr., Norberg Mfg. 
Co., 3073 S. Chase Ave., Milwaukee 7. 
LITTLE, S. L., Mgr. Adv. & Res., Giddings 
& Lewis Machine Tool Co., Fond du Lac, 
McDona.Lp, R. E., Adv. Mgr., The Du- 
more Co., 1225 14th St., Racine. 
MARTIN, Terry B., Dir. of Adv., Square 
“D” Co., 4041 N. Richards St., Mil- 
waukee 12. 
MAsunr, H. J., Jr., Ind. Adv. Mgr., Allis- 
Chalmers Mfg. Co., 1126 S. 70th St., 
Milwaukee 1. 
Meyers, A. A., Acct. 
Krasselt Co., 733 N. 
Milwaukee 2. 
NELSON, Forest J., Adv. Mger., Macwhyte 
Company, 2905 14th Ave., Kenosha, 
Wis. 
NIESSEN, L. P., Adv. Mer., Cutler-Ham- 
mer, Inc., 315 N, 12th St., Milwaukee 1. 
OBERNDORFER, ARTHUR H., Adv. Megr., 
Hevi Duty Electric Co., 4212 W. High- 
land Blvd., Milwaukee 1. 
O’HANLON, G. J., Adv. Mgr., Kearney & 
Trecker Corp., 6784 W. National Ave., 
Milwaukee. 


PETRI, CHARLES, Adv. Mer., Falk Corp., 


Van B. 
Mil- 


Pres., The 
E. Michigan St., 


Exec., Cramer- 
Van Buren St., 


3001 W. Canal St., Milwaukee 8. 
PFEIFER, GEORGE HERBERT, Adv. Mer., 
Chain Belt Co., 1600 Bruce St., Mil- 


waukee 4 


RITcHI£, Prescotrr C., Adv. Mer., Wau- 
a Motor Co., Box 379, Waukesha, 
is. 


*® Rosy, F. H. 


SAMMIS, JOHN C., Adv. Dept., Gisholt 
Machine Co., 1245 E. Washington Ave., 


Madison 3, Wis. 

SCHLAPMAN, W. J., Adv. & Sls 
Young Radiator Co., 709 S. 
St., Racine. 

ScnuutTz, Water E., Adv. & Sales Pro. 
Mer., The Delta Mfg. Co., 600 E. Vi- 
enna Ave., Milwaukee 1. 

SHarP, HucH, Adv. Mer., Stearns Mag- 
ay Mfg. Co., 635 S. 28th St., Milwau- 
cee 4, 

SLACKFORD, EDWARD T., Sls. Pro. & Adv. 
Mer., Harnischfeger Corp., 4400 W. Na- 
tional Ave., Milwaukee 14, 

SMITH, GEorGE A., Adv. Mgr., Snap-On 
Tools, Corp., 8028 28th Ave., Kenosha, 


Pro. Mer. 
Marquette 


STABELFELDT, B. K., Adv. Mer., Black- 
hawk Mfg. Co., 5325 ’. Rogers St., 
Milwaukee 1. 

THOMAS, RAYMOND B., Adv. Mer., Track- 
son Co., 3333 S. Chase St. Milwaukee 1 
Torte, A. R., Adv. Mer., Allis-Chalmers 
Mfg. Co., 1126 S. 70th St., Milwaukee 


York, Wriirorp, Mng. Partner, Hoffman 
& York Advertising, Century Bldg. Mil- 
waukee. 


S. 
NEW YORK CHAPTER 


Industrial Advertising Association of 
New York, Inc. 


ApAMs, F. E., G. M. Bassford Co., 60 E. 
42nd St., New York 17. 


*AHRENS, GusTavus A., Industrial Market- 


ing, 330 W. 42nd St., New York 158. 
*AHRENS, JOHN F., East. Mer., The 
Foundry, 16 E. 43rd St., New York 17. 


*ALCORN, T. E., Rep., McGraw-Hill Publ. 
Co., Inc., 330 W. 42nd St., New York 18. 
ALLEN, ROBERT E., Vice Pres., Fuller & 
Smith & Ross, Inc., 71 Vanderbilt Ave., 
New York 17. 

ALLIS BAYARD A., Acct. Exec., James 
Thomas Chirurg Co., 342 Madison Ave., 
New York. 

* ANABLE, ANTHONY. 
*ANDERSON, LESLIE G., 
Sweets’ Catalog 
St., New York 18. 


Field Sales Mer., 
Service, 119 W. 40th 





*Associate Member. *#In Military Service 
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*BUTTENHEIM, 


ANDRESEBN WALTER H., The Babcock & 
Wilcox Co., 85 Liberty St., New York 6. 

*ANGELL, J. M., JR., Eastern. Mer., Gil- 
lette Publishing Co., 155 E. 44th St, 
New York 17. 

APGAR, FREDERICK W., Exec., Buchanan 
& Co., Inc., 1501 Broadway, New York 
18, 


Mag- 
Ave., 


Pro. & Res., 


*ARNOLD, J. L., Dir. 
Madison 


azines of Industry, 347 
New York 17. 
*AUCHINCLOsS, W. S., Pres., Schnell Publ. 
Co., Inc., 59 John St., New York 7. 
Bacon, Epwin Lex, Asst. Adv. & Sls. 
Pro. Mgr. Graybar Electric Co. Inc., 420 
Lexington Ave., New York 17. 
Bacon, Rautpu W., Sec’y, Industrial Wire 


Cloth Institute, 74 Trinity Pl., New 
York 
Bain, Howarp T., Adv. Mer., Johns- 


Manville, 22 BE. 40th St., New York 17. 
*BANFIELD, GEORGE D., Designer, Sweet’s 
Catalog Service, 119 W. 40th St., New 

York 18. 

BarBour, Rospert J., Thermosetting Dept., 
Bakelite Corp., 300 Madison Ave., New 
York 17. 

* BATES, PHILANDER. 

*Baver, CHARLES S., Vice Pres. & G. M., 
The Iron Age, 100 E. 42nd St., New 
York 17. 

*BearD, WILLIAM K., Jr., s 
Graw-Hill Publ. Co., Inc., 330 W. 
St., New York 18. 

Beck, Henry W., Asst. Mer. Adv. Dept., 
Air Reduction Co., 60 E. 42nd St. New 
York 17. 

*BeLCHER, JOHN G., Bus. Mer., New Pen- 
cil Points, 330 W. 42nd St., New York 
18. 


Vice Pres., Mc- 
42nd 


*BicELow, NEeLson L., Pub. Rep., Gulf 
Publ. Co., 250 Park Ave., New York 17. 
BILLERBECK, Harry M., Partner, Charge 
of Media, Alley & Richards Co., 370 
Lexington Ave., New York 17. 
BiutcHickK, Ismore J., V. P., 
Hardware & Supply Co., Inc., 
Third Ave., New York 51. 

Brnz, G. A., Sales Pro. Mer., Sarco Co., 
Inc., 475 Fifth Ave., New York 17. 

*BrpparRT. HERBERT, Time, Inc., 9 Rocke- 
feller Plaza, New York 20. 


Bronx 
2733 


‘ 
7. 
‘ 


*Buiiss, JomeL A., East. Adv. Mer., Fer- 
guson Publ. Co., 90 West St., New 
York. 

*Bocer, Ropert F., McGraw-Hill Publ. 
Co., Ine., 330 W. 42nd St., New York 
18, 

BOKELUND, CHET, Nat'l Adv. Sls. Mer., 


The United States News, 30 Rockefeller 
Plaza, New York 20 

*BoLANDER, HAROLD B., Res. 
mons-Boardman Publ. Corp., 
St., New York 7. 

Bonp, Netson L., Adv. 
Week, 330 W. 42nd St., New York 18. 
*BoOKBINDER, PHILIP R., King Typo- 
graphic Service Corp., 330 W. 42nd St., 
New York 18. 
Bowe, WALTER A., 


Mer., sim- 
30 Church 


Mer., Business 


Ind. Consultant, Wal- 


ter Dorwin Teague, 444 Madison Ave., 
New York 22 
*Boyrer, Epwarp D., Jr. Dist. Mer., Pro- 


gressive Architecture, 330 W. 42nd St., 
New York 18. 

BozortH, Epwarp, Acct. Exec., Fuller & 
Smith & Ross, Inc., 71 Vanderbilt Ave.. 
New York 17. 

BrInLey, J. F., Acct. Exec., Michel- 
Cather, Inc., 2 Park Ave., New York. 
Brown, ALLAN, Vice Pres., Bakelite 
Corp., 300 Madison Ave., New York. 


*BROoWN, Harotp A., Adv. Mer., Riwy. 
Equip. & Publ. Co., 424 W. 33rd St., 
New York 1 
Brown, Hotmes M., Adv. Dir., Ameri- 


Locomotive Co., 30 Church St., 
New York 8. 
*Buck, EpwaArp M., Adv. Mer., A. C. S. 


Publications, Reinhold Publishing Corp., 


can 


330 W. 42nd St., New York 18. 
BuRNHAM, RuFus B., Vice Pres., Lee- 
Stockman, Inc., 30 Vesey St., New 
York 7, 
*BuRNS, FRANK H., V. P., Dir. Adv., 


Forbes Magazine, 120 Fifth Ave., New 
York 11 

Burrows, Tuomas C., Brad-Vern 
Co., 330 W. 42nd St., York 18. 


BuTLER, WILLIAM, III, Adv. Mgr., Lukens 
Steel Co., Coatesville, Pa. 


The 
New 


DoNALD V., Gen. Mgr., 
Contractors & Engineers Monthly, 470 
Fourth Ave., New York 16. 


MENDLE PRINTING CO., ST. LOUIS. WO 








*BUXMAN, _ WILLIAM, Manager, Textile 
World, 330 W. 42nd St., New York 18. 

*CADLE, JouHn C., East. Adv. Mer., Traf- 
fic Service Corp., 122 E. 42nd St.. New 
York 17 

*CaIn, C. Luoyp, East. Adv. Mer., Ad- 
vertising 4 Selling, 9 E. 38th St., New 
York 16 

*CAIRD Rosert N., Jr., Gulf } *ublishing 
Co., 290 Park Ave., New York 17. 
Canag LAHAN, JOHN F., Asst. Adv. Mer., 
Air Reduction Sales Co., 60 E orm ~ 
ft York 7 ale > E. 42nd St., 


CaMPINs, F. C., Sis. Pro. Mer.. National 


Starch Products, 270 Madisor Ave 
New York 16 on = 
*CANAVAN, FRANK J East Rep., Mac- 


Rae s Blue Book, 147 4th Ave , New 
York 3 

Cartier, R. R. Adv & Sis. Pro. Mer 
Continental Can Co Inc., 100 E. 421 
St., New York 17 nc 
Carr, J. Ciirron, Adv. Mer., Kollsman 
Instrument Division, Square D Com- 
pany, 80-08 45th Ave., "~~~ i we 

*CARROLL, E L., East. Adv. Mer., S. A. EB. 
Journal, 20 W. 39th St.. New "York 18. 
Ca ROLL, J Pat L, Mgr.-Editor, Ameri- 
an brake Shoe Co., 20 Park Ave., New 
York 17 

Cas, WILLIAM C., Adv. Dept., Inger- 
soll-Rand Co., 11 Broadway , s- 
burg, N. J _ 
Catuer, W. A., Exec. Vice Pres., Michel- 
Cather, Inc., 2 Park Ave., New York 16. 


*CHEVALIER, WILLARD T., Publ. Business 
Week, 330 W. 42nd St.. New York 18. 
"CLEMENTS, MAURICE, Pres., Electronic 
ndustries, 480 I xingetor Ay y . 
et a ) 1 Ave., New 


“Ou wear. c WILLIAM, Publ., Plastics 
orl ind Plastics Buyer, 55 “j 
Ave., New York 15 al. ; — 
*CoF! EY, Epwarp F., Dist. Mer., Electri- 
oe World, 330 W. 42nd St.. New York 
5. 


"Coun, Ay _ ‘. Gen. Mer., Modern Plas- 
ics arn odern Packagin 122 E > nC 
St.. New York 17. a —— 

*CONOVER, _HaRvey, Pres., Conover-Mast 
Corp., 205 E. 42nd St., New York 17. 

*Copp, Witutam C.. Adv Mer., The In- 

stitute of Radio Engineers, 303 W 

St.. New York 18 _ 

“ORBETT, Miss G. V., Adv Mer., Driver- 

Harris Co., Harrison, N 

*CORNELL, JOHN, Co-Pu see r, Paper Mill 
News, 1440 Broadway » New York 18. 

CouTLeEE, Dovcitas W.. Jr., Contract 


Mer Charles W Hoyt Co., Inc., 551 
Fifth Ave., New York 17. 

*Craic, Vicror I Atlantic Dist. Staff 
Special Asst McGraw-Hill Publ Co., 
Inc., 330 W. 42nd St., New York. 
Crow.ey, Joun POWELL, Adv Mer., 
Maguire Industries, Inc., 1437 Railroad 
Ave Bridgeport, Conn. 

Darsy, RicwHarp H Acct. Exec Peter- 


son & Kempner, Inc., 330 W. 42nd S 
New York 18 we 

*Darrow, Hausey. East Adv. Mer. Jn- 
dustrial Marketing, 330 W 42nd St., 
New York 18 

Davies, Ropert A., Jr., E. A. Scott Publ 
Co., 45 W. 45th St., New York. 

Davis, ApIn L., Adv. Mer., Worthineton 
Pump & Machinery Corp., Harrison, 
ee. ae 

*Davison, Georce, Geo. Davison Adver- 
tising Art, 50 E. 42nd St, New York 
Davison, R., Mgr. Market Dev. Div., 
The New Jersey Zin Co., 160 Front 
St New York 

*Daycu. H. C Adv. Mer., Dun’s Review, 
290 Broadway, New York 8. 


DeEcKEI MILTON |! Acct. Exes Fuller 
& Smit & Ross, Inc., 71 Vanderbilt 
Ave New York 17 

DEcKEI RoR: De Laval Steam Tur- 
bine Co rrenton 2, N. J 

*Derpew, T. Eveenr, East. Mer., Welding 
‘ngineer Ful S 330 W i2nd St 
New Y 

*] Ks D " W Dis S Mer 


Retr d | l. Cory 330 W. 42nd St., 

New York 18 

DISTELHURST A. E., Adv. Mer., Bendix 
Aviation Cort Norwood, Mass. 
DoLAN, BERNARD, Mer. Sales Pro., Peter 
A. Frasse & Co., Inc., 17 Grand S8t., 
New York 13 

*DoRLAND, RALPH E Jr., East. Mer., 
King Pul t ns 117 Hartwich St., 
Maywood, N. J 


12 


*Dory, WirwiaMm H., ot, S 


dustrial Marketing, 330” 
New York 18. 


Downes, H. J., Adv. Mgr., 
Locomotive Co., 30 Church 


York 7. 


Doy.Le. Harry B., Pres., Doyle, I 
& McCormick, Inc., 501 Fifth Ave., New 


York 17. 


Dunn, Liorp Wratt, Vice 


ard & Co., Inc., 330 w. 
York 18. 


Dunpny, A. R., Asst. Adv. 
Texas Co.. 135 E. 42nd St., 


17. 


*DuystTers, RALPH F., Adv. 


Scott Publishing Co., 45 
New York 19. 
EASTMAN, JOHN M., Acct. 


Cather, Inc., 2 Park Ave., 
Easton, WILLIAM H., Vice 
don, Morse, Hutchins & Easton, 
Lexington Ave., Room 2050, 


17. 
®EcKeEL, A. R., N. Y. & N. 


ton Co., Automotive Div., 


St., New York 17 


*ErcuLer, Georce H., Publ., 
Equipment Publ. Co., Inc. 


St.. New York 6. 
*Fay, Arcure J., Sales Mer., 


Process Co., Inc., 75 V nF St. 


York 13 


FEELEY, JOHN J., Adv. Magr., 
Co., 7002 Ridge Blvd., Brooklyn 


FettTon, J. P., Adv. Mar., 
Co., Inc., 295 Fifth Ave., 


Fisuer, H. L., Pres., Rickard & 
Inc., 330 W. 42nd St., New Y c 
FLAGLER, PALEN, Dir. of Adv., 
Steam Turbine Co., Trento 
*FiLeTcuer, L. C., Pres., Electrical Manu- 
facturing, 1250 Sixth Ave., N 


20. 


* hk , Prentice C., Gen 


American School Publ 


Fourth Ave New York 16. 


Forrester, H. P., Vice Pres., 
Smith & Ross, Inc., 71 Vanderbilt Ave., 


New York 17. 


*Fospick, JoHN T., Market 
Ww 


Reinhold Publ. Co 332 
New York 


*FouNTAIN, A. E., Dist. Mer., J 
New York 18. 
*FowLe, Epwin D., Publ., Teztile 

330 W. 42nd St., New York 18. 


Alloys, 330 W. 42nd St., 


Freperick, A. L., Asso. 


sociation Films (Nat'l. Council 
C. A.), 347 Madison Ave., N j 
*FREDERICK, ROBERT G., Dist. 


Graw-Hill Publ. Co., Inc 
St.. New York 18. 


*FREDRICKS, WALTER H., Pro. 
Shepp-Mann Publ. Co., 24 


New York 18 

FREYSTADT, EVERETT M., 
Freystadt Assoc., Inc., 
Ave., New York 22. 

Fry, Harry E., Adv. Mer., 


can Philips Co., Inc., 100 


New York 17. 

Frye, Georce A., Vice 
Thomas Chirurg Co., 342 
New York 
FULLER, CHAS. A., JR., 


Co., 150 Nassau St., New 
FuLLER, Prescotr C., Asst 


American Cvanamid Co., 
ler Plaza, New York 20 


FUNNELL, WALTER L., Vice Pres., S 
Funnell, Inc., 60 E. 42nd St., N 


GEMMER, F. LORENZ, Adv. 
Mer Burndy Engineering 
Bruckner Bivd., New York 

Geyer, L. H., Adv. Div., Ingersoll-Rand 
Co., 11 Broadw: Ly, New York 

GIBBONS, WILLIAM P., Asst 


Johns-Manville, 22 E. 
York 16 
*Girpres, Greorce W., Dist 


Purchasing Directory, 205 


ew York 17 


GrBson, Luts, Prop., anes , 
or 0 Church St New Y 
*GIBSON, WILLIAM J., Case-S! 


Mann Publ. Corp., 24 W. 
York 18. 


*GILBERT, JOSEPH, Dist. Mer., 


Hill Publ. Co., Inc., 330 
New York 18. 


*Associate Member. *In Milit: 


GiLKes, ArTHUR G., Asst. Adv. Mgr., Thq 


Gitmore, Scorr, American Exporter, 3 
°GLENZING, W. L., Adv. Megr., Civil Engi 


*Gopinc, ARTHUR N., Bus. Mer., Diese 


GoLpMAN, EMANUEL, Pres., Lucerna C 


GomBer, RAyMonpD F., East. Sls. Pro 


Goupy. Wao. L., Mer. Prod. & Distril 


*GRAUERT, RoBeERT, Boat Statistics & Publ 


*GRIFFITHS, GEORGE H., Pres., Hardv ar 


Grunpy, J. ArtTHuR, Sls. Pro. Mer 


*Gumaer. A. P., V. P. & G. M., Textil 


7 
*GUTTERMAN, HARRY, 'P res., Print 


*Hacstrom, A. G., Pres., Hagstrom Co 


HALL. Lioyp H., Owner, The Lloyd H 


*HANNUM, Wo. B., JR. 


*HASSELREIS, NoRMAN B., East. Adv. Mer 


Hatcu, Georce E., G. E. Hatch Adver- 


*HAYNES, ELprince, Pres. Magazines ‘ 
*HEALE, CHARLES J., Pres. & Gen. Ms 


*HEATON, H. THAYER, Adv. Rep., Tool é 


570 Lexington 
*Hetrricu, Oris L., Eastern Adv Mer., 


North Ameri- 


% HENDERSEN, KENNETH. 
*HENDRICKS, OLIVER G., Vice Pres., 


Hiturarp, J. VANcE, Western Elect! 


Mathieson Alkali Works, Inc., 60 E 
42nd St., New York. 


acs 
38 


4th Ave., New York. 
neering, 33 W. 39th St., New York 138. 


Publications, Inc., 192 Lexington Ave, 
New York 16. 


Inc : 17 EE. 45th St., New York 17. 


Mer. Westinghouse Electric Cort 4 
Wall St., New York 5 


tion Div., Gen. Pub. Dept., Union Car. 
bide & Carbon Corp., 30 E. 42nd 8&t 
Room 308, New York 17. 

GRAN, JULIAN, Treas., Rickard & Co 
Inc., 330 W. 42nd St., New York 15 


Co.. Inc. 16 E. 41st St., New York 17. 


Age, 100 E. 42nd St., New York 1 
GROHMANN, H. VIicror, Pres., Needham 
& Grohmann, Inc., 630 Fifth Avenue 
New York 20. 


(Svstems Div.), Remington Rand, Inc 
815 4th Ave., New York 10. 


if) 


Age, 381 Fourth Ave., New York 
Press, Inc., 229 28th St., New 
York 1. 
Happock, GEeRALp T., Mgr. Adv, & S P, 
Atlas Lumnite Cement Co., 135 E. 42nd 
St., New York 17. 


Inc., 20 Vesey St., New York 7. 


Hall Co., 570 Lexington Ave., Ne 
York 22. 

HANDLEY, Ropert D., Adv. Megr., Syl 
nia Industrial Corp., 122 E. 42nd 8t 
New York 17. 


Hastvup, CHARLES L., Sales Megr., The 
Fai rbanks Co., 393 Lafayette St., New 
York 3 


Packaging Parade Magazine, 101 Park 
Ave., New York 17. 





tising, 10 E. 40th St., New York 16. 
¢ 
Industry, Inc., 347 Madison Ave., New 
York 17 


Hardware Age, 100 E. 42nd St., New 
York 17. 


Die Journal, 415 Lexington Ave., New 

York 17. 

HeEIFFEL, GENE, Art Director, G. M Bas- 
E. 42nd St., New York li. 


ford Co., 60 


Feldon-Beirnes Publishing Co., 
Lexington Ave., New York. 


Thomas Publ. Co., 461 Eighth Ave, 
New York 1. 
HERRINGTON, C. E., Dir. Eng’g Service, 
& Sis. Pro. Meéehanite Research Insti- 
tute Pershing Bldg., New Rochelle 
‘NY 





Hey, Harry A., Adv. Maer., Mfg. Tr. 
Dept., Singer Sewing Machine Co., 149 
Broadway, New York 6. 


HIcKErsSoN, J. M., Pres., J. M. Hickerson, 


Inc., 110 E. 42nd St., New York 17. 
tric 


Co., 195 Broadway, New York 7. 


*Hitty, H. E., Sales Mer., Factory Man- 


agement € Maintenance, 330 W. 42n 
St., New York 18 


HirscuBerc, C. H., Howard H. Sa el, 


Ine 200 Valentine St., Hackettstown, 
N. J 

HorrMan, N. R., Adv. Mer., H. Kohn- 
stamm Co., In 83 Park Place, New 
York 7 


HoLuins, REDFERN, Adv. Mer I 
Stop Nut Corp. of America, 115 I 
way, New York 6. 


Hotmes, Donatp L., Adv. Mer nd 
Prod. Div.. The Flintkote Co., ° E 
42nd St., New York 17 

Ho_tMes. Miss WHINIFRED., Asst 
Mer., Rheem Mfg. Co., 570 Lex 
Ave.: New York 22 
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HoLYOKE, Dovucias, Adv. Mer., U. S&. 
Hoffman Machinery Corp., 105 Fourth 
Ave., New York 3 

HOPKINS, KENNETH B., Adv. & Sls. Pro, 
Mer., Graybar Electric Co., 420 Lexing- 
ton Ave., New York 17. 

Hopper, SCHUYLER, Pres., The Schuyler 
Hopper Co., 12 E. 41st St., New York 
17. 


San- 


HorRINE, Witt1am W., Acct. Exec., 
New 


ger-Funnell, Inc., 60 E. 42nd St., 
York 17. 

Horn, NorMAN E., Adv. Dir., Sun Chemi- 
cal Corp., 100 Sixth Ave., New York 13. 
HouGHTON, ALFRED J., East Rep., Case- 
Shepperd-Mann Publ. Corp., 24 W. 40th 
St., New York 18. 

*Howes, A. P., Pres., Howes Publishing 
Co., 1 Madison Ave., New York 10. 
*HUBBARD, Puiturp H., Pres., Reinhold 
Publ. Corp., 330 W. 42nd St., New York 

18. 

*HucHes, Epwin J., 
Newsweek, 360 N. 
cago 1, 


West. Adv. Mer., 
Michigan Ave., Chi- 


*HUGHES, LAWRENCE M., Exec. Editor, 
Advertising Age, 330 W. 42nd St., New 
York 18 
HucuHes, THomas A., Adv. Mer., West- 


inghouse Elec. Elevator Co., 150 Pacific 
Ave., Jersey City 4 
Hunt, Jay J., Dist 
Electronic Pro. Agency, 
New York. 

Hurp, ARTHUR, Dir. 
J. Walter Thompson Co., 
Ave., New York 17. 
HYDELL, JOHN CARLYLE, Adv. Prod. Copy 
Writer, The Babcock & Wilcox Co., 85 
Liberty St., New York 6. 

*Ir1isH, W. E., Editor & Vice Pres., In- 
dustrial Equipment News, 461 Eighth 
Ave., New York 1. 

JACKSON, Norton B., Asst. Mer. Adv. & 
Marketing, Ame rican Can Co., 230 Park 
Ave. New York. 


Mer., Army-Navy 
165 Broadway, 


Media Research, 
420 Lexington 


*Jzavis, NORMAN, Catalog Consultant, 
Sweets Catalog, 119 W. 40th St., New 
York 18. 


*JOHNSTON, RosBert H., Mer. Indus. Supl., 
American Exporter, 386 Fourth Ave., 
New York 16. 

*JoNES, ALFRED MILTON, Acct. Mer., O. S. 
Tyson & Co., Inc., 230 Park Ave., New 
York 17. 

*Jones, Davin G., Assoc. Dist Mer., Mc- 
Graw-Hill Publishing Co., 330 W. 42nd 
St., New York 18. 


JONES, RALPH C., Owner, Humbert & 
Jones, 228 E. 45th St., New York 17. 
JONES, SPENCER, Prop., Spencer Jones, 


Consulting Engr., 122 E. 42nd St., New 
York 17. 
*JORGENSON, 
 F Com 
KAHN, S. §S., Sls. 
Kahn Corp., 200 
York 14. 
KASTEN, 
Advertising Co., 


WILuiaM G., Adv. Mer., C. 
1 Park Ave., New York 16. 
& Adv. Mer., Parker- 
Varick St., New 


JoHn G., Acct. Exec., Hazard 
295 Madison Ave., New 


York 17. 

KAUFFMAN, HERBERT, Adv. Mer., Ever 
Ready Label Corp., 141 E. 25th St, 
New York 10. 

*Kappes, Cart Henry, Jr., Vice Pres., 


Y: achting Publ. 
New York os 
*KAULL, KENNITH S., 
Co., 12 E. 41st St., New York 17. 
*KENNEpDY, W. E., Asst. Publisher, Ameri- 
can Machinist and Product Engineer- 
ing, 330 W. 42nd St., New York 18. 
KERNS, FRANK C., Lubricating Rep., The 
seuas Co., 1385 E. 42nd St., New York 


Corp., 205 E. 42nd St., 


Putman Publishing 


KryLer, Fay, Vice. Pres., O. S. Tyson & 
‘o., Inc., 230 Park Ave., New York 17. 
*KNISELY, STANLEY A., Exec. Vice Pres., 
Associated Business Papers, Inc., 205 

42nd St., New York 17. 

*KNOERR, GEORGE W., Art Dir., Perlowin 
Studios, 230 West 4lst St.. New York 
18 
*Kopse, PHILP, Vice Pres., United States 
News, 30 Rockefeller Plaza, New York 


"Ki CH, FREDERICK C., Vice Pres., Sim- 
nons- Boardman Publ. Corp., 30 Church 
St.. New York 7. 
Kogtuiscu, J. F., Adv. & S. P. Megr., 
Sonneborn Sons, Inc., 88 Lexington 
Ave., New York 16. 
*KomstuHorr, R. S. 
KONSELMAN, CHARLES B., Adv. Megr., 
Wickwire Spencer Steel, 500 Fifth Ave., 
New York 18. 


*KoPpFMANN, RupotPpH R., Mer., Res. & 
Pro., Associated Business Papers, Inc., 
205 E. 42nd Street, New York 17. 

*Kress, Jutius C., Pres., McGraw-Phil- 
lips, Inc., 318 W. 39th St., New York 18. 

*KrimsieER, Gus, Salesman, Printers’ Ink 


Publishing Co., 205 E. 42nd St., New 
York 17. 

*KRONENBERG, JOHN L, 

*KrusPak, Epwarp_J., Adv. Mer., Auto- 


motive News, 51 E. 42nd St., New York 
27. 

*KuuNs, WILLIAM R., Editor, 
12 E. 36th St.,. New York 16. 

*Lance, D. C., Miller Freeman Publica- 
tions, 124 W. Fourth St., Los Angeles 
13, California. 

*LANGDON, PautMeER H., Metal Finishing, 
11 W. 42nd St., New York. 

*LANGER, RupoLtpH A., Vice Pres. Ameri- 
can Metal Market Co., 18 Cliff St., New 
York 7. 

*LANGHAM, Henry T., F. W. 7. Corp., 
119 W. 40th St., New York 18. 

*LANGLEY, KENNETH J., East. Megr., The 
Oil & Gas Journal, 415 Lexington "Ave 7 
New York 17. 

*Larson, C. A., Owner, C. A. Larson & 
Associates, 254 W. 31st St., New York 


Banking, 


*LASK, FREDERICK, Adv. Mer., Amer. So- 
ciety Mechanical Engineers, 29 W. 39th 
St.. New York 18. 

LAWRANCE, DovuGias A., Copy & Cont., 


G. M. Basford Co., 60 E. 42nd St., New 
York 16. 
LEBLANG, Mack, Genl. Mer., Fred Witt- 
ner Advertising, 2 W. 45th St., New 
York 19. 
Ler, W. ARTHUR, Pres., Lee- Stockman, 


Inc., 30 Vesey St., New "York 7. 

*LiTtTLe, T. B., East. Mer., Steel Publica- 
tions, Inc., 11 W. 42nd St., Rm. 378, 
New York 18. 

Luorp, Rosert L., International Nickel 
Co., 67 Wall St., New York 5. 
*Lowe, H. Burton, Ex. Vice Pres., 
hold Publ. Co., 330 W. 42nd St., 

York 18. 

*LOWTHER, W. B. 

Loziger, KENNETH D., Vice Pres., St. 
Regis Sales Corp., 230 Park Ave., New 
York 17. 

Luna, E. F., Adv. Mgr. Anaconda Wire 
& Cable Co., 25 Broadway, New York. 

*L-unpD, CHET BoKeg, Natl. Adv. Sls. Mgr., 


Rein- 
New 


United States News, 30 Rockefeller 
Plaza, New York 20. 
Lupton, JOHN MATHER, Pres., John 


Mather Lupton Co., Inc., 420 Lexington 
Ave., New York 17. 

*MacCoL_tum, Marc, Robbins Publishing 
Co., 9 E. 38th St., New York 16. 

*%MacLeop, M. R. 

MALONE, LAWRENCE G., Acct. 
G. M. Basford Co., Chappaqua. 

*MANN, KarRL M., Pres., Case-Shepperd- 
Mann Publ. Corp., 24 W. 40th St., New 
York 18. 
MAPLE, F. 
line’s Sons Co., 
ton, N. J. 


Exec., 


J., Mgr. Adv., John A. Roeb- 
640 S. Broad St., Tren- 


*MarKs, HENRY WILLIAM, Adv. Dir, 
Printers’ Ink Publ. Co., 205 E. 42nd St., 
New York. 

*MARSHALL, ANTHONY W., Acct. Exec., 
Bryant Press, Inc., 52 E. 19th St., New 
York 3. 

*MARSHALL, Ropert F., Bus. Mer., Archi- 


tectural Record, 119 W. 40th St., New 
York 18. 
Masson, Don, Mer. Publicity, Bakelite 
Corp., 300 Madison Ave., New York 17. 
*MASTERSON, WaLtTeR J., Jr., Publisher, 
Boat Statistics & Publishing Co., Inc., 


224 E. 4ist St., New York 17. 
McCracKEN, JOHN N., Union Carbide & 
Carbon Chemicals Corp., 30 E. 42nd 


St., New a 17. 

McCrvum, IDNEY E., Asst. Adv. Mer., 
Wickwire ‘ieanaes Steel, 500 5th Ave., 
New York 18. 

*%& McDONALD, DONALD T. 

McDOonaLp, J. N., Mer. Adv. _Dept., Ana- 
conda Copper Mining Co., 25 Broadway, 
New York 4. 

McDonovuGH, CHARLES, Publicity Mer., 
combustion Engineering Co., Inc., 200 
Madison Ave., New York 16. 
McCarvEY, SAMUEL J., Media Mer., O. S. 
Tyson & Co., Inc., 230 Park Ave., New 
York 17. 


*Associate Member. *In Military Service. 
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McNevin, Joun J., Asst. to Pres., John 
Thomas Chirurg Co., 342 Madison Ave., 
New York. 

MERRIHUE, W. V., Mer., Apparatus Adv, 
& Sis. Pro. Div., General Electric Co 
River Rd., Schenectady 5, N. Y. 

MEULENDYKE, S. L., Partner, Marschalk 

& Pratt Co., 535 Fifth Ave., New York 
17. 

Freperic J., Jr., De Laval 


MEYSTRE, , 
Broadway, New 


Separator Co., 165 
York. 


*MrLuer, IvAN C., Sls. Mer., McGraw-Hill 


Publ. Co., 330 W. 42nd St., New York 
18. 

*MiLorA, VINCENT, Vice Pres.-Treas., 
Capitol Engray. Co., Inc., 304 E. 45th 
St., New York 17. 

MITCHELL, EvertrT, Publ. Dept., Com- 
bustion Engineering Co., Inc., 200 


Madison Ave., New York 16. 

Motnar, Josepn, Dir. of Copy_& Plans, 
Atherton & Currier, Inc., 420 Lexington 
Ave., New York. 


Moore, KENNETH E., Acct. Exec., Fuller 
& Smith & Ross, "Inc., 71 Vanderbilt 
Ave., New York 17. 

More, ALEXANDER P., Adv. Dept., Inter- 


national Nickel Co., Inc., 67 Wall St, 
New York 5. 

% Morris, A. L. 

*Morris, Croxton, Treasurer, Public 
Works Magazine, 310 E. 45th St., New 
York 17. 

Morris, GILBert C., Acct. 
& Smith & Ross, Inc., 
Ave., New York 17. 

Morrison, G. W., Adv. Megr., 
Rand Co., Phillipsburg, N. J. 
Morrison, Tuomas, Asst. Adv. Mer., 
Worthington Pump & Machinery Corp., 
Harrison & Worthington Aves., Har- 
rison, N. J 
Morse, ALFRED A., Pres., Alfred A. Morse 
& Co., 8 W. 40th St., New York 18. 
Morse, JoHN H., J. Walter Thompson 
Co., 420 Lexington Ave., New York 17. 

*MoTHERAL, Rocer, East. Mer., The 
Petroleum Engineer, 52 Vanderbilt Ave., 
New York 17. 

*Muir, MALcotm, Pres. & Publ., News- 
week, 152 W. 42nd St., New York 18. 

MULHALL, WALTER Fs Vice Pres., G. M. 
Basford Co., 60 E. 42nd St., New York 
17. 


Exec., Fuller 
71 Vanderbilt 


Ingersoll- 


ROBERT S., Eastern Sales Rep., 


*MULLER, 
Metals, 55 W. 


American Society for 
42nd St., New York 18. 

*MvcurpHY, Puiuiep W., Space Salesman, 
Tide Publ. Co., 232 Madison Ave., New 
York 16. 


Murpuy, WitiiaM F., Shell Oil Co., Inc., 
50 W. 50th St., New York 20. 

Nerr, Ropert L., Copywriter, Sanger- 
Funnell, Inc., 60 E. 42nd St., New York 
17. 

*% NEARY, JAMES E., JR. 

NEIGHBORS, CHARLES, Adv. Megr., Bab- 
cock & Wilcox Co., 85 Liberty St., New 
York 6. 


RussE.L, Sls. Pro. and Adv, 
Aerocessories, Inc., 
Long Island City 1, 


NEWCOMB, 
Mer., Simmonds 
21-10 49th Ave., 
mam = 

NICHOL, FREDERICK W., V. P. & Gen, 
Mer., International Business Machine 
Corp., 590 Madison Ave., New York 22. 

*NIcHOLs, Don, Bus. Megr., Ahrens Pub- 
lishing Co., Inc., 71 Vanderbilt Ave., 


New York 17. 

NICHOLSON, R. C., Mgr. Sls. & Adv., Mas- 
ter Rule Mfg. Co., Inc., 201 Main St, 
White Plains, New York. 

*NICOLL, JAMES C., JR., Kipe Offset Co., 
Inc., 145 Hudson St., New York 13. 
*OperR, CHESTER H., N. Y. Adv. Mer., The 
Iron Age, “a E. 42nd St., New York 17, 
O'CONNELL, er Acct. Exec., J. Walter 
Thompson bs o., 420 Lexington Ave., New 

York 17. 

*OrsTIE, A. T., McGraw-Hill Publ. Co., 
Inc., 330 W. 42nd St., New York 18 
OLLINGER, C. G., Asst. Adv. Mer., Na- 
tional Carbon Co., Inc., 30 E. 42nd St., 
New York 17. 
O’Mara, Epwarp H., 
Mer., World Report, 
Ave., New York 17. 

*OrA, JOHN P., Dist. Mgr., Mills Suppliea, 
330 W. 42nd. St., New York 18 
ORELLANA, EMIL, Sales Rep., Conte mpo 
Advertising Artists, Inc., 597 Fifth 
Ave., New York 17. 

OsBERG, Epwarp V., Vice Pres., Wilming- 
ton Chemical Corp., 10 E. 40th St., New 
York 16. 


Natl. Adv. Sls. 
420 Lexington 
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Pres 
Grand 


*Ospor WaLiace J., Vice 
Publishing Co., 1734 
side., New York 17 

Pace, FRAN! I 
York 6 

PARSONS KENNETH H., 


James Thomas Chirurg Co 342 
son A New York 
PaTTison, E. Scott, Acct. Exe G 


Basford Co., 60 EB. 42nd St., New \ 


17. 


*PaxTon, A. E., Publ 


¢, Dir. Publ. Rel. Div., Fo 
ter Wheeler Corp., 165 Broadway, Ne 


Acct Exe 
Madi 


Kenney 
Centra! 


Ww 


? 


M 


ork 


Engineering News 


Record & Construction Methods, 330 W 


42nd St... New York 18. 
*PAYNE, Jupp, Maer. 
119 W. 40th St... New York 18 
Peck, James O., Owner, James O. 
Co., 12 E. 4ist St., New York 17. 
*PELLETIER, Lovurs, 140 Cabrine Blv 

New York 3 


PETERSON, FRANK C 


Architectural Record 
Pe ck 
d 


Copywriter, Mar 


shalk & Pratt Co., 636 Fifth Ave., New 


York 17. 
PETERSON, ROGER NEVITT, 
Kempner, Inc., 330 W. 
York 18 
Prorr, STAN, B 
& Osborn, Inc., 
York 
*PuHIuuips, JonHn H., Dir. Adv., 
of Indust: Inc., 347 Madison A 


Peterson 


en, Barton, 





Asst. Ad M: 


Prot x, | \ As Mer | De 
Joh I e Sales Cort] EK. 4 
Se Ny Vor 

1 t H ~ \I I 
! «(y ] I Pitt! \ ‘\ 


PLisuker, Hersert FE., Mer Ad 
Pro. Dept., 
Bloomfield, N. J 

*PORTER, 

Works 

York 16 

*&PRATT, Evwarp I., 
195 Broadway, New York 

Price, G nN F., Marschalk & 

Co., 5 Fifth Ave., New York 17 
®QUARLES, 

Graw-Hill Publishing Co., Inc., 330 

{2nd St.. New York 18. 


News, 145 E. 32nd St 


RAMAGE, ROBE wid 
can Brake Shoe Co., 230 Park A 
Ne w y k li 

REAST, FRED M Pres Fred M. 
10 E. 43rd St., New York 17 

*REGAN, JOHN, Editor, Aviation Equ 
ment, 1170 Broadway, New York 1 

RgIBEL, JAY M., Dir. Adv. & Pub., Ame 

can Car & Foundry Co., 


REICHERT, G , Acct. Exe G. M. B 
ford Co., ¢ Ee. 42nd St New York 


St I 

*Rice, Cu ] NY. Y¥Y. Mer The I 
dustria ‘ ‘ E na St Ne 
York 

*Rictk RAD Met I I 
Ir W ifnd § N \ 


*% RICHAR SON FREDERICK \ 
RICHARDSO> ROBERT " Lect —— 
Fuller & Smith & Ross, 
Ave New York 1 
*RoOBERTSON, Mort P., Jewett Art Servi 
St New York 4 


4 Ston 


‘2nd St Ne 


67 Wall 8S 


Westinghouse Electric Cory 


Western Electric C 


WILLIAM W., Dist. Mer., M 
W 


H., Adv. Megr., Ameri 


17 
Re FRA B Mer. Ind Ad Div., 


« 
*) 


Durstine 
Madison Ave., New 


Magazines 


r 


rTer, BE. DAvip, Sis. Pro. Mer., Publi 
5 New 


Pratt 


Reast 
D 


ri 


30 Church St 


*Rospinson, Howarp F., Salesmar Jar 
Gray, Ir 6 E. 45th St... New York 
a 

*Rocers, Everett L Rep., Southern 
Power & Industry, 18 E. 48th St., New 
York 17 

*RocErRs RuSseE.! eo. Mer... Aeronautical 
Engrg. Review € Aeronautical Engora 
Catalog, 2 East 64t St.. New York 2 

*Rose, A Sales Pro Mer., Elect 
Manufactur y, 1250 Avenue of T 
Americas, New York 20 

Ross, ALEXA) nr, Prop., Alexander R 
Ager l I iznd St., New York 

*Rost, O. | Ed. & Publ, Elect 
Wholesalin ; OW i2nd St New 
y rh 18 
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Rotu, W. E., Babcock & Wilcox Co., 85 
Liberty St., New York 6. 

RupPRECHT, Cart H. W., Mer. Adv. & 
Public Relations Div., Underwood Corp., 
1 Park Ave., New York 16 
RusuHMorE, RicHarD J., Mer., Sheldon, 
Morse, Hutchins & Easton, Inc., 420 
Lexington Ave, New York. 

*Sr. Jutes, E. H., East. Adv. Mgr., Mac- 
lean-Hunter Publ Corp., 522 Fifth 
Ave., New York 18 
SANGER, ALAN B., Pres., Sanger-Funnell, 
Inc., 60 E. 42nd St., New York 17 

*SANGER, KENT, Atlantic Dist. Staff, Mc- 
Graw-Hill Publ. Co., 330 W. 42nd St., 
New York 17. 

*SAWHILL, R. V., Domestic 
Publications, 110 E. 42nd St., 
SCHELLENBACH, Burton, Acct. Exec., 
Fuller & Smith & Ross, 1501 Euclid 
Ave., Cleveland, Ohio. 

ScuHINK, W. H., Space Buyer, G. M. Bas- 
ford Co., 60 E. 42nd St., New York 17 

J. R., Mer. Adv. Div., Mathie- 

’ >. 42nd St., 


Engineering 
New York 


SCH MERTZ, 
son Alkali Works, Inc., 60 E. 
New York 17 

*SEAMAN, C. LESTER, 
¢€ Power, 285 Madison Ave., 
17 

*Surope, R. F., V. P. & Adv. Mgr., Bakers 
Weekly, 45 W. 45th St, New York 19 
SHERMAN, Horace H., Space Buyer, San- 
ger-Funnell, Inc., 60 E. 42nd St., New 
York 

SHUGEI CHARLES W., Supv.-Adv., Shell 
Oil Co., Inc., 50 W. 50th St., New York 


Vice Pres., Industry 
New York 


*Suutt, Greorce P., Adv. Mgr., Architec- 
tural Forum, 350 5th Ave., New York 


1 
Sritutporr, Henry C., Vice Pres., G. M 
Bast rd Co., 60 E. 42nd St., New York 


Simonpbs, Jonn, G. M. Basford Co., 66 
E. 42nd St., New York. 

*SLEPICKA, FRANK J., Sls. Megr., National 
Miller Publications, 330 S. Wells St., 
Ch i£o 6, Ill. 

Morse, Vice Pres., Thomas 
Bighth Ave., New 


*SmITH, F. 


Publishing Co., 461 


York 1, 


RRITT L., Asst. Sales Mer 
“hermit Corp., 120 Broadway, 





‘ 


*SMITH, Pat L 4 

*SmiTrH, S. D. R., Vice Pres., McGraw- 
Hill Publ. Co., Inc., 330 W. 42nd St., 
New York 18. 
SMITH, WILLIAM E., 
Bowes, In Walnut & 
Stamford, Conn. 


Murray O 


Mer. S. Pro., Pitney 
t Pacifi Sts., 


SMYTH, Asst. Adv. Mer 


American Locomotive Co., 30 Churcl 
St... New York 7 
*SoHL, FRANK B Pres., Githens-Sohl 


Corp., 203 E 12th St., New York 
, RALPH T.. Dist. Mer., N. Y 
tory, McGraw-Hill Publ. Co., In 


*Sorue 


VW i2nd St Neé York 18 

*SPACKMAN, WHI 5, Adv. Mer VW 
é Metall s, 29 W. 39th St., New York 
18. 


*SPURR, 
Hill 
New 


*STAEHLE, ALFRED 


Dir. Research, McGraw- 
Inc 530 W. 42nd St 





Publisher, Factory 
Management 4 Vaintenance, 330 W 
‘2nd St New York 18 

*STANLEY, E. M., Bus. Mer., Mill € Fac- 
tory, 205 E. 42nd St., New York 17 

STARBUCK, GREGORY H., Horse 
Rd., Briarcliff Manor, N. Y. 

STREET, ALFRI M., Asst. Pub. Mer., Jen- 
kins Bros., 80 White St., New York 

STREETER, DwicuTt N., Foster Wheeler 
Cort Broadway, New York 6 

*SUTHERLAND, ANDREW G., Adv Retr 
Food Industries, 330 W. 42nd St., Ne 
York 18 


*SuTTON, GLENN 
, 
. 


hestnut 


in, Pres. & Publ., Electrical 

it, Sutton Publishing Co., In: 
60 E. 42nd St., New York 17. 

*Swinsky, Dick, Vice Pres., Gulf 
lishing Co., 250 Park Ave., New 


Equipme 


Pub- 

York 

SyKes, GeorGce, Metallurgical Co. & Car- 
bon Cor} 50 BE. 42nd St., New York 

*THAYER, EDWIN F., Pres. & Publ., Tid 
Publishing Co., 232 Madison Ave., New 
York 16 


*Associate Member. #In Military Service 


ce-Pres., Marbridge 


*THIELITZ, H. O., Vi 
225 Varick St., New 


Print. Co., Inc., 
York 14. 
THOMSON, GILBERT R., Adv. Mer., Wa 
worth Co., 60 E. 42nd St., New York 17 
Topsy, Georce B., Adv. Mgr., Willcox & 
Gibbs Sewing Machine Co., 214 W h 
St., New York 18. 

*Toparo, CHARLES, Adv. Megr., Ma 
Hunter Publ. Corp., 522 Fifth 
New York 18. 
TOMLINSON, JosEePn J., 
eral Chemical Co., 40 
York 6. 

TOWNE, Ropert D., Vice Pres., W a 
Towne Advertising, 10 E. 40th St., New 
York 16 

Towne, W. L., Pres., W. L. Towne Ad- 
vertising, 10 E. 40th St., New York 

*TREDWELL, THOMAS A., Ady. Mer., A 
tectural Record, 119 W. 40th St., New 
York 18 

*TuLLY, G. W., N. Y 
Ave. & 59th St. 

*& TUNNEY, GENE. 
*TURNER, FRANCIS M., Vice Pres., Rein- 
hold Publ. Co., 330 W. 42nd St., N 

York 18. 

TUTHILL, GORDON, Adv 
Steel Co. of America, 405 
Ave., New York 17. 

Tyson, Inwtn Woop, Asst. Acct. Mer 
O. S. Tyson & Co., Inc., 230 Park A 
New York 17. 

Tyson, Oscar S., Pres., O. S. Tyson & 

Co., Inc., 230 Park Ave., New York 


Adv. Mer., G 


tector St 


Athletic Clul 


Mer., Cru 
Lexingt 


UpELL, C. G., Chg. of Adv., The Super- 
heater Co., 60 EB. 42nd St., New York 17 

*UNDERWOOD, ANDREW A., Vice Pres 
Frank P. Bennett & Co., Inc., 2 
Broadway, New York 7. 

VAN ALSTYNE, G., Adv. Mer., Air Re 
tion Sales Co 60 E. 42nd St., New 
York 17 

VAN ARSDALE, J. R., 


Hopper Co., 12 E. 41st St., 
17 


Acct. Mgr., Sch 
New Y 


VAN DIVER, VERNON H., Sr., The Br 
vern Co., 330 W. 42nd St., New York 
18. 

*VAN ELKAN, E., Vice Pres., Contemy; 
Advertising Artists, Inc., 597 Fifth Ave 
New York 17. 

VAN Haste, GARRY J., Asst. Adv. Mer 
Handy & Harman, 82 Fulton St., New 
York 7. 

VAN SYCKEL, F. T., Adv. Mer.. Handy & 
Harman, 82 Fulton St., New York 7 
VAN WaGNER, ALBERT E., Asst. A. M 
Interchemical Corp., 350 Fifth Ave 
New York 1. 

*WADMAN, Rex, Ed. & Publ., Diesel P 
ress, 2 W. 45th St., New York 19. 

ARTHUR E., N. E. Mer., Mo 


*\W ALDORI “om 
Madison Ave., New 


ern Industry, 347 
York 17. 

WaRE, Ropert L., Bulletin 
Relations Dept., Western 
195 Broadway, New York 
WATSON, THOMAS J., Pres., 
Business Machine Corp., 590 
Ave., New York 22. 

*WeBsTER, H. S., Jr., V. P., Genl. Mer 
D. & W. Publications, Inc., 100 E. 42nd 
St., New York 17. 

*WEIDEL, VAUGHN, 
Co., 104 W. 70th St., New 


Supv. I 


Electric C 


International 
Madison 


Owner, The We 
York 23 
Conte mpo A i- 
Fifth Ave 


*WEIKH, WILLIAM, Pres., 
vertising Artists, Inc., 597 
New York 17. 

*WEINSTEIN, Miss EM™MaA E., Adv. I 
B ce Forbes & Sones Fublishing 
Inc., 120 Fifth Ave., New York 11 

*WeELLS, CHESTER L., American So 
for Metals, 7301 Euclid Ave., Cle’ 

, Ohio. 

WeELPp, GreorceE, Dir. S. P., Adv., & P 
Interchemical Corp., 350 Fiftl \ 
New York 1. 

WENSLEY, Rocer L., Pres., G. M. Bast 
Co., 60 E. 42nd St., New York 17 
West, A. K., Adv. Megr., Climax M 
bdenum Co., 500 Fifth Ave., New Y 
18. 

WeEsTON, R. B., Sls. Pro. Mer., Et 
Corp., 405 Lexington Ave., New York 
WHEELER, RopertT A., Mer. of 
Nickel Sales Dept., The Internat a 
Nickel Co., 67 Wall St., New Yor 

*WHELAN, JAMES J., Rep., Time, ! 
350 Fifth Ave., New York 1 

*WHELAN, JOHN J., Gen. Mer., Haire 
Publishing Co., 1170 Broadway, Ne 
York 1. 
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WHITBECK, WiLtiaAm J., G. M. Basford 
Co., 60 E. 42nd St., New York 17. 

WHITMORE, Witt, Adv. Mer., Western 
Electric Co., 195 Broadway, New York 

*WHITNEY, Ropert A., Dir., Encyclopedia 
Britannica Press—A Division of Ency- 
clopedia Britannica, 342 Madison Ave., 
New York 17. 

*WrarRpDA, Mrs. JoaN TruMBOUR, Vice 
Pres., Metal Finishing, 11 W. 42nd St., 
New York 18. 

*Witps, Horace G., Space Salesman, 
Power Plant Engineering, 420 Lexing- 
ton Ave., New York 17. 

*Witey, B. G., Asst. Sls. Mer. Mining 
Pubns., McGraw-Hill Publ. Co., 330 W. 
42nd St., New York 18. 

WiLpy, JOHN E., Chmn. of Bd., Fuller & 
Smith & Ross, Inc., 71 Vanderbilt Ave., 
New York 17. 

WILKINSON, Henry H., Adv. Mer., The 
Permutit Co., 330 W. 42nd St., New 
York 18. 

*WILLIAMS, CHaAUNCEY L., V. P. & Gen 
Mer., Sweet’s Catalog Service, 119 W. 
40th St.. New York 18. 

*WILLIAMS, JOHN M., Dist. Mer., Sweet's 
Catalog Service, 119 W. 40th St., New 
York 18. 

*WILLIAMSON, JOHN L., Gen. Rep., Com- 
bustion Publ. Co., 200 Madison Ave., 
New York 16. 

*WILLIAMSON, M. A., V. P., McGraw-Hill 
Publ. Co., Inc., 330 W. 42nd St., New 


York 18. 

*WiILson, W. A., East. Adv. Mer., Pit & 
Quarry Publications, 101 Park Ave., 
New York 17. 

Witt, Harotp A., Bus. Paper Space 
Buyer, J. Walter Thompson Co., 420 


Lexington Ave., New York 17. 
*Winsor, WILLIAM P., V. P. & Assoc. 
Publ. Dir., Materials € Methods, 330 W. 
42nd St., New York 18. 
WITTNER, FRED, Partner, Fred Wittner, 
Advertising Agency, 2 W. 45th St., 
New York 19. 
*WoLFFr, HowarD, Sales Mer., Beaverite 
cern Inc., 1 E. 42nd St., New York 
*WoLFF, SAMUEL D., Publisher’s Repre- 
Tonnies 130 W. 42nd St., New York 


Woop, B. H., Adv. Mer., The Terry 
Steam Turbine Co., P. O. Box No. 1200, 
Hartford, Conn. 1. 

*WoopaLL, W. P., Pres., The W. P. Wood- 
all Co., Inc., 214 E. 125th St., New 
York 35. 

Wooptn, GEorGE BRUCE, 
Hicks & Greist, Inc., 420 
Ave., New York 17. 

*Wrnkoop, N. O., Vice Pres., 
Hill Pub. Co., 
New York 18. 
Yorks, S. H., Publ. Dept., Bethlehem 
Steel Co., Bethlehem, Pa. 

*Younc, J. Wruson, Mer. Adv., Com- 
pressed Air Magazine Co., 942 Morris 
St., Philipsburg, N. J. 

YuLKe, Haroutp K., Adv. Mer., Fairchild 
Camera & Instrument Corp., 88-06 Van 
Wack Blvd., Jamaica 1, N. Y. 


Copywriter. 
Lexington 


, McGraw- 
Inc., 330 W. 42nd St., 


7. 
PHILADELPHIA CHAPTER 


Eastern Industrial Advertisers 


AHRENSDOR?, Ropert E., 915 Washing- 
ton §t., Evanston, II. 

ALDERSON, WROE, Wroe Alderson, Simon 
and Sessions, 25th Fl. Lewis Tower, 
Philadelphia 2. 

ALDRIDGE, ALBERT E., A. E 
sociates, 1700 Walnut St., 
delphia 3. 

ALLEN, Mrs. ELEANOR BAUER, Adv. Mer., 
Goodall Rubber Co., Inc., 5 S. 36th St 
Philadelphia 4. 

ANGus, RICHARD, Sls. Mer., Sunroc Re- 
frigeration Co., Glen Riddle, Pa. 
ARNDT, Ropert N. D., Exec. Vice-Pres., 
John Faulkner Arndt Co., Inc., Fidelity- 
Phila. Trust Bldg., Philadelphia 9. 
AXELROTH, JosEPH, Ace Manufacturing 
Co., Erie Ave. & K St., Philadelphia 24. 
Barcock, Foster, Harry T. Bridge Co., 
Real Estate Trust Bldg., Philadelphia 7. 


Aldridge As- 
Phila- 


BAKER, DonaLp J., Asst. Sls. Mer., LT.E. 

Circuit Breaker Co., 501 N. 19th St., 
Philadelphia 30. 

*Batcu, Frep, Schuyikill Paper Co., 710 
S. Washington Sq., Philadelphia 6. 
BaLL, Russett C., Pres., Philadelphia 
Gear Works, Erie Ave. & G St., Phila- 
delphia 34. 

BALLAGH, THOMAS C., Partner, Ballagh 
& Thrall Exporters, Fifth & Chestnut 
Sts., Philadelphia 6. 

*Bavrer, EvGENE O., Dist. Megr., Chem. 
Eng. Catalog-Metal Ind. Catalog, 12 s. 
12th St., Philadelphia 7. 

*BeEaRD, RoBertT F., Reg’l Vice-Pres., Mc- 
Graw-Hill Publishing Co., Inc., 16 S. 
Broad St., Philadelphia 2. 

BEAUMONT, DONALD T., Pres., Beaumont, 
Heller & Sperling, Inc., 121 N. 8th St. 
Reading. 

*BecTon, Grorce T., Sales Mer., Lincoln 
Photo-Engraving Co., N. E. Corner 11th 
& Arch Sts., Philadelphia 7. 

*BENEDICT, Epcar S., 2nd Vice Pres., 
Phototype Engraving Co., Inc., 147 N. 
Tenth St., Philadelphia 7. 

*BENNETT, WALTER V., Reg'l Mer., United 
States News, 1400 S. Penn Square, Phil- 
adelphia 2. 

*Brppte, 2nd, Wma. W., Howard Biddle 
Printing Co., 518 Locust St., Philadel- 
phia 6. 

*BREGENZER, C. E., Adv. Sales, American 
Society of Mech. Engineers, 501 F 
113th St., New York 20 

* BREIEL, JOHN H. 

BRODHEAD, FRANK C., Adv., Mer., Pur- 
chasing Agents Asso. of Phila., 400 N. 
Broad St., Philadelphia 30. 

*Brooks, C. Ear, Sls. Mer., The Phila- 
delphia Bindery, Inc., 256 N. 3rd St, 
Philadelphia 6. 

BUCKLEY, EARLE A., Pres., The Earle A. 
Buckley Organization, 1600 Arch St., 
Philadelphia 3. 

BUNNAGER, W. LAURENCE, Acct. Exec. & 
Art Dir., Roche, Williams & Cleary, 
Inc., 1515 Lewis Tower Bldg., 15th & 
Locust Sts., Philadelphia 2. 

BYLerR, Ropert C., Adv. Mer., SKF In- 
dustries, Inc., Front St. & Erie Ave., 
Philadelphia 34. 

CAMPBELL, Monrog, Jr. Partner, Camp- 
bell-Wirtz Associates, 329 Walnut St., 
Philadelphia 6. 
CAPWELL, EARLE, 9425 
Philadelphia 18. 
CoLLins, Wm. Howes, Asst. Adv. Mer., 
Scott Paper Co., Chester, Pa. 

CoLttom, Jr., S. H., Vice-Pres., Penn. 
Flexible Metallic Tubing Co., 72nd & 
Powers Lane, Philadelphia 42. 

*Cook, Dwicut, Cent. Dist. Megr., Ma- 
are. 148 LaFayette St., New York 
13. 


Stenton Ave., 


Cook, L. R, Adv. Mer., F. J. Stokes 
Machine Company, Tabor Road, Phil- 
adelphia 20. 

Cox, W. E., Adv. Megr., Quaker Rubber 
Corp., Comly & Milnor Sts., Philadel- 
phia 24. 

*CoyLe, Francis P., McGraw-Hill Pub- 
lishing Co., Inc., 16 S. Broad St., Phila- 
delphia 2. 

CRAIG, JOHN GILBERT, Pres., John Gilbert 
Craig, Advertising, 903 Shipley St. 
Wilmington 99, Del. 


*DADISMAN, TED, Salesman, Beck Engrav- 
ing Co., 7th & Sansom Sts., Philadel- 
phia 6. 

Davis, FRED, Jr., Room 418 
Bidg., Philadelphia 2. 

Davis, GEorGE F., R. M. Hollingshead, 
840 Cooper St., Camden, N. J. 

*DeiLy, Jr., C. H., Dist. Mgr., Modern 
Machine Shop, 8134 Germantown Ave., 
Philadelphia 18. 

*DEKALB, RALPH W., Pres., Alfred J. Jor- 
don, Inc., N. E. Cor. 12th & Arch Sts., 
Philadelphia 7. 

Dewey, F. L., Adv. Megr., E. I. DuPont 
de Nemours & Co., Nemours Bldg., 
Wilmington 98, Del. 

DINGEE, ALBERT N., Adv. Mer., Electric 
Storage Battery Co., 19th St. & 
Allegheny Ave., Philadelphia 32. 
DISTELHORST, S. D., Sls. Pro. Mgr., Coch- 
rane Corp., 17th & Allegheny Ave., 
Philadelphia 32. 

Dotson, J. WuHitTForp, Adv. Dept., Her- 
cules Powder Co., Wilmington, Del. 
Durr, G. A., Scott Paper Co., Front & 
Market Sts., Chester, Pa. 


Harrison 


*Associate Member. *In Military Service. 
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DuNTON, JosePH H., Sales Megr., W. C. 
Hamilton & Sons, Miquon, Montgomery 
Co, Fa. 

EIGENBROT, CHARLES W., Harris D. Mc- 
Kinney, Adv., 12 S. 12th St., Phila- 
delphia 7. 

ELDRIDGE, RicHarpD B., Pres., Eldridge- 
Northrop, Inc., 38 W. State St., Trenton 
tN. J 
ELLSwortTH, H. M., Mer. Ind. & Tech. 
Adv. Dept., Charles Blum Ady. Corp., 
1120 Spruce St., Philadelphia 7. 

*EWALp, Freperic A., East. Dist. Megr., 
Modern Industry, 220 S. 16th St., Phil- 
adelphia 2. 

FAIRCHILD, JouHn C., Sun Oil Co., 1608 
Walnut St., Philadelphia 3. 

*FISCHER, FREDERICK J., Bus. Mgr., Sim- 
mons-Boardman Publ, Corp., 30 Church 
St.. New York 7. 

Fioyp, F. N., Adv. Mer., United Engi- 
neers & Constructors, Inc., 1401 Arch 
St., Philadelphia 5. 

Fox, WALTER A., Pres., Fox & Mackenzie, 


1214 Locust St., Philadelphia 7. 


FrapgErR, Louis, Asst. Adv. Mer., Stonhard 
Co., 2207 Baird Blvd., Camden, N. J. 


*Fricke, H. E., Owner, Sun Printing 
House, 2120 W. Allegheny Ave., Phila- 
delphia 32. 

*% FRIEND, Howarp E. 

GARDNER, A. LESLEY, Adv., Mer., Pang- 
born Corp., Box 380, Hagerstown, 
GARDNER, ALEXANDER H., Sls. Mgr., La 
France Industries, 4631 Adams Ave., 
Philadelphia 24. 

GARRETSON, DorotHuy F., Miss, Chamber 
of Commerce and Board of Trade of 
Phila., Architects Bldg., 17th & Sansom 
Sts., Philadelphia 3 
GARRETSON, L. R., Mgr. Adv., Div., Leeds 
& Northrup Co., 4901 Stenton Ave., 
Philadelphia 44. 

GawtTHrRop, L B., Adv. Mer., Electric 
Service Mfg. Co., 17th & Cambria Sts., 
Philadelphia 32. 

Given, WILLIAM N., Sls. & Adv. Megr., 
Webb Manufacturing Co., 4th & Cam- 
bria Sts., Philadelphia 33. 

*GLOECKNER, F. H., Pres., T. A. Winchell 
& Co., Inc., 1315 Cherry St., Philadel- 
phia 7. 

*GOLDNER, FRANK C., Pres., S. H. Bur- 
bank & Co., 147 N. Tenth St., Philadel- 
phia 7. 

*Gomez, JoHN F., Dist. Mgr. McGraw- 
Hill Publ. Co., Inc., 16 So. Broad St. 
Philadelphia, 2. 

Gray, JEROME B., Partner, Gray & Rog- 
ers, 12 S. 12th St., Philadelphia 7. 

GREEN, RALPH E., Thwing-Albert Instru- 
ment Co., Penn St. & Pulaski Ave., 
Philadelphia 44. 

Grecc, HENRY W., Adv. Mgr., Interna- 
tional Resistance Co., 401 N. Broad St., 
Philadelphia 8. 

*GroomME, JoHN E., Partner, Trimmer 
Printing Co., 326 W. Market St., York, 
Pa. 

GuNDER, Rospert J., Adv. Dept., Hamil- 
ton Watch Co., Lancaster, Pa. 

* HARING, WILLARD J. 

*Harper, V. GEORGE, East. Mer., American 
Exporter, 2204 Packard Bidg., Phila- 
delphia 2. 

*HARTUNG, EpWwarRD W., Pres.-Treas., A. 
Hartung & Co., 506 Race St., Phila- 
delphia 6. 

HARVEY, GARDNER, Atlas Powder Co., 
Wilmington 99, Del. 

*HATHEN, STANLEY P., Owner, Hathen 
Productions, 1239 Summer S&t., Phila- 
delphia 3. 


Hawkins, Harry L., Natl. Adv. Mgr., 
Evening Bulletin, Filbert & Juniper 
Sts., Philadelphia 5. 


HELLER, RoBert F., Treas., Beaumont, 
Heller & Sperling, Inc., 121 N. Eighth 
St., Reading, Pa. 

HENING, B. BraprorD, Partner, Schone- 
man-Hening Agency, 21st & Arch S8St., 
Philadelphia. 

HERBINE, S. C., Mgr. Distrib. Sls., Indus., 
Div., Willson Products, Inc., Reading, 
>a. 


a. 


*HeRMAN, B. L., Dist. Mgr., The Iron 
Age, 56th & Chestnut Sts., Philadel- 
phia 39. 

*HILpDRETH, Josepnu §S., Pres., Chilton Co., 
56th & Chestnut Sts., Philadelphia 39. 


*Hopces, SAMUEL W., Secy.-Treas., W. 
Franklin Hodges & Sons, Inc., 509-19 
Vine St., Philadelphia 6. 
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Houmprecnut, Victor J., Jr., Ajax Hlectric 
Co.. Inc., Frankford Ave. at Delaware 
Ave., Philadelphia 23 

JENKINS, WILLIAM, William Jenkins Ad- 
vertising, 112 S 16th St., Philadelphia 2 

Jounson, Asumors C., Vice-Pres., Down- 
ington Iron Works, Wallace Ave., 
Downingtown, Pa. 

Jounson, Suetvon F., Sls. Pro. Mer., 


Westinghouse Electric Corp., 3001 Wal- 
nut St., Philadelphia 4 
JoRrDA? Greorae V., JR Selas Corp. of 


America, Erie Ave. & 'D St., Philadel- 
phia 34 
JUNKIN, M 
Metal Edge Box Co., 
Philadelphia 23 
Juroei.t, Vat G., Dir 


P., Sls. Adv. Mgr., National 
340 N. 12th St., 


of Promotion, Lib- 


erty Distributors, Inc., 14 N. Fifth St., 
Philadeiphia ¢ 

Keane, Harry C., Asst. Adv. Mer., 8S. S. 
White Dental Mfe. Co., 211 S. 12th 8t., 


Philadelphia 5 
KeLuer, A. Evroy, Adv. Mar., 

Steel Co., Reading, Pa. 
®KINSOLVING, CHARLES M., Adv. Mer. of 

Foreign Editions Newsweek, 152 W. 


Carpenter 


42nd St., New York 18, N. Y. 
KIRKPATRICK, WALTER A., Mer., Adv. & 
Sis. Pro., Wilkening Mfg. Co., 2000 S. 
Tist St Philadelphia 42. 

Konpras, Perer, Media Dir., Lewis & 
Gilman, 1528 Walnut St., Philadel- 


> 


phia 2 
KortKamp, W. R., 
Dill & Collins, Inc. 
Philadelphia 6. 
Kraatz, CHartes A., Adv. Mer., Simonds 
Abrasive C« Tacony & Fraley Sts., 

Philadelphia 37 
LANG, G. MILLarp, Adv. Dept., National 
Vulcanized Fibre Co., P. O. Drawer 311, 
Wilmington 99, Del. 

*La WALL, Freperick C., Sls. Mger., Typo- 
grapl Service, Inc., 914 Walnut St., 
Philadelphia 7 

WLAWRENCE, Ruppick G. 

LIEBERMAN, Leon J., Adv. Mer, Alan 
Wood Steel Co., Conshohocken, Pa. 

Linpsey, W. D., Vice Pres., ' Beoff & 
James, Inc., 1600 Arch St., Philadel- 


Sales Pro. Mer., 
, Public Ledger Bldg., 


phia 

LOVEKIN, R. E., Pres., R. E. Lovekin 
Corp., 200 N. 15th St., Philadelphia 2. 

®MaAcAULEY, Ernest, Pub. Rep., McGraw- 
Hill Publ. Co 16 S. Broad St., Phila- 
deiphia 2 

®Macer, Enawa C., Salesman, Frank D. 
Jacobs Co., Ninth & Sansom Sts., Phil- 


adelphia 


*WMARSHALL, HaRoLp F. 


MARSTON rrowperinege, Pres. Kauma- 
graph Co., Box 388, Wilmington 99, 
De! 


MARVIN, THEOpDORE,- Dir. of Adv., Hercules 
Powder Co., Delaware Trust Bldzg., Wil- 
mington 99, Del 

McCu.ioucnH, James S., Adv. Mer., Yale 
& Towne Mfg. Co., 4530 Tacony St., 
Philadelphia 24 

McFARLAND, J. B., 
States Pipe & Foundry Co., 
N. J 


Prb. Mer., United 
Burlington, 


McGarvey, Mary E., Miss, James G. 
Biddle C 1211 Arch St., Philade l- 
phia 

McILVAINE, Davip H., Dir. of Pub tel 


& Adv., Ace-Brill Motors Co., 62nd & 
Woodland Ave., Phiiadelphia 42. 
MCKINNEY, Harris D., Owner, Harris D. 

McKinney Advertising, 12 S. 12th St, 
P} jladelphia ‘ 


McLain, Wittiam R., Pres., McLain Or- 
ganization 12 S. 12th St., Philadel- 
phia 7 

McQvapr, MALcoLM B., Dill & Collins 
_ + 230 Park Ave., New York 17, 


MEGARGEE, IRWIN F., ~~» Power Plant 


Engineering, 4817 Hi izel Ave., Philadel- 
Phia 43 
Meister, Cart J., Mer. Sales, Atlas 


Metal Stamping Co., 3801 Castor Ave., 
Philadelphia 24. 

*MitteR, Howarp B., Drake Press, 333 S. 
Broad St., Philadelphia 7. 

Miner, Dovetas C., Adv. Mer., E. F. 
Houghton & Co., 303 W. Lehigh Ave, 
Philadelphia 33. 

*Mo.iror, W. D., Dir. Sls 
& Co., Inc., 140 N. 6th St., 
pPhia 6 


Edward Stern 
Philadel- 


George Moll Adver- 
Aves., 


Mo.., Grorce, Prop., 
tising, Kensington & Allegheny 
Philadelphia 34. 
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MoNIGLE, Ernest G., Adv., Mer., Ameri- 
can Pulley Co., 4200 Wissahickon Ave., 
Philadelphia 39. 

Moors, Jr., Evcene C., Adv. Mgr., Moore 
Products Company, H. & Lycoming Sts., 
Philadelphia 24. 


Myers, Wittarp G., Willard G. Myers 
Adv. Agency, 12 S. 12th St., Philadel- 
phia 7. 

NeEvEeRGOLE, J. Mack, R. G. E. Ullman 
Organization, 1520 Locust St., Phila- 


delphia 2. 
*OLSEN, M. A., 
Plastics, 122 E. 42nd St, 
*%O’ NEAL, Stuart T. 
*PLOWFIELD, Wm. F., Publisher, The Hos- 
pital & Medical Corpsmen, P. O. Box 
6447, Philadelphia 45. 
PORELMAN N, Miss Mruprep, Adv., Mer., 
A. M. Collins Co., 226-240 W. Columbia, 
Philadelphia 22. 


Publisher's Rep., Modern 
New York 17. 


McGraw-Hill Publ. 


*PoTrTrer, WAYNE A., 
Co., Inc., 16 S. Broad St., Philadel- 
phia 2. 


READINGER, RusseE_t H., Abner J. Gelula 


& Associates, Lewis Tower Bldg., Phila- 
de Iphia ee 

REINHARDT, JOHN W., Adv. Mer., Proc- 
tor & Schwartz, Inc., 7th St. & Tabor 
Road, Philadelphia 20. 

RENNER, Otro W., Jr., Acct. Exec., Ren- 
ner Advertisers, 315 S. 15th St., Phila- 


delphia 2. 
Ruoaps, J. 
J. E. Rhoads & Sons, 35 N. Sixth St., 
Philadelphia 

Ronse, KENNETH R., Adv. Mer., Kimble 
Glass Co., Vineland, N. J. 


EpeGar, Chg. Sales & Adv., 


Ropinson, Paur B., Adv. Mer., Sharp & 
Dohme, 1409 N. Broad St., Philadel- 
phia 1. 

Ronrer, GRAHAM, Adv. & S. P. Mar., 


Baldwin-Hill Co., Ine., 501 Brewnig 
Ave., Trenton 2, N. J. 

Romer. M. J., Willard G. Myers Adv. 
Agency, 12 S. 12th St., Philadelphia 7. 

*Roney, RicHarpD T., Pub. Rep., Conover- 
Mast Corp., 333 Kent Rd., Cynwyd, Pa. 
Rooney, JOHN E., Acct. Exec., Geare- 
Marston, Inc., 1600 Arch St., Philadel- 
phia 3. 

*Rusin, Lov - 2 
129 N. 12th st. Philadelphia 7. 
SAGENDORPH, 2p, F. E., Pres., Penn Metal 
Corporation of Penna., Oregon Ave. & 
Swanson St., Philadelphia 48. 
SAUVERMAN, Dvuptey S., Sls. Pro. Megr., 
Simonds Abrasive Co., Tacony & Fraley 
Sts., Philadelphia 37. 
ScaNLOoN, M. W., Al 


Pres., Temple Press, 


Paul Lefton Co., 


Inc., 1617 Pennsylvania Blvd., Phila- 
delphia 3 

*ScHELLENGER, E. M., Dist. Mer., Chemi- 
cal a Metallurgical Engineering, 16 8S. 


Broad St., Philadelphia 2 
ScHOLLER, FRED C., Pres., Scholler Bros., 
Inc., Collins & Westmoreland Sts., Phil- 
adelphia 34. 
ScCHONEMAN, 
Mathason, 12 8 
Scuopre, HORACE G., 
Co., 4530 Tacony St., 
SEBERHAGEN, F. J., 
Inc., 1601 Chestnut St, 
SErBERT, MARK, Adv. Mar., L. F. 
& Sons, Inc., Allentown, Pa. 
*SHarRP, WILLIAM L., Vice-Pres., Graphic 
Arts Engraving Co., 22nd & Market 
Sts., Philadelphia 3. 
SHaw, Jr. RatpuH M., Pres., Pedrick 
Tool & Machine Co., 3640 N. Lawrence 
Ave., Philadelphia 40. 
SHERMAN, FRANK M., Adv. & 
Lanston Monotype Machine Co., 
Locust Sts., Philadelphia 3. 
SHOLL, RaymMonp A., Jr., The Dorville 
Corp., 1420 Walnut St., Philadelphia 2. 
SicKLeR, RicwHarp C., Adv. Mer. Explo- 
sives Dept., E. I. duPont deNemours & 


CHartes C., Albert F. 
12th St., P *hilad Iphia 7. 
Yale & Towne Mfg. 
Philadelphia 24. 
Pres., Seberhagen, 
Philadelphia 3. 
Grammes 


& Pub. Dir., 
24th & 


Co., Nemours Bldg., Wilmington 98, 
Del. 
Sreper, Nevson W., Rep., Automotive € 


Aviation Industries, 56th & Chestnut 
Sts., Philadelphia 39. 


Sriver, JOHN A., Vice-Pres., F. J. Stokes 


Machine Co., E. Tabor Road,, Olney, 
Philadelphia 20. 
*SincerR, Jr., G. Park, Phila. Rep., 


Thomas Publ. Co., 3815 Chestnut St., 
Philadelphia 4. 

Smitru, Jr., Harry W., Vice Pres., John 
Mather Lupton Co., Inc., 420 Lexington 
Ave., New York 17 


*Associate Member. *In Military Service. 


INDUSTRIAL MARKETING, November, 


Vice Pres. 


SmitH, Jr., MELviItLE H., 
1616 Walnut 


Lamb, Smith & Keen, Inc., 
St., Philadelphia 3. 

*SmirnH, R. G., Vice-Pres., Industrial Pub- 
lications, Inc., 420 Lexington Ave., New 
York 17. 

Sommers, Sr., Howarp G., Partner, Som- 
mers-Davis Advertising Agency, 136 §. 
17th St., Philadelphia 3 

SPERLING, Louis J., Vice Pres., Beau- 
mont, Heller & Sperling, Inc., 121 N, 
8th St., Reading. 

STeLtLte, B. Weston, Adv. & Mktg... Fi- 
delity-Philadelphia Trust Bldg., Phila- 
delphia 9. 

*STERNE, Ropert E., Vice Pres., Photo- 
( ‘hromotype Ener ‘aving Co., 81i Cherry 
St., Philadelphia 7. 

*SturM, HERMAN C., Dist. Mgr., Business 
Week, 16 S. Broad St., Philadelphia 2 

SUAREZ, Miss FRANCES M., Adv. Mer., 
Philadelphia Quartz Co., 121 8S. Third 
St., Philadelphia 6. 

SuLLIVAN, J. F., Adv. Mgr., Brown In- 
strument Co., Wayne & Roberts Aves., 
Philadelphia 44. 

Sutton, Georce Z., Sales Mer., Paper 
Box Machinery Div., Stokes & Smith 
Co., 4900 Summerdale Ave., Philadel- 
phia 24. 

TayYLor, Greorce C., Adv. 
Cc. Taylor Advertising, 
St., Philadelphia 7. 

*THESIERES, ERNEST A., Vice-Pres., Bu- 
chan Loose Leaf Records Co., Madison 
& Holly Aves., Clifton Heights, Pa. 
THOMPSON, GEORGE Asst. Sls. Mer., 
Fayette R. P lum b, “‘Inc., 4837 James St 
Philadelphia 37. 


Agent, George 
1218 Chestnut 


TIGHE, FRANK P., Dir. Publ. Tepattens, 
Houdry Process Corp., 225 S. 15th St 
Philadelphia 2. 


DwicnT E., Sls. Pro. Mer., Au- 


TUTTLE, 
Thermoid Co., Trenton, 


tomotive Div., 

*TyYLerR, DoNALD H., 
Inc., Girard Trust Bldg 
Square, Philadelphia 2. 

ULLBERG, FREDERICK, JrR., Materials ¢€ 
Methods, 12 S. 12th St., Philadelphia 7 

ULLMAN, RoLanp G. E., Pres., The Ro- 

land G. E. Ullmann Organization, 1520 
Locust St., Philadelphia 2. 

* VAN LENNEP, FRED L. 

*VAN STEENBERGH, GEORGE W., Adv. Rep., 
Paper Mill News, P. O. Box 126, East 
Orange, N. J. 

*VoLK, VAUGHN W., Phila. Dist. Mer., 
New Equipment Digest, 225 Strathmor 
Rd., Havertown. 


Phila. Rep., Time, 
1400 S. Penn 


WARING, Bernarp G., Yarnall-Waring 
Co 162 E. Mermaid Lane, Chestnut 


Hill, Philadelphia 18. 

WASSERBLY, BENJAMIN J., Gen. Mer. 
Flexrock Company, Filbert & Cuthbert 
Sts., Philadelphia 4. 

WEIHEN MAYER, Jr., H. W., Sls. Pro. Mer., 
L. H. Gilmer Co., Div. of United States 
Rubber Co Tacony, Philadelphia 

* WENTZ, JOHN D. 

WEsSINGER, L. H., Pres., 
Inc., 26 W. Orange St., 

*® WETTLIN, JR., DAN. 

*WHEELER, ALVAH B., Vic 
zines of Industry, 17 
New York 17. 

WINNING, WESLEY, 
A. Foley Adv gency, Inc., 
nut St., Phils ide Iphia 3 
Wirt, ArRNo O., Mgr. Sales Prom., 
Schramm, Inc., West Chester, Pa. 
Woop, Rosert F., Adv., Mgr., Autocar 
Co., Ardmore, Pa. 

WricnuT, M. K., Adv. Mer., The Baldwin 
Locomotive Works, Paschall P. O. Sta- 
tion, Philadelphia 42. 

*ZOLLNER, KARL A., Asst. East. Maer. 
Steel, 16 E. 43rd St., New York 17. 


Foltz-Wessinger 
Lancaster, Pa 


> 


‘e Pres., Maga- 
Madison Ave 


—y Treas., Richard 
1528 Wal- 


8. 
PITTSBURGH CHAPTER 
Industrial Advertising Council 


ALLEN, CHARLES J., Walker & Downing, 
526 Oliver Bldg., Pittsburgh 22. 


*AuTH, A., Sales Megr., William G. John- 
ston Co., 11380 Ridge Ave., Pittsburgh 1° 
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BACHMAN, RICHARD C., Sls. Rep., Mutual 
Broadcasting System, William Penn 
Hotel, Pittsburgh. 

BACHMAN, W. B., Adv. Dept., Gulf Oil 
Corp., 3800 Gulf Bldg., Pittsburgh 19. 

*BarRR, THOMAS C., Sales, Pittsburgh 
Photo-Engraving Co., 800 Penn Ave., 
Pittsburgh 22. 

*Beck, HarROLD W., Salesman, Republic 
Div., Security Bank Note Co., 3113 
Forbes St., Pittsburgh 13. 

Beck, R. H., Adv. Mgr., Pittsburgh-Des 
Moines Steel Co., Pittsburgh 25 
BENNER, PIERCE, Market Dev Spvr., 
Westinghouse Elec. Corp., 607 Union 
National Bank Bidg., Pittsburgh 25. 

*BIxLer, T. G., Vice-Pres., Edwin H. Stu- 
art Co., Inc., 422 First Ave., Pittsburgh 
19. 

*BLoom, I. H., Mgr., Direct Mail Service, 
930 Penn Ave., Pittsburgh 22. 

*BREMER, WILLIAM F., Pres., Bremer Ty- 
pographic Studios, 704 Second Ave., 
Pittsburgh 19. 
BRICKER, O. F., 
nette, Pa. 
Burcess, J. A., Ind., Adv. Dept., Gulf 
Oil Corp., Rm. 3812 Gulf Blidg., Pitts- 
burgh 30. 

*CAFFEE, R. H., Pres., Wm. G. Johnston 
Co., P. O. Box 6759, Pittsburgh 12. 
CALIHAN, Wm. W., Dir. Adv., H. K. 
Porter Co., Ince., 1932 Oliver Bldg., 
Pittsburgh 22. 

*CaREY, JAMES A., Pres., Liberty Engrav- 
ing Co., Post Gazette Bidg., Pittsburgh 
19. 

CARPENTER, D. P., Adv. Megr., The Hagan 
Corp., Hagan Blidg., Pittsburgh 30. 
CHAPPLE, BENNETT, JR., Asst. to Pres., 
Firth Sterling Steel Co., 1526 Valmont 
St., Pittsburgh. 

CHILLINGWoRTH, N. R., Mine Safety Ap- 
pliances Co., 201 N. Braddock Ave., 
Thomas & Meade Sts., Pittsburgh 8. 
COFFMAN, Wm. H., Pres., Cabot & Co., 
Inc., Renshaw Building, Pittsburgh 22 
COHEN, WILLIAM, Pres., Adv. Agency of 
Wm. Cohen, Penthouse, Park Bldg., 
Pittsburgh 22. 

*xCoopEeR, R. W. 

*CooK, Ricuarp J., Publ, Bulletin-Index 
Co., Century Bldg., Pittsburgh 22. 
CouLuig, D. J., Sls. Mgr., General Paper 
& Cordage Co., 1411 Brighton PIl., Pitts- 
burgh 12. 

CroucH, Jr., W. M., Adv. Megr., Jessup 
- gag Company, Green St., Washington, 
>a. 

*CRAWFORD, W. H., Sls. Pro. Mer., Duff- 
Norton Mfg. Co., P. O. Box 1889, Pitts- 
burgh 30 
CULLISON, JESSE A., Sales Pro., National 
Fireproofing Corp, 202 E. Ohio St., N. 
S., Pittsburgh 12. 

CUMMINGS, CARLETON R., Adv. 
Ruud Mfg. Co., 2934 
Pittsburgh 22. 

CUNNINGHAM, W. D., Div. Mer., West- 
inghouse Electric Corp., 396 Fourth 
Ave., Pittsburgh 30. 

*DALY, G. MAYNE. 

DANIEL, R. CLirton, Station Mer., Sta- 
tion WCAE, William Penn Hotel, Pitts- 
burgh 30. 

*Davis, Harry, Pres., Ravart Studios, 
1160 Century Bldg., Pittsburgh 22. 
DowNING, Harotp S., Walker & Down- 
ing, 526 Oliver Bidg., Pittsburgh 22. 
Dozer, CARL M., Sis. Mer., Station 

WCAE, William Penn Hotel, Pittsburgh 


Elliott Company, Jean- 


Dept. 
Smallman St., 


*DRAKE, Witus S., Coal Age, Oliver 
Building, Pittsburgh 22. 

DRAVING, Howarp, Adv. Mer., Fisher 
Scientific Co., 711 Forbes St., Pitts- 


burgh 19. 

ENGLISH, LEE, Walker & Downing, 526 
Oliver Bldg., Pittsburgh 22 

ErIcKson, B. D.. Mgr. Publ. Dept., Wil- 
son-Snyder Mfg. Div., Oil Well Supply 
LO., Braddock, Pa. 

Ess, T. J., Ed., Iron € Steel Engineer, 
1010 Empire Bldg., Pittsburgh 22 

*Essick, R. W., Salesman, Allegheny Lith- 
osraph Corp., 106 Ross St., Pittsburgh, 


EVERETT, FRANK J., Asst. to S. P. Mer., 
Westinghouse Electric Corp., 306 Fourth 
Ave., Pittsburgh. 

‘Eves, AMBROSE, Jr., Vice-Pres., Iron City 
Photo Engraving Co., 342 Boulevard of 

e Allies, Pittsburgh 22 


FALLON, THOMAS M., Adv. Mer., Dravo 
Corp., Neville Island, Pittsburgh 25. 
*Farris, Lou A., Photographer, Lou Far- 
ris Studio, 6101 Penn Ave., Pittsburgh 

6. 

FINK, JOHN A., Secy.-Treas., W. S. Hill 
Co., 401 Wood St., Pittsburgh 22. 

*FITZGERALD, W. J., Haire Publ. Co., 1610 
lirst National Bank Bldg., Pittsburgh 
FLORA, MARTIN J., Supt., A. J. Logan 
Co., 2839 Liberty Ave., Pittsburgh 22. 

FLYNN, Epwin E., Westinghouse Air 
Brake Co., Wilmerding, Pa. 

FoLTz, FRANK R., Asst. to Sls. Pro. Mgr., 

Westinghouse Elec. Corp., Union Bank 

Bidg., Pittsburgh 22. 

‘orD, JAMES T., 1111 

Mount Lebanon, Pa. 
FORSYTHE, RopertT L., Jr., Prod. Mer., 
Ketchum, MacLeod & Grove, Inc., 411 
7th Ave., Pittsburgh 19. 

Fow Ler, W. L., Sis. Pro. Mer., Pennsyl- 
vania Rubber Co., Jeannette, Pa. 

Fox, Pept C., Batten, Barton, Durstine 
& Osborn, Inc., 3500 Grant Bldg., Pitts- 
burgh 19, 

*FREIHUBE, G. H., Dist. Mgr., Heinn Com- 
pany, 401 Grant Bldg., Pittsburgh 19. 
*FREUDEN, DONALD E., Mono-Lino Type- 
setting Co., 126 Ninth St., Pittsburgh 
GavuPpP, Les W., Asst. Mgr. Product Pro., 
Pittsburgh Steel Co., Grant Blidg., 

Pittsburgh 30. 

GAY LorD, E. TERRY, Miller Printing Ma- 
chinery Co., 1117 Reedsdale St., Pitts- 
burgh 12. 

GEM MER, F LORENZ, Acct. Exec., 
Ketchum, MacLeod & Grove, Inc., 411 
Seventh Ave., Pittsburgh 19. 

*Gipss, R. M., The Iron Age, 814 Park 
Bldg., Pittsburgh 22. 

GILES, ERNEST T., Vice-Pres., Ketchum, 
MacLeod & Grove, Inc., 411 7th Ave., 
Pittsburgh 19 
GLENN, CLARK, Pro. Mer., W. Earl Both- 
well Adv. Agency, 600 Grant St., Pitts- 
burgh 19. 

GREEN, CLARK W., Allegheny 
Steel Corp., Brackenridge, Pa. 
GrimMM, A. T., Pro Megr., Westinghouse 
Elec Cor] Investment Bldg., Pitts- 
burgh 22. 

*GROSE, W. J. 

GrRovE, D. CLINTON, Asst. to Exec. V.-P., 
Blaw-Knox Co., P. O. Box 1198, Pitts- 
burgh 30. 

GROVE, ROBERT E., Exec. Vice-Pres., 
Ketchum, MacLeod & Grove, Inc., 411 
Seventh Ave., Pittsburgh 19. 

*GRUVER, ARTHUR C., Republic Bank Note 
Co., 3113 Forbes St., Pittsburgh 13. 

*HAMILTON, W. MARSHALL, Sales Megr., 
Davis & Warde, Inc., 704 Second Ave., 
Pittsburgh 19. 

*HARTFORD, Ropert L., Pgh. Ed., Penton 
Publ. Co., 2800 Koppers Blidg., Pitts- 
burgh 19 
HARTMAN, E. J., Asst. Mer. Adv. & Sls. 
Pro., American Rad. & Std. Sanitary 
Co., Manufacturers Bldg., Pittsburgh 30. 
HARTNER, GEORGE W., Sls. Pro. & Adv. 
Mer., National Electric Products Corp., 

30x 897, Pittsburgh 30. 

*Heap, J. L., Dist. Mgr., F. W. Dodge 
Corp., 429 Penn Ave., Pittsburgh 22. 
HEINECKE, ALLEN F., Vice Pres., W. S. 
Hill Co., 1700 Arrott Bldg., 401 Wood 
St., Pittsburgh 22. 

HELLING, HENRY E., JR., Adv. Mer., 
Mathews Conveyor Co., Tenth St., Ell- 
wood City 1, Pa. 

*HERSHORIN, IRVING, 
Pittsburgh 30. 
Hicks, R. H., Buyer, Gulf Oil Corp., 
Gulf Blidg., Pittsburgh 19. 

HILBorRN, C. E., Copy Dir., W. S. Hill 
Co., 401 Wood St., Pittsburgh 22. 

Hosss, Dovetas B., Aluminum Co. of 
America, 801 Gulf Bldg., Pittsburgh 19. 
HOFFMAN, CHARLEs F., Adv. Mer., Firth- 
Sterling Steel Co., McKeesport, Pa. 
HOFFMAN, HAROLD, Carnegie - Illinois 

Steel Corp., Carnegie Bldg., Pittsburgh 


“3 Cochran Road, 


Ludlum 


Pittsburgh Press, 


HoHMAN, A. E., Adv. Megr., Blaw-Knox 
Co., P. O. Box 1198, Pittsburgh 30. 

Huser, W. R., Mer. Adv. & Sis. Pro., 
Gulf Oil Corp., Gulf Bldg., Pittsburgh 


JV. 
a 
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Hupson, E. V., Acct. Exec., Smith, Tay- 
lor & Jenkins, Inc., Benedum-Trees 
Bldg., Pittsburgh 22. 

*Hvor, JosepH C., Owner, Huot Studios, 
1907 Benedum Trees Bldg., Pittsburgh 

A., Owner, Consolidated Wood 


ms, F. 
* 3190-94 McClure Ave., 


Products Co., 
Pittsburgh 12. 
Isaacs, IRVING R., U 
vania Transformer Co., 
burgh 12. 

*JAEGER, Gus, Industrial Mer., Pittsburgh 
Post Gazette, Pittsburgh 30. 

JENKINS, RoBeRT M., Vice-Pres., Smith, 
Taylor & Jenkins, Inc., 223 Fourth Ave., 
Pittsburgh 22. 

JoHNsON, Eutiotr G., Adv. Mer., Home- 
stead Valve Mfg. Co., P. O. Box 348, 
Coraopolis, Pa. 

*JoHNSTON, Cart T., V. P. § 
Johnston & Johnston, 12038 
Ave., N. S., Pittsburgh 12. 
JoHNsTon, Roy B., Asst. Mer. Class 
Adv., Pittsburgh Plate Glass Co., Pitts- 


Pub. Mer., Pennsyl- 
Box 6208, Pitts- 


& Sis. Mer., 
Western 


burgh 22 

Jones, Ratpu M., Personnel Dir., Rail- 
way & Indus. Engineering Co., > 
Box 98, Greensburg, Pa. 

*JupcE, Jack M., Owner, Judge Studio, 
601 Renshaw Bldg., Pittsburgh 22. 
JURASCHEK, FRANCIS, Mgr. Com'l Res. 
Div.. Carnegie-Illinois Steel Corp., 464 
Frick Annex, Pittsburgh 30. 

Ka.srus, C. W., Adv. Mer., Elliott Com- 
pany, Jeannette, Pa. 

KELLENBERGER, K. E., Adv. Mer., Union 
Switch & Signal Co., 1789-15807 Brad- 
dock Ave., Pittsburgh 15. 

*KELLY, JAMES D., Bus. 
Steel Engineer, Empire 
burgh 22. 

KERNAHAN, W. C., Adv. Dept., Gulf Oil 
Corp., Gulf Bldg., Pittsburgh 30. 

KING, VAUGHN R., Smith, Taylor & Jen- 
kins, 223 Fourth Ave., Pittsburgh 22. 
*KINNEAR, A. J., Salesman, Central Ohio 

Paper Co., 1339 Locust St., Pittsburgh 
19. 
KLAGES, NORMAN L. Adv. Mer., 
Life Insurance Co., Farmers 
Bldg., Pittsburgh 22. —, 
° TE 2 B., Vice-Pres., Eddy 
a tit Kensington St., Pittsburgh 
21 


Mer., Iron € 
Bldg., Pitts- 


Reliance 
Bank 


*KNEPPER, CHARLES L., Security Bank 
Note Co., Republic Division, 3113-3125 
Forbes St., Pittsburgh 13. 

*Kocnu, JoHN H. 
Kravitz, Lovis, C 
Whitaker Paper Co., 


Pittsburgh 12 . ileal 
*KrREMER, Leo P., Sales Mer., obe 
Rawsthorne Co., ,bighth St. & Penn 


Ave., Pittsburgh 22. 
LAING, Epwarp, Div. Mer., Adv. & Sls. 
Pro. Dept., Westinghouse Elec. Corp., 
511 Wood St., Pittsburgh 30. 
*LaNp, GeEorGE E., Graphic Service, 
First Ave., Pittsburgh 22. 
LepwitH, A. B., Jr., Asst. Adv, Mer., 
Union Switch & Signal Co., 17389 Brad- 
dock Ave., Pittsburgh 18. eis 
° ze H., Dist. Mer., Factor 
say Maintenance, 738 Oliver 
Bldg., Pittsburgh 22. ee 
*LEVEY, AL UINN, Salesman, Gener 
5 Sea 1411 Brighton Pl., Pitts- 
a a Direct Mail 
ad c J orris, Sls. Mer., rect Mé 
poo d Ts Pm Pittsburgh 22. 
*LIppoLp, CHARLES R., McGraw-Hill Pub- 
lishing Co., 738 Oliver Bldg., Pitts- 
burgh 22. - was 
. : G., Simmons oardm: 
LT oo rerminal Tower, —— 
Yi frances J., Sis. Pro. viv., 
gs pi al rd Elect. Corp., 306 Fourth 
Ave., Pittsburgh 22. 
LONG, Bert J., Adv. Mgr., Lebanon Eve- 
ning Star, Lebanon, Pa. 
Lypic, Forrest C., Westinghouse Elec. 
Corp., Box 1017 Pittsburgh 30. 
Mer., 


Gen. Sls. Mer., The 
1005 Beaver Ave., 


136 


Buying 


MacLaREN, ANSON A., £ 
Data Sect., Adv. & Sls. Pro. Dept. 
511 Wood 


Westinghouse Elec. Corp., 
St., Pittsburgh 30. 
MAHON, FRANK B., Duquesne Light Co., 
435 6th Ave., Pittsburgh 19. 

*MALONEY, JERRY P., Pres., Pittsburgh 
Photo Engraving Co., 800 Penn Ave., 
Pittsburgh 22. 

MANCE, Epwarp A., Walker & Downing, 
Oliver Bldg., Pittsburgh 22 


17 

















































































































MANNING, JAMES H., Gulf Oil Corp., 3824 
Gulf Bidg., Pittsburgh 30. 

*Marsu, Frev F., Mer., Philadelphia 
Bindery, Inc., 420 First Ave., Pitts- 
burgh 19 
McCuiure, VINTON H., Pres., W. S. Hill 
Co., 1700 Arrott Bldg., 401 Wood St.. 
Pittsburgh 22. 

McDonaLp, Huon E., Walker & Down- 
ing, 526 Oliver Bidg., Pittsburgh 22. 

*McGEAN, Paut JonN, Gardner Displays 
Co., 477 Melwood Ave., Pittsburgh 13 
McKresrn, J. M., Asst. to Vice Pres. 
Westinghouss Elec. Corp., 511 Wood 
St., P. O. Box 868, Pittsburgh 30. 

*McQUILLAN, WILLIAM L., Pres., Pitt 
Studios, 4029 Bigelow Blvd., Pittsburgh 
13. 

McWIi.L.LiAM, RENWICK, Sls Pro. Mer., 
Horix Mfg. Co., Pittsburgh 4 
MeTcaLre, H. S., Adv. Mer., West Penn 
Power Co., 14 Wood St., Pittsburgh 30 
MorrattT, C. R., Dir. of Adv., United 
States Steel Corp. of Del., 436 Seventh 
Ave., Pittsburgh 30. 

*MOoOLL, N. R., Exec. Vice Pres., Steel Pub- 
lications, Inc., Box 477, G.P.O., Pitts- 
burgh 30. 

MONTAGUE, Monty, C. D. Sales Pro. Mer 
Westinghouse Blec. & Mfg. Co., Union 
Bank Bldg., Pittsburgh 30. 

Morten, JoHN F., Sis. Pro. Div., West- 
inghouse Electric Corp., First National 
Bank Blidg., Pittsburgh 22. 

Myers, Ronert C., Mar. Dev. Div., Car- 
negie-Illinois Steel Corp., 564 Frick 
Annex, Pittsburgh 19. 

Niver, Georce E., Megr., National Tube 
Co., Frick Bldg., Pittsburgh 19. 

*NorMAN, J. A., Salesman, Thomas Pub- 
lishing Co., 19 Winter St., Forest Hills 
eh 
OpELL, M. G., 
& Osborn, Grant Bldg., 

®OLIVER, HERNDON A., JR. 

PALMER, ANDRES D., Pro. Mar., Pub 
Rel. Dept., Westinghouse Elec. Corp., 
Investment Bldg., Pittsburgh 30. 
Patron, W. S., Pro. Mer Walker & 
Downing, Gen. Div., 532 Oliver Bldg 
Pittsburgh 22 
Preesies, H. B., Sec. Treas., A. P. Hill 
Company, 233 Oliver Ave., Pittsburgh. 
PENNINGTON, Frep W., Mer. Publ. & 
Adv., Kennametal, Inc., 1000 Lloyd 
Ave., Latrobe, Pa 

*PorTeR, JOSEPH, Treas., Atlas Engraving 
Co., 800 Second Ave., Pittsburgh 19. 
Povutton, H. L., Adv. Mar., Pit*sburgh 
Plate Glass Co., Columbia Chemical 
Div Fifth Ave. at Bellefield, Pitts 
burgh 13 

*QUAID, Ropert E., Adv. Megr., Gardner 
Displays Co., 477 Melwood St., Pitts 
burgh 13 
RALSTON, JAMES A., Mgr. Publ. Div., 
Westinghouse Air Brake Co., Wilmerd- 
ing, Pa 
RAYHAWK, ARTHUR L., 
van-Rayhawk, Oliver 
burgh 22 
REEBEL, DANIEL, Adv. Megr., Mesta Ma- 
chine Co., P. O. Box 1466, Pittsburgh 30 
Reep, R. S., Jr., East. Mer., The Mc- 
Carty Company, 2205 Koppers Blidz., 
Pittsburgh 19 

*Reicn, HENRY MILTON, Vice Pres., Steel 
Publication, Ine., 1085 Smithfield St 

Pittsburgh 19 

*Revuter, Henry F., Vice Pres., John C 
Bragdon, Inc., Manufacturers Bldg 
Pittsburgh 
RicHarRpDson, C. P., Acct. Exec., Walker 
& Downing, 532 Oliver Bldg., Pittsburgh 


Batten, Barton, Durstine 
Pittsburgh. 


Partner, Sulli- 
Bidg., Pitts- 


*RICHARDSON, JAMES E., Mfrs. Rep., In- 
vestment Bldg., Pittsburgh 22 

*Rino, W. W. 

RINGNEss, THEODORE R., Batten, Barton, 
Durstine & Osborn, Inc... 3500 Grant 
Bidg., Pittsburgh 19 

Ritcney, Ropert J., Dir., Carnegie-Illi- 
nois Steel Corp., 565 Frick Bldg. Annex, 
Pittsburgh 30 

*Ropinson, W. B., Dist. Adv. Mer., The 
Iron Age., 428 Park Bldg., Pittsburgh 
on” 

Ryan, J. E 14 Lehigh Ave., Pitts- 
burgh 6 

SAUBREISEN, C. Fred, Owner, Sauereisen 
Cements Co., 1045 N. Canal St., Sharps- 
burg, Pa. 


*ScuMinptT, Juiivus, Pres The Eddy Press 
Corp., 8S. Braddock Ave. at Kensington 
St Pittsburgh 21 





ScHREINER, G. REED, Adv. Mgr., Car- 
negie-Illinois Steel Corp., Carnegie 
Bidg., Pittsburgh 30. 

*Scoittock, G. H., Jr., Industrial Equip- 
ment News, 2102 Farmers Bank Blidg., 
Pittsburgh 22. 

*xScort, JAMEs R. 

*“SHANNON, A. M., Sales Mer., Fort Pitt 
Electrotype Co., 530 Duquesnes Way, 
Pittsburgh 

SHARP, NORMAN E., Adv. Megr., Hubbard 
& Co., 6301 Butler St., Pittsburgh 1. 


SuHea, Lester, Walker & Downing, 526 
Oliver Blidg., Pittsburgh 22. 

*SnHuTe, Harry B., Pres., Atlas Litho- 
graphing Co., 930 North Ave., Millvale, 
a. 


Simpson, G. L., V. P. & Genl. Mer. Pitts- 
burgh Lectrodryer Corp., Foot 32nd St., 
Pittsburgh 22. 

SMITH, LAWRENCE H., Pro. Mer., Adv. 
& Sis. Pro. Dept., Gulf Oil Corp., 262 
Gulf Bidg., Pittsburgh 19 

*SNELL, B. C., Dist Rep., Penton Publ. 
Co., 2800 Koppers Bldg., Pittsburgh 19. 

Soop, EarL W., Asst. Adv. Mer., Paint 
Div., Pittsburgh Plate Glass Co., 632 
Duquesne Way, Pittsburgh 22. 

SowaAsH, GeorGE, Pro. Mer., Bond & 
Starr, Inc., 248 Fourth Ave., Pitts- 
burgh 22. 

SPEICHER, FRANKLIN, Jr., Treas.. M. E. 
Cunningham Co., 115 E. Carson St., 
Pittsburgh 19. 

SpHar, W. R., Adv. Mer., Jessop Steel 
Co., Green St., Washington, Pa. 

STARR, THURMAN R., Exec. V. P., Bond 
& Starr, Inc., 248 Fourth Ave., Pitts- 
burgh 22 

*STEADMAN, T. O., Div. Adv. Mer., Rock 
Products, 4758 Kenmore, Chicago, II. 


STEWART, JAMES A., Pres., James A. 
Stewart Co., Carnegie, Pa. 
*StuartT, Epwin H., Pres., Edwin H. 


Stuart, 422 First Ave., Pittsburgh 19. 

SULLIVAN, DAN A Partner, Sullivan- 
Rayvhawk, Oliver Bldeg., Pittsburgh 22 

*SuTTon, Epwarp H., Vice Pres., Wm. 
G. Johnston Co., 1130 Ridge Ave., P. O. 
Box 6759. Pittsburgh 12 

SWEENY, JoHn F., Acct. Exec., Walker 
& Downing, Oliver Bldg., Pittsburgh 22. 
SweENson, Stvart J., American Hot Dip 
Galv. Assn., Inc.. 1611 First National 
Bank Bldg., Pittsburgh 22. 

*SWINSTON, GEORGE, Pres., Swinston Co., 
Union Trust Bldg., Pittsburgh 19. 

*Swoacer, ArtTHuR, 212 Oliver Ave., 
burgh 22. 

Sykes, Epwarp H., Principal, Sykes Ad- 
vertising Agency, 505-507 Empire Bldg., 
Pittsburgh 22 

Sytvis, R. M., Asst. Adv. Mer., Spang 
Chalfant Div. of National Supply Co., 
Grant Bldg., Pittsburgh 30. 

Teiretp, A. R., Adv. & S. P. Megr., Cop- 
perweld Steel Co., Glassport, Pa. 

TEMPLETON, C. B., Mer. Sales Pro., Al- 
legheny Ludlum Steel Corp., 532 Oliver 
Bldg., Pittsburgh 22. 

*THomas, H. F., Dist. Mer., Sweet's Cata- 
log Service, 206 Professional Bidg., 
Pittsburgh 22. 

*TONNSEN, JoHN J., Pres., Steel City 
Printing Ink Co., 2 Penn Ave., Pitts- 
burgh 22. 

Vietu, H. P., Acct. Exec., Batten, Bar- 
ton, Durtine & Osborn, Inc., 3500 Grant 
Bldg., Pittsburgh 19. 

VoLLMeErR, PavuLt, Blaw-Knox Co., 
nox, Pa 
WaGNER, Ropert P., Div. Mer., West- 
inghouse Elec. Corp., 511 Wood St., 
Pittsburgh 30. 

*WaARDLEY, CHARLES A., Dist. Mer., Oil 
€ Gas Journal, 1005 Law & Finance 
Bldg., Pittsburgh 19 

*WeEGELE, GLENN H., Pres., Display Stu- 
dios, Inc., 6633 Hamilton Ave., E. E., 
Pittsburgh 6. 

Wermer, Wo. F., Asst. Adv. Mer., Rock- 
well Mfg. Co., 400 N. Lexington Ave., 
Pittsburgh 8& 

WERNERT, R. J., Adv. Dept., Union 
Switch & Signal Co., 1789-1807 Brad- 
dock Ave., Pittsburgh 18 
Witco, Ropert J., Asst. to Adv. Mer., 
Carnegie-Illinois Steel Co., Rm. 620, 
Carnegie Bldg., Pittsburgh 30. 
WHILHELMS, FRANK, Asst. to Pres., Edwin 
L. Wiegand Co., 7500 Thomas Blvd., 
Pittsburgh 8. 

WIrLuiaMs, Epwarp G., Adv. Dept., Gulf 
Oil Corp., 3412 Gulf Bldg., Pittsburgh 
30. 


Pitts- 


Blaw- 
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Winer, C. F., Ketchum, MacLeod & 
Grove, Inc., Chamber of Commerce 
Bldg., Pittsburgh 19. 

Winans, T. C., Adv. Mer., A. M. Byers 
Co., Clark Bldg., Pittsburgh 2 

*Wise, Louis Epwarp, Sls. Rep., Jahn & 
Ollier Engraving Co. 410 Em; 
Bldg., Pittsburgh 22. 

WOLESLAGLE, Fiorp C., Adm Asst 
Market Development Div., Carneszie- 
Illinois Steel Corp., 567 Frick Annex, 
Pittsburgh 30. 

*WoLr, DaNreL, Sales Mer., Pittsburgh 
Standard Envelope Co., 600 Second 
Ave., Pittsburgh 19. 

Wotrr, D. A., Sales Pro. Mgr., Edwin L 
Wiegand Co., 7500 Thomas Blvd., Pitts- 
burgh 8. 

Wyant, JoHn L., Edit. Writer, Union 

Switch & Signal Co., 1789-1807 Brad- 

dock Ave., Pittsburgh 18. 


ZIMMERMAN, Eric, Railway & Industrial 
Engineering Co., Greensburg, Pa. 


9. 
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BaverR, BILut, Forms Consultant, 105 N 
Old Orchard, Webster Groves 19, Mo 
Bayer, K. J., Acct. Exec., Oakleigh R. 
French & Assoc. 4235 Lindell Bldg 
St. Louis 8. 

BLAKE, L. C., Prop., the Business Service 
Shop, 6635 Delmar Blvd., St. Louis 5 
Biocu, H. Grorce, H. George Bloch Ad\ 
Co., Shell Bidg., St. Louis 3. 
BoENEKER, FREDERICK J., Bronze Alloys 
Co., 6264 St. Louis Ave., St. Louis 20 
BoLaN, CHARLES W., Owner, Charles W. 
Bolan Advertising, 3607 Olive St., Suite 
206, St. Louis 8. 

Boyer, CLirrorp F., Carpenter Steel Co 
701 Continental Bidg., St. Louis 8. west 

*Bray, LEN Owner, Bray Co., 506 N 
Fourth St., St. Louis 2 

*Britt, Ear. R., Jr., Vice Pres., Britt 
Printing & Publ. Co., 608 N. 21st St. 
St. Louis 3. 

Broeper, Cuiirrorp F., Pres., Clifford F 
Broeder Adv. Agency, 1037 Big Bend 
Rd., St. Louis 17. 

Brogeset, T. W., J. R. Kearney Cory! 
4236 Clayton Ave., St. Louis 10. 

*BurRTON, CHARLES, Rep., Thomas Publish- 
ing Co., 4713 Woodland Ave., Western 
Springs, Tl. 


*CoasH, Cart J., Dist. Megr., McGraw- 
Hill Publ. Co., Inc., 3615 Olive St., St 
Louis 8. 

CooLey, CHARLES P., Adv. Mar., Alc 
Valve Co., 865 Kingsland Ave., St 
Louis 5. 

Davis, J. R., Gereke-Allen Carton Co., 
5101 Penrose, St. Louis 15. 

*DONNELL, W. E., Dist. Mer., McGraw- 
Hill Publ. Co., National Press Bldg. 
Washington 4, Cc. 

*EcHELE, HUBERT J., Pres., Warwick Ty- 
pographers, Inc., 309 N. 10th St., St 
Louis 1. 

*Eccers, Les.iz J., Pres., Multi-Mail, In: 
405 N. 19th St., St. Louis 3. 

Fry, Harry J., Adv. Megr., James ! 
Kearney Corp., 4236 Clayton Ave., St 
Louis 10. 

FRENCH, O. R., Man. Part., Oakleigh R 
French & Associates, 4235 Lindell Blvd 
St. Louis 8. 

Frey, Victor P., Adv. Mgr., Benwood- 
Linze Co., 1811-19 Locust St., St. Louis 
3. 

*Furry, SCHELL L., Vice Pres., Nationa! 
Typesetting Corp., 914 Pine St, 5% 
Louis 1. 

GILBERT, JOHN P., Adv. & Sis. Pro. Mer 
Curtis Manufacturing Co., 1905 Kienien 
Ave., St. Louis 20. 

*GoEssLING, P. H., Vice-Pres., Sales Mer 
Simmons-Sisler Co., Inc., 4127 Forest 
Park Blivd., St. Louis 8. 

Gorpon, W. B., Farm Equipment Retail- 
ing, Inc., 1014 Locust St., St. Louis 
GREENE, A. NELSON, V. P. & Sales Mg! 
Watiow Electric Mfg Co., 1320 N. 23rd 
St., St. Louis 6. 

*Hanyon, C. D., Whitaker-Ruehl Engra\ 
Co., 922 Pine St., St. Louis 1. 

*HEITKAMP, L. F., Paramount Engraving 
Co., 914 Pine St., St. Louis 1 
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HOFFSTEN, CarRL O., Megr., Lit. Dept. WEBER, A. CARL, Res. Dir., Laclede Steel 
Wagner Electric Corp., 6400 Plymouth Co., Arcade Bidg., St. Louis 1 

Ave. St. Louis 14. WEHMILLER, Pau K., Vice Pres.. Barry- 
Houston, H. A., Adv. Mer., A. B. Chance Wehmiller Machinery Co., 4660 W. 
Co., 201 Allen St., Centralia, Mo. Florissant Ave., St. Louis 15. 
HUMPHREY, CHAMP C.,, Assoc. Media Dir., WILLIAMS, JOSEPH H., Adv. Mer., San- 
Gardner Advertising Co., 915 Olive St., gamo Electric Co., Box 359, Springfield, 
St. Louis 1 Ill. 

IMES, OLIVER S., Adv. Mgr., Century *WILLIAMSON, PAUL, Dist. Mgr., Sweet’s 
Electric Co., 1806 Pine St., St. Louis 3. Catalog Service, 1008 Chemical Bldg., 
JaPHA, FRANK G., Ellis Plan Counsel, St. Louis 1. 

7720 Country Club Court, St. Louis oa. *WILLOUGHBY, Lioyp, West. Mer., Mill € 


*JOHNSON, ROBERT LEE, Pres., Johnson, 
Inc., 105 S. Ninth St., St. Louis 2. 

JoHNSON, WM. J., Media Dir., Anfenger 
Adv. Agency, Inc, 1706 Olive St., St. 


Factory, 333 N. Michigan Ave., Chicago 
in 


*ZERWECK, CARL E., Graham Paper Co., 
1014 Spruce St., St. Louis 2. 


Louis 3. 

KEARNEY, JAMES R., JR., Pres., James R. 

Kearney Corp., 4236 Clayton Ave., St. 

Louis 10. 10 
*KISTENMACHER, C. F., Adv. Dept., 6 


Ridgemoor Drive. Clayton 5, Mo. YOUNGSTOWN CHAPTER 


KOEHLER, ARTHUR, Asst. Sales Mer., 


Frank Adam Electric Co., 3650 Windser ee e 
St., St. Louis 3. ae Youngstown District Industrial 
KROMNACKER, E. E., St. Louis Megr., Ar- 

thur R. Mogge, Inc., 3615 Olive St, St. Marketers 

Louis 8. 

*LEHLEITNER, Gus_ J., Vice Pres., Com- CALLAHAN, Pavut L., Mgr. Adv., Pro., 
mercial Letter, Inc., 1209 Washington Truscon Steel Co.. Albert St., Youngs- 
Ave., St. Louis 3. town 1. 

LIFE, OLIVER A., Oliver Life Ad\ 706 *CARSON, JOHN, Pres., Youngstown Print- 
Chestnut St, St. Louis 1 ing Co., 787 Wick Ave., Youngstown 1. 
MAESCHER, AL, Pro. Megr., Oakleigh R DorLe, Wn. J., Sis. Mer., The Astatic 
F — & , Asso., 4235 Lindell Blvd., Corp., Conneaut, Ohio. 

S ic ” , 

Aap — 4 : *GUTKNECHT, W. J., Gen Mgr., Youngs- 
MCNAMEE, JAMES B., V. P., Sales Mgr., town Arc Engraving Co., Vindicator 
Shaughnessy - Kniep-Hawe Paper Co., Bldg., Youngstown 1. 

200-208 S. Eighth St., St. Louis 2. ; F. D. Meek & Th I 724 

*MENKE, > Menke Destin Oem an JONES, ve a ee ‘4 omas, inc., ic 

Oscar, Pres., Menke Printing Wick Ave., Youngstown 2. 


Co., 1560 Papin St., St. Louis 3. : P. J A E Meek 
oo overs P =xec > 
Myers, W. G.. Adv. Mer.. Ramsey Corp., ER, SEV ERN ” R., Acct. ge be Oo ee 
693 Forest Park Blvd. St. Louis 9 a 
*NaGEL, H. L., Sec’y, American Paint * LAW peas C1 IFFORD 
Journal Co., Ine., 3713 Washington = agg 4 — 


Ave., St. Louis 8. *Lewis, Howarp F., Rep., The Alling & 
NEHER, ANTHONY, Sales Pro. Mer., Cen- Cory Co., Pittsburgh Road, Poland, 
tury Electric Co., 1806 Pine St., St. Ohio 

Louis 3. MANYPENNY, Miss HELENE, Adv. Mer., 





Patterson Foundry & Machine Co., 


OLIAN, IRWIN A., Partner, Olian Adver- East Liverpool, Ohio 


tising Co., Ambassador Bldg., St. Louis 


a MCALLIsTER, R. J., V. P., Wearstler Ady 
*O’NgeILL, JosepH J., Ady. Mer., Inland Inc., 20 W. Front St., Youngstown 3. 
Printer, 309 W. Jackson Blvd., Chicago MIDNEY, KarRL M., Asst., Youngstown Ari 
6. Engraving Co., Vindicator Blidge 
PANGMAN, C. S., Acct. Exec., Oakleigh Youngstown. 

R. French & Associates, 4235 Lindell MONTGOMERY, - A., Art Dir., Meek & 
Bivd., St. Louis 8. Thomas, Inc., 724 Wick Ave., Youngs- 
PARRY, THOMas W. Jr., Thomas W. town 2. 

Parry & Associates, 319 N. Fourth St.. PARELLA, A. L., Artist, Wearstler Adv., 
St. Louis 2. Inc., 20 W. Front St., Youngstown. 
*PAYNE, WILBUR G., Dist. Her., McGraw- SCANLON, EUGENE, Adv. & Sales Pro. 
Hill Publ. Co., Inc., 1700 Continental Mer., Johnson Bronze Co., 10 S. Mill 

Bldg., St. Louis 6. St., New Castle 3, Pa. 
*Rosg, AL J., Secy., Skinner & Kennedy SCHAFFER, Wm. H., Asst. Adv. Megr., The 
Stationery Co., 416 N. Fourth St., St. General Fireproofing Co., Youngstown 1. 
Louis 2. Scuuttz, H. P., Sales Megr., Republic 
SCHICKMAN, M. A., Partner, Business Rubber Division, Lee Rubber & Tire 
Counselor, 704 N. Ninth St., St. Louis Corp., Albert St., Youngstown 1. 
1. SHaw, GLENN. 
"adv LENBURG, E. W., Vice Pres. Gardner *SKINGEL, Tony F. 
s 015 * ot , 
dvertising Co., 915 Olive St., St. Louis *STEMLER, KNIGHT, Canton Engraving & 
. Electro. Co., Home Savings & Loan 
Sears, ones G., Branch Megr., Mc- Bldg., Youngstown 3. 
ha Lee” et ER SSIS Cute TayLor, L. H., Adv. Mer., The Deming 
m oly 7 Co., 15 Depot St., Salem, Ohio. 
SPRAGUE, BERWICK D., Owner, B. D. THOMAS, Ira A., Pres., Meek & Thomas, 
erasue Studios, 1800 Olive St., St. Inc., 724 Wick Ave., Youngstown 2. 
Neraacee ting * * : WEARSTLER, A. M., Pres., Wearstler 
SPRAGUE, Epwarp A., Vice Pres., Ridg- Advertising, Inc., 20 W. Front St., 
way Co., Inc., 1901 Locust St., St. Louis Youngstown 3 
g, PHENSON. R. E. H : : * WEBsTER, D. R. 
"ie aNSON, KK. ., Hussman - Ligonier WHIPPLE, Bruce, Wearstler Advertisin 
Co. 9401 N a gg . ‘ .E, Bruce, Wearst! sing, 
omaha 4 eae “fgg Lesser age or Inc., 20 W. Front St., Youngstown 3. 
STEPHENS, WALTER J., Blectric Light ¢ Wriecnt, A. E., Adv. Mer., Electric Fur- 
fower, $60 N. Michigan Ave., Chicago nace Co., 170 Wilson St., Salem, Ohio. 
—— , ZIEME, CARL H., Service Engineer, Re- 
“brawant, ae gis ye ho public Rubber Div. Lee Rubber & Tire 
mone = +08 tecords Co., 707 Market Corp., Albert St., Youngstown 1. 


St., St. Louis 1. 


STURHAHN, RoLAND E., Partner & Mgr 
St. Louis Laboratories, 1155 S. Big 
Bend Blvd., St. Louis 17. ll. 


Tapscott, CHARLEs C., Adv. Mer., Mc- 
Quay-Norris Mfg. Co., 2320 Marconi, NEW JERSEY CHAPTER 


St. Louis 10. 


Tomas, H. von P., Merch. Mer., Buss- Industrial Marketers of New Jersey 
mann Mfg. Co., University at Jefferson, 


St. Louis 7. 

*VAHLE, Witt W., Salesman, Beacon ALLEN, E. W., Jr., Adv. Mer., Titeflex, 
Paper Co., 1000 Clark Ave., St. Louis 2. Inc., Newark, N. J. 

"Vi ss, A. F., Pres., American Paint Jour- ——— 
nal, 3713 Washington Ave., St. Louis 8. *Associate Member. *In Military Service. 
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ANDERSON, R. B., Adv. Mgr., Walter 
Kidde & Co., Inc., 675 Main St., Belle- 
ville 9, N. J. 

ANGEVINE, EMERY W., Adv. Megr., Thomas 
A. Edison Inc., Primary Battery Div., 
Bloomfield, N. J. 

ANTENER. W. J., Adv. Mer., O. S. Tyson 

& Co., Inc., 230 Park Ave., New York, 
N. Y 

° ASCHENBACH, Cc. G., Time, Time & Life 
Bldg., Roc kefeller Center, New York 20. 
BacH, MELVIN E., Partner, Alfred E. 
Tokar Adv., 850 Broad St. 

BAILEY, KENNETH W., Vice Pres., O. 5 
Tyson & Co., Inc., 280 Park Ave., New 
York 17. 

BaILEY, Rosert L., Adv. Dept., E. I. Du 
Pont de Nemours & Co., Inc., Plastics 
Dept., Arlington, N. J. 


BALDWIN, PRESTON DEG., Pres., Baldwin 
Belting Co., Inc., 85 Chambers St., New 
York 7. 

BARNES, PHILIP, Sls. Coordinator, Irving- 
ton Varnish & Insulator Co., 6 Argyle 
Terrace, Irvington 11, N. J. 

BARNWELL, F. L., Vice Pres., American 
Abrasive Metals Co., 460 Coit St., Irv- 
ington, N. 

*Barry, J. F., Treas., Kenny Press, Inc., 
397 Market St., Newark 5. 

*BeckerR, WM. H., Pres., Wm. H. Becker 
—Printers, 17-19 Beach St., Newark 2. 

BECKMAN, Miss Mary C., % Phil Wilcox, 
Consult. Eng., 39 Park Ave., New York 
BriscH, Lovis W., Secy., Kenyon-Baker 
Co., 69 Clinton Street, Newark. 

% BINGER, ALBERT, JR. 

BITTENBINDER, JOHN P., Asst. S. Mer., 
Watson Stillman Co., 108 Aldene Road, 
Roselle, N. J 
BraD.Ley, J. L., Acct. Exec., Newell-Em- 
mett Co., 40 E. 34th St., New York 16. 

*Bracc, Epwin H., McGraw-Hill Pub. 
Co., 330 West 42nd St., New York. 

*BraGLe, Francis K., Sales Mgr., Alex 
G. Highton Co., 224 Market St., New- 
ark 2. 

Brown, Evon R., Adv. Mer., Rubberset 
Co., 56 Ferry St., Newark. 

Brown, Wo. J., Indus. Sls. Cons., Ameri- 
ean Tag Co., 151 Cortlandt St., Bell- 
ville, N. J. 

*CARLAND, RICHARD B. , 
CARPENTER, GILBERT S., Ac. Exec., Michel- 
Cather Inc., 2 Park Ave., New York 16. 
CARROLL, Harry M., Adv. Mgr., Hyatt 
Bearings Div., General Motors Corp., 
Harrison, N. J 
Casspy, SIDNEY, Adv. Mer., Weston Elec- 
trical Instrument Corp., 614 Freling- 
huysen Ave., Newark 5. 

*CAWLEY, sae S., N. ¥. Rep., Factory 
Management "Maintenance, 330 W. 
42nd St., New Fork 18 
COAKLEY, JOHN Publicity Dir., Thomas 
A. Edison Industries, Inc., West 
Orange, N. J 

*CouLITCH, ALEXANDER, Graphic Arts 
Prod. Service, 786 Broad St., Newark 2. 
DALZELL, JoHN H., Sls. Pro., 4 Green- 
wood Ave., West Orange, N. J. 

De Mario, JaAMEs J., Adv. Mer., Raybes- 
tos-Manhattan, Inc., Manhattan Rubber 
Div., Passaic. 

*DENBERG, SAMUEL, Treas., Barton Press, 
Inc., 19 Linden St., Newark 2. 

*Dition, L. A. J., Salesman, Newsweek, 
152 W. 42nd St., New York 18. 

*DriscoL,, Tep A., Adv. Rep., Aviation 
Maintenance, 205 E. 42nd St., New York 
17. 


Drury, Dorotnuy A., Secy., Mercready & 
Co., 605 Broad St., Newark. 

* EIGEN, DAVID, 

*ELKINGTON, ARTHUR G., Dist. Mer., 
Sweet’s Catalog Service, 155 Chris- 
topher St., Montclair, N. J. 

* ELLIS, CLAYTON E. 

*EL.y, Howarp, Rep., Thomas Publ. Co., 
461 Eighth Ave., New York 1. 

FADER, FRANKLIN, Pres., The Franklin 
Fader Co., 605 Broad St., Newark 2. 
FARR, HENRIETTA STERN, Mrs., 816 S 
12th St., Newark, N. J. 

FELT, GEorGE G., Adv. Agency, George G. 
Felt, 519 Main St., East Orange, N. J. 

FIEBELKORN, RIcHarpD A., 195 McCosh 
Rd., Upper Montclair, N. J. 


FIsCHER, BERNARD P., Gen. Sls. Mer. & 
Adv., Conmar Products Corp., 140 
Thomas St., Newark 1, N. J. 


*FLAMM, SIDNEY J., V. P. & Gen. Mar., 
North Jersey Sroadcasting Co., 7 
Church St., Paterson, N. 
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i i :, G r i Scienc lluge 
*Forp, E. L., Tri-Art Studios, 786 Broad LEwIs, MILTON L., Pres., Lewis Advertis- *SeamaNn, G. J., Adv. Dir., Science ee EMI 


St. Newark 2. ing Agency, 17 Academy St., Newark. trated, McGrew rk. Publ. Co., 330 W. 

RANCOIS AUL L Mer., Automotive LIGHT, ArtHUR M., Asst. to Pres., Mer- end St, sve nore 

"Dh . Resistofi ‘ Deiat 39 *lansoen cready & Co., 605 Broad St., Newark 2 SHERWIN, G. J., host. Base. 3 pe FL 

Ave., Belleville, N. J. LINDHOLM, CuirrorD F., Pres., Falstrom eee I Company, » iets : 
*Friepiicn, Bruce, Fortune Magazine, Co., Falstrom Court, Passaic, N. J es woe -" stavus, Jr., Owner, Sickles 

Time & Life Bidg., New York 20 LInpLey, T. J., Adv. Dept., Inte rnational “Photo. ‘Reporting Service, 38 Park Pl., "GE 
°GANLEY, RaYMOND H., Asso. Ed., Print- Nickel Co., 67 Wall St., New York 5. Newark, N. J 

ere’ Ink, 205 E. 42nd St., New York 17. Loomis, A. W., Asst. Adv. Mgr., Inger- *Sxoter, ArtHUR E., Pres. Art Sign & 

yor , Perens a > soll-R . *hillipsburg. N OLSS, } Pp . GI 
Caenaw AF, NICHOLAS, Acct Exec., soll-Rand Co., Phillipsburg, N. J. Display Co., Inc., 10 Treat Place, New- - 

Michel-Cather, Inc., 2 Park Ave., New *LUMBARD, W Annee, Vice Pres., Simmons- ark 2. 

York 16 Boardman Pub. Co., 30 Church S8t., New Swrow, Oscar E., Doyle, Kitchen & Me- 
Game, 2. Cee O. 8. Tyson & Co. York 7. “Cormick, 501 Fifth Ave., New York 17, 

Inc., 230 Park Ave., New York 17. MaczKko, Joun E., Aviation Equipment, STEINHARDT Martin, Pres., Art-Copy GF 
Ganmscon, Lovie, Per. Diz. Cooper Al 1170 Broadway, New York. “Associates, 11 Hill St. Newark 2. 

loy Foundry Co., * eeed St. & Ramsey Many, WittrM G., Sls. Pro. Mer. 


Srorz, Metvin, Mer. Publ. Rel. Wright | 
Aeronautical Corp., Beckwith Ave., H 
Paterson, N. 

Srover, Epwarp C., Jr., Vice Pres., Chas. 


Ave., Hillside, N. J Cornell-Dublier Corp., South Plainfield, 
: H 
Dallas Reach Co., 58 Park Pl, New- P 
H 
I 


Giscue., C. E.. Dir. Prod. Dev., Walter N 
Kidde & Co Ir 675 Main St., Belle- MARCH R. P., Asst. Adv. Mer., Worth- 
ville 9, N. d ington Pump & Machy. Corp., Harrison, 

Gotp, S. E., Sec’y, Sales & Adv. Mer., N. J 






















ark 2. 
; , ‘ * ns a > “a . 
Lignum-Vitae Corp } Boyd Ave., Jer *MarcotpI, ArtHuR A., Rep., Horan En- THOMA, CHARLES G., Partner, Thoma & 
ey ‘ ’ gravine Co., 44 Commerce St., New- Gill, 1019 Broad St., Newark 2 
WREEN, Max, Vice Pres., United Adver- ark 2. ; > Vv. P Mer- 
. ~ . = a - : THOMPSON, G. ANDREW, , Mer 
tising Agency, 744 Broad St., Newark 2. MARTIN, EDMUND P., Vice Pres., George cready & Co., 605 Broad St., Newark 2 H 
GREENLA?D Ciirrorp E., Asst. Adv. Mer., Homer Martin Associates, 24 Com- SD 1, Cc Adv. Mer. 
Weston Electrical Instrument Corp., merce St., Newark 2. ae a tile Co. es 103 E. 
614 Frelinghuysen Ave., Newark Martin, Georce H., Co-Owner, George 125th St., Newark 54. 
*Grucer, F. R., Jr, 30 Vesey St., New Homer Martin Associates, 24 Com- *TRAENDLY, WALLACE F., Space Salesman 
York 1% merce St., Newark 2. Industrial and Engineering Chemistry, 
Haut, Tuomas W., 764 Scotland Rd., EHR, JOSEPH, Adv Mer., Aviation 330 W. 42nd St., New York 18. 
South Orange, N. J Maintenance € Operations, 205 E. 42nd *Van, Georce J., Vice Pres., Editorial 
Hanes, Raven N., Mer. Sis. Pro., Me- St., New York 18 ; Service, Inc.; Pres., George Van Photos, 
chanical Goods Division. United States MERCREAI Y, HERB, Pres., Mercready & 44 Commerce St., Newark 2 2. 
Rubber Co., 1230 Sixth Ave., New York Co., 605 Broad St., Newark 2 VocEL. Peter, Willard Pictures, 45 W. ; 
«V *MILBAUER, FRANK A., Sales Mer., Essex 45th St., New York 
*Haver, WILSON E., Mer. of Sales, Re- Engraving Co., 44 Branford Place, WaNeEK, R. J., Sls. Pro. Mer., Irvington 
om press, 510 Watchuns Ave. Newark 3 Varnish & Insulator Co., 6 Argyle Terr., 
lainfleld, N. J *% MILLER, Harry T. Irvington 11. 
Hayes, RicnarD 8. Adv. Mer.. The MonaGHAN, G. F., Graphic Arts Produc- *WeEHNER, KARL, Pres., Wehner Advertis- 
ae te P and = ae Callendar tion Service, Inc., 786 Broad S&t., ing, 800 Broad St., Newark 2. 
ible o., Passaic, N. J. Tewar sp : F- : 
a. bag Prince —_——! Newark 2. Wo.kKe, Karet, Ransome Machinery 
“con. W ' ‘LEONARD, American Pencil Co., Mutter, ArtHUR H., Adv. Asst., Tite- Co., Subsidiary of Worthington Pum; 
5 illow Ave., Hoboken, J flex, Inc., 500 Frelinghuysen Ave & Mchy. Corp., Dunellen, N. J 
HerMan, Louris F., Owner, Herman Ad- Newark 5 *1W eee Wives Si iv g 
aod . - , — oe WoLLAsTon, Epwarp H., Sign Div. Mer., 
Ni — +, es y, 207 Marke St., Mutter, F. G., Dir. Public Rel. and United Advertising Corp., 354 Park *) 
Newark, N. J Adv., Eclipse-Pioneer Div., Bendix Ave., Newark 7. 
HEYMAN, H RACE W., Pres.. Heyman Aviation Corp., Teterboro, N. J. Wruiz, JoHN M., Planning Engr., Leslie 
Te Co., Michigan Ave., Kenilworth, NEWSTEDER, LEONARD, Dir. Ind. Div., Co., Lyndhurst, N. J. 
J. A. Ww Levin Co., Raymond Commerce Younc, TRUMAN, Adv. Mer., Pyrene Mfg 
Hoppers N, PAULA s., Mrs., Adv ; Mer., Bldg., Newark 2. Co.: C.-O Two Fire Equipment Co., 10 
Walker ‘Turner Co. Inc, Plainfield, NICOLL, KATHERINE, Miss, Adv. & Sls Empire St., Newark 5. 
. . Pro. Mgr., American Gas Accumulator 
*Hort MANN, E. W., Rep., Thomas Publ. Co., 1027 Newark Ave., Elizabeth. 
Co., Stewart Road, Essex Falls, N. J. O'CONNELL, Miss Mary F., Mer. Indus. 
*HorrmMan, W. K., Cotton, Serving the Adv. Div., National Oil Products Co., 12. 
Textile "Industrie 8, 26 Bowdoin St., Ist & Essex Sts., Harrison. 
Maplewood, N. J 


OLeseN, Harotp L., Gen. Sls. Mer., 
Hopkins, Howarp J., Asst. Sls. Mer., Weston Electrical Instrument Corp., DETROIT CHAPTER 


Purolater Products, Inc., 744 Broad 614 Frelinghuysen Ave., Newark 5. - ™ 
St., Newark 2 *Orcnarp, WiuutaAM, Orchard Brothers, Industrial Marketers of Detroit 
Horner, Jack, Westinghouse Elec. & Inc., Rutherford, N. J. 

Mtg Co., Lamp Division, Bloomfield, Painter, J. E., Mer. Ed. Dept., The 

7 vs Singer Manufacturing Co., Trumbull *ANDREWS, Wm. W., Library of Industry, 
HUDDLESTON, R. B., Adv. Mgr., American St., Elizabethport, N. J. 20164 Sheffield Ave., Detroit 21 

Type neers ew Corp., 200 Elmora PECHIN, Epwarp J., Adv. Magr., Plastics APPEL, GEORGE, Witte & Burden, 5757 
ae e., BNzZa eth 3, N. J. Div., E. I. du Pont de Nemours Co., 626 Cass Ave., Detroit 2. 

=iyoe, JoHn F., Adv. Mger., A viation Schuyler Ave., Arlington, N. J *Bapcock, STEPHEN H., McGraw-Hill 

Equipment, 1170 Broadway, New York 1. PERRIN, EDWIN M., Asst. Equipment Sls. Publ. Co., Inc., 2980 Penobscot Bidé.., 
Jackson, DonaLp W., Acct. Exec., Doyle, Mer., Robins Conveyors, Inc., 70 Pine Detroit 26. , 

Kitchen & McCormick, 501 Fifth Ave., St., New York 5. Bocug, ARCHER, Acct. Exec., J. O. Buck- 

New York *Prrrotret, L. J., Dist. Sls. Mer., Electri- eridge Associates, 300 Francis Palms 
*JOHNSTON, ALBERT S., Prop., Johnston cal Manufacturing, 1250 Avenue of the Bldg., Detroit 1. : 

Letter Co., 473 Broad St., Newark 2. Americas, New York 20. *BraMson, Roy T., Publ. Production 
*Jump, James E. Peterson, I. C., V. P., Chg. Sales, Star tat . Management, 2842 W. 
*Kerkow, Herpert, Owner, Hert r- Electric Motor Co., 200 Bloomfield Ave., eas ve. Sores — 
kow Productions, 480 7 are _ Bloomfield, N. J. Brooke, CHARLES W., Brooke, Smith, 

New York 17 : *Prerson, HarRowp, Asst. Natl. Adv. Megr., French & Dorrance, Inc., East Jefferson 
KINZEL, CHARLES H., Jr., Adv. & Sls. Newark Evening News, 215-221 Mar- ot Dares, Daren 26. - 

Pro. Mer., John C. Dolph Co., 1060 ket St., Newark 1. BURDEN, W. WILSON, Partner, Witte & 

Broad St., Newark : ie Prerson, SamMvuet C., 35 Peirson St., Burden, 5757 Cass Ave., Detroit 2. 
KLEBANOW, JosePH H., Prop., The Hud- Bloomfield, N. J. *CALDWELL, A B. Advertising mente 

son Press, 350 Hudson St., New York PIKE, SALLY N., Mer., E. W. Pike & Co.. 401 ng neg Bldg., Detroit 2. 

14. 492 North Ave., Elizabeth, 3, N. J. CaTTEy, Paut E., St. Claire Adv. Agency) 
KioTn, H. W., Adv. Mer., Diehl Manu- PosTeLL, James F., Div. Sls. Mer., 5 W. Larned, Detroit 26. — 

facturing Co., Finderne Plant, Somer- Hanovia Chemical & Mfg. Co., R. R. Crark, L. A. Florez, Phillips & Clark, 

ville, N. J Ave. & Chestnut St., Newark. 817 Fox Theater Bldg., Detroit 1. 

Kop) L. HENRY, Owner, Henr} Kopel, RAINSLEY, WILLIAM E., Copy Dir., 0. S CoNNABLE, CARL, Acct. Exec., Charles M. 
yt = Advertising Service, 786 Broad Tyson « Co., Inc., 230 Park Ave., New Gray & Assoc., 200 Francis Palm 
ee a York 17. Bldg., Detroit 1. 

oes, F. 8 bh hla pi sd Rm and ReacHu, CHAS. DALLAS, Pres., Chas. Dal- *Den1son, JouHN D., Jr., Det. Rep., News- 

Harrison, N. J. a las Reach Co., 58 Park Place, Newark 2. week, 3-255 General Motors Bldg., De 
Kreis, Russeu. D., Adv. Mer.. Magnus REYNOLDS, Sanrorp C., Sales Pro. Magr., trolt ¢. 

Chemical Co., Inc., South Avenue, a Miracle Adhesives Corp., 852 Clinton DogerInc, Henry G., Adv. & Sales Pro 

wood, N. J. Ave., Newark. Mer., Truscon Laboratories, Inc., Canift 
*LAILE, Ferp A., Exec. Secy.. Newark Rutnow, A. W., Asst. Vice Pres., Fed- & Grand Trunk R. R., Detroit 11. 


Printing Co., 23 Orange St.. Newark 2 eral Telephone & Radio Corp., 200 Mt. 


‘ INN, E. R., Adv. Megr., Bull Dog Elec 
Pleasant Ave., Newark 1 Dunn, E Adv er 


’ ~ . ~ 7 1pau, 
*Lasky, Jacop S., Partner, Lasky Com- tric Products Co., 7610 Joseph Campa 
pany, 220 Elizabeth Ave., Newark 8 Scuenporr, A. P., Dir. Public Rel., Na- Detroit 32. 
. ‘ ‘ tional Pneumatic Co., 420 Lexington Err. L. H.. Prop., Hyatt Eby, 530 Mac 
LEDER " 15 »pher re , + 2BY, _L. , Prop., Hyé by, 
= 4 KARL A., 158 Shepherd Ave., Ave., New York 17 cabees Bldg., Detroit 2. 
. SLDE >. E etroit Mer., The Ch 
*Leonarp, H. E., Asst. to G. M., Th *Evper, E. E., Detroit ar, 
Age, 100 E. 42nd St., New York 14 Sven *Associate Men r. wIn Military Service Co., 1015 Stephenson Bldg., Detr« 
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EMERSON, T. D., Adv. Dept., Carboloy Co., 
Inc., Box 237 Roosevelt Park Annex, 
Detroit. 

FLINT, D. C., Secy.-Treas., Holden, Clif- 
ford, Flint, Inc., 900 Donovan Bldg., 
Detroit 1. 

*GESCHELIN, Jos., Detroit Ed., Chilton 
Publications, 1015 Stephenson Bldg., 
Detroit 2. 

Grspson, WALTER, Asst. Adv. Mer., Detrex 
Corp., 13320 Livernois, Detroit 4 

*GOLDMAN, B. S., Rep., Thomas Publishing 
Co., 746 Collingwood Ave., Detroit 2. 
GRAY, CHARLES M., Pres., Chas. M. Gray 
& Asso., 300 Francis Palm Bldg., De- 
troit 1. 

HAHN, Marvin, Owner, Marvin Hahn 
Agency, 614 Blvd. Bldg., Detroit - 
HAMILTON, L. GRANT, Contact, Brooke, 
Smith, French & Dorrance, Inc. E 
Jefferson at Burns, Detroit 4. 

*HarD, Roy J., Dist. Mgr., Sweet’s Cata- 
log Service, 910 Donovan Bldg., De- 
troit 1. 

Harty, H. A., Adv. Megr., Wolverine 
Tube Div. of Calumet & Hella Consoli- 
dated Copper Co., 1411 Central Ave., 
Detroit 9 

*Horn, B. F., McGraw-Hill Pub. Co., Inc., 
2980 Penobscot Bldg., Detroit 26. 
Howarp, Gorpon E., Adv. Mer., The 
Cross Co., 3250 Bellevue, Detroit 7. 
Howe, E. C., Adv. Megr., Carboloy Co., 
Inc., Box 237, Roosevelt Park Ave., 
Detroit 32. 

Huppert, F. B., Owner, F. B. Hubert Ad- 
vertising Counsel, 2832 E. Grand Blivd., 
Detroit 11. 

Humpurey, H. L. Josepu, Adv. Megr., 
Ex-Cell-O Corp., 1200 Oakman Blvd., 
Detroit 6. 

KENNEDY, EpmMuND D., Sales Pro. Mer., 
Vickers, Inc., 1400 Oakman Blivd., De- 
troit 32. 

Kyte, C. C., St. Claire Adv. Agency, 5 
W. Larned St., Detroit 29. 

*Lewis, Petrce, Dist. Mer., The Iron Age, 
7310 Woodward Ave., Detroit 2. 

Luck, CHARLES A., Asst. to Pres., Peer- 
less Cement Corp., Free Press Blidg., 
Detroit 26. 

Martz, L. §., Asst. to Pres., Micromatic 
Hone Corp., 8100 Schoolcraft Ave., De- 
troit 4. 

*MertTz, R. C., Bus. Mer., Michigan Con- 
tractor &€ Builder, 600 Woodward Ave., 
Detroit 26. 

Moore, S. J., Sls. Mer., R. L. Polk & Co 
131 Howard St., Detroit 31. 
Mvutivocur, R. E., Acc. Exec., Wolfe, 
Sickling, Dow & Conkey, 1309 Kales 
Bldg., Detroit 26. 

*ORLANDO, THoMaAsS J., Detroit Rep., Pro- 
duction Engineering ¢€ Management, 
2842 W. Grand Blvd., Detroit 2. 

*PICKRELL, R. F., Mer., R. F. Pickrell & 
Staff, 314 Stephenson Bidg., Detroit 2 
READMAN, B., Adv. Mer., Vickers, Inc., 
1400 Oakman Blvd., Detroit 6 

*REAM trcHaRD R., McGraw-Hill Pub- 
lishing Co., Inc., 2980 Penobscot Bldg., 
Detroit 26. 

RoeuM, D. A., Adv. Mer., Square D Co., 
6060 Rivard, Detroit 11 

*Rocers, Tom, Dist. Mgr., American Ma- 
chinist and Product Engineering, 2980 
Penobscot Bldg., Detroit 26. 

*RUPRECHT, PHILLIP, Res, Mgr., McGraw- 
Hill Publ. Co., Inc., 2980 Penobscot 
Bldg., Detroit 26. 

ScuHnerper, S. E., S. E. Schneider-Ad- 
vertising, 1599 Pennsylvania Ave., De- 
troit 14. 

ScHWEIM, CHARLES, Pres., Charles 
Schweim Co., 6560 Cass, Detroit 2. 

SHower, CHARLES J., Vice Pres., Charles 
M. Gray & Assoc., 300 Francis Palms 
Bidg., Detroit 1. 

Sweer, J. W., Acct. Exec., Fred M. Ran- 
dall Co., 3314 Book Tower, Detroit 26. 


*TAUBENECK, GEORGE F., Pres., Business 
News Publ. Co., 450 W. Fort St., De- 
troit 6. 


Tocesen, A. A., Sls. Pro. Mer., Bull Dog 
Electric Products, Box 177 R Pk 
Annex, Detroit 32. 





*UNDERWOOD, ARTHUR J., West. Adv. Mar., 
S. A. E. Journal, 3-210 General Motors 
Bidg., Detroit 2. 

Unwin, B. V., Prop., Unwin Advertising 
Agency, 5144 14th Ave., Detroit 8 

*VaAN WINKLE, T. W., Dist. Mgr., Factory 
Magazine, 2980 Penobscot Bldg., De- 
roit 26. 
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: Ghicues Ave., Benoit 4. 
WALTER, GRORGE 


TORONTO CHAPTER 


Industrial Advertisers Association of 


*ANDREWS, M. J., Toronto Mer., Fraser’s 


Trade Directories, Ltd., 2 


Ashdown Johnson, 


AVERY, R. J., Toronto Mer., Ronalds Ad- 


vertising Agency, Ltd., 137 Wellington 


BAGULEY, GorDON, Adv. 


Mer., Railway & 
Power Engrg. Corp., Ltd., 17 


BEATIE, Epwarp J., Anaconda American 
» New Toronto 14. 


BRITTAIN, J. E., Russell T. Kelley, 


7 Foster Agencies, 
. King Edw ard Hotel, 


, Canadian Engineer- 
7 Wellington St., W 


*® BYTHELL, D. C. 


Line Materials, Ltd., Toronto 1 


MacLean- Hunte or Publishing Ce 0. 
481 University 
1L, Consolidated Press, 


73 Richmond St., 


, Mount Dennis, Toronto 9. 


Trane Co. of Canada, Ltd., 


, English Elec- 
, Ltd., George St., 


: “Mack an-Hunter 
481 University 
Fr erres f Advertising Services, 


. James R. Kearney 


Maclean-Hunter 


=., Amalgamated Electric 
, 384 Pape Ave., 


EX. s., 
, Ltd., 70 Pearl St., 





» Member. ¥In Military 


*Gitures, D. B., Adv. Mer., Industrial 
Canada, Montreal Trust Bldg., To- 
ronto 1. 

GLEBE, Epwarp M., Sales Corres., A. 
Green Firebrick €o., Ltd., Si 
St., Toronto 12. 

*Gowpy, D. M., Mer., The Financial Post 
The Maclean-Hunter Publishing Co., 
Ltd., 481 University Ave., Toronto 2. 
GRIEVE, JOHN, Sls. Pro. Mgr., Imperial 
Varnish & Color Co., Ltd., 2-20 Morse 
St., Toronto 14. 

GRIFFITHS, DONALD N., Dominion Oxy- 
gen Co., Ltd., 350 Bay St., Rm. 404, 
Toronto 1. 

GRINGORTEN, I. M., Sales Mer., Cana- 
dian Motor Products, Ltd., 272 Van 
Horne S8t., Toronto 4. 
eee, V. L., British American Oil Co., 

Lid., Royal Bank Bldg., Toronto. 

*Hart, W. B., Adv. Mer., Maclean-Hunter 
Publ. Co., Ltd., Modern Power & Engi- 
neering, 481 University Ave., Toronto 2. 
Hayes, E. J., Adv. Dept., Gutta Percha 
& Rubber, Ltd., 160 W. Lodge Ave., 
Toronto 3. 

Heapon, G. R., MacLaren Adv. Co., Ltd., 
372 Bay St., Toronto. 

Heccig, Jack, Alford R. Poyntz Adv., 
Ltd., 68 King St., E., Toronto 1. 

*HewitTt, W. H., Vice Pres., National 
Business Publications, Ltd., 137 Well- 
ington St., W., Toronto 1. 

Hicks, L. B., Adv. Dept., Canadian 
General Elec. Co., Ltd., 212 King St, 
W., Toronto 1. 

Ives, SypNEy L., Glidden Co., Ltd., 372 
Wallace Ave., Toronto 9. 

JARVIS, ALBERT, Acct. Exec., Ferres Ad- 
vertising Service, 45 Richmond St., W., 
Toronto 1 

*JENNINGS, A. E., Megr., Monetary Times 
Printing Co., Roads é& Bridges, 341 
Church St., Toronto 2 
Jerrep, E. S., Adv. Mgr., Link-Belt, Ltd., 
Eastern Ave. & Leslie St., Toronto 8. 
JOHNSTON, MELVILLE, Acct. Exec., J. J. 
Gibbons, Ltd., 200 Bay St., Toronto 1. 
KELLEY, H. P., Space Buyer, Russell T. 
Kelley, Ltd., 447 Main St., E., Hamil- 
ton. 

KeETTER, JoHN, Acct. Exec., E. W. Reyn- 
olds & Co., Yardley House, Toronto 1. 
*Love, JouHn, Ed., Marketing, 119 York 

St., Toronto 1. 

*MacGiicurist, R. S., Reliance Engrav- 
ers, Ltd., 104 Bond St., Toronto 2. 

*McCartny, E. J., Bus. Mer., B. L. Smith 
Publishing Co., 122 Richmond St, W., 
Toronto 1. 

McCRACKEN, ELMerR G., Adv. Mgr., San- 
gamo Electric Co., Ltd., Leaside 12, 
Ont. 

McCriIMMON, DONALD, Pub. Mer., de 
Havilland Aircraft of Can: ida, Ltd., 9 
Lynwood Ave., Toronto 5. 

McGrecor, W., Acct. Exec., Ronalds Ad- 
vertising Agency, Ltd, 3 Wellington 
St., W., Toronto. 

*McHarpy, NorMAN, Bus. Mer., Hugh Cc. 
MacLean Publications, Ltd., 347 Ade- 
laide St., W., Toronto. 

McMurray, H. V., Adv. Dept., Dunlop 
Tire & Rubber Co., 870 Queen Street, 
East, Toronto. 

McWi.uiaMs, D. B., Dresser Mfg. Co., 
Ltd., 60 Front St., W., Toronto 1. 
MeEssINGER, L. E., Pres., Canadian Line 
Materials, Ltd., Toronto 13. 

“o. J. H., Mer., Canadian Machinery 

Mfo. News, 481 University Ave., To- 
oa 2. 

*NewTon, B. G., Vice Pres., MacLean 
Publishing Co., Ltd., 481 University 
Ave., Toronto. 

Nortu, V., Sales Mer., English Elec. 
Co. of Canada, Ltd., St. Catherines, 
Ont. 

*® PATTERSON, D. G. 

Poyntz, A. R., Alford R. Poyntz Adv., 
Ltd., 68 King St., E., Toronto. 

PRINGLE, A. C., Acct. Exec., Southam 
Press, Ltd., 19 Duncan St., Toronto 1 
toss, ALLAN E., Goodyear Tire & Rub- 
ber Co., Ltd., New Toronto. 

*SALMOND, Eric G., Bus. Mer., Monetary 
Times, 341 Church 8t., Toronto. 

SmiTH, C. N., Amalgamated Electric 
Corp., Ltd., 384 Pape Ave., Toronto 6. 

Smitu, Grorce M., Vice Pres., Indus- 
trial Adv. Agency, Ltd., 454 King, W.., 
Toronto 1. 

a > H. A., Sales Pro. Mgr., Gyp- 

um, Lime & Alabastine, Canada, 
Ltd. 50 Maitland St., Toronto 5. 
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Canada 
Toronto 
MacLaren 


Sreeie, F. R., Asst. S. P. Mar., 
Wire & Cable Co., Box 340, 
STEVENSON, A. A., Acct. Exe: 


Advertising Co., Ltd., 372 Bay St., To- 
ronto 1 
*Stinson, E. J. L., Pres. & Treas., Daily 


Commercial Ne we cd 
Pear! St Toronto 1 
TaYLor, E. G., Adv. Mer., 
Co., Ltd., 345 Royce Ave., Toronto 9 
TOTTEN, JAMES E., International Nickel 
Co. of Canada, Ltd., 25 King St., W 
Toronto 
Turner, W. I Mer Cent. Apparatus 
Div., Railway & Power Engineering 
Corp., 171 Eastern Avs Toronto 


Bldg. Record, 65 


Viceroy Mfg 


WaLKer, S&S. G Sls. Dept., Hamilton 
Bridge C Hamilton 
Ww ATS ON TEWART C., Sales & Adv. Mer., 


N, oe ey Co., Ltd., Sidney St Hamil 
ton, Ont 
WHALEN, 8S. G., Acct. Exe A. J. Denne 


Co., Ltd., 90 King St., W., Toronto 1 


*Whrr' G. L Editorial Dir Westman 
Publications, Ltd 137 Wellington St., 
W., Toronto 
Wricnt, H. L., Treas., Curtis Lichting 
of Canada Lt 195 Wickstead Ave 
Leaside Toront 

* WRIGLEY + B., Pres Wrigley Publica- 


| 
tions, Ltd i6 Bloor St., W., Toronto 
YounG, VINCENT R., Ady Dept., Cana 
dian General Elec. Co Ltd., 212 King 
St., W., Toronto 


15. 
INDIANA CHAPTER 


Indiana Association of Industrial 
Advertisers 


BLAND, Rorpert, Perfect Circle Co., Hag 
erstown, Indiana 

CALDWELL, Howarp C., Pres., Caldwell- 
Baker Co., 1204 Merchants Bank Blidg., 
Indianapolis 4 


CHRISTIAN Portia, Miss, Secy The 
Caldwell-Baker Co., 1204 Merchants 
Bank Bldg., Indianapolis 4 


DaLLaAs, M. W., Adv. Mer., E. C. Atkins 


and Company, 402 8. Illinois St., Indi- 
anapolis 9. 
De Lo, J. A., Adv. Mer., Continental 


Steel Corp., Kokomo, Ind. 
Diener, Greorce S., Pres., Geo. S 
Co., 1011 Hume-Mansur Bldz., 
apolis 4 

*DINSMORE, KENNETH O., Bus. Mer., Con 
struction Digest, 215 E. New York St 
Indianapolis 
GARRISON, R Ww 
Press, In 70% 
apolis 4 

GILL, NoRMAN J., Adv. Mer., U. S. Ma- 
chine Corp., Lebanon, Ind 

*®JEWELL, JAMES M 

*JOHNSTON, FRep G., 
Digest, 215 E. New 
apolis 4. 

*LeVay, M. Goaman, 
Publ. Co., 973 N 
anapolis 1 
Martin, H. L., Adv. Mer., Diamond 
Chain Co., Inc., 402 Kentucky Ave 
Indianapolis 7 

MILLS, GLEN Acct Exec 
Van Riper, Inc., 1142 N 
Indianapolis 

Moors, Giupert C., Sales Mer., Emerson 
Scheuring Tank Co., 2073 Martindale 

Ave., Indianapolis 7 


O'Brren, B. C., Vice Pres., 
nersville Blower C orp. 


Diener 
Indian 


Studio 
Indian- 


Agency Div 
Murphy Blidge 


Publ, Construction 
York St., Indian- 


Publ. Rep., Thomas 
Sheridan Ave., Indi- 


Sidener & 
Meridian St., 


Roots-( ‘on- 
, Connersville, Ind 


PERKINS, A. L., Acct. Exe Spencer W 
Curtiss, Inc., 901 Circle Tower, Indian 
apolis 

QUINLAN, H \ Exe Vice Pres 
Spencer Curtiss, Inc., 901 Circle Tower 
Indianapolis 4 

Roperts, Raven, P. R. Mallory Co., 3029 
E. Washington St Indianapolis 
ScHERN E. R Prod. Mer Caldwell 


Baker Co Merchants Bank Bldg In 
dianapolis 4 
SEIDENSTICKER, 
Crescent Paper Co., 211 W. 
Indianapolis 4. 


Greorce, Jr., Adv. Mgar., 
Georgia St., 


*SeEnn, JOHN C 

ScuuULTZ Hal V ice Pres Indiana 
Paper Co Ir 121 SS Pennsylvania 
St Indianapolis 4 


22 


Thomas & 
120 E. 23rd 


THOMAS, JAMES R., Pres., 
Steel Products Co., 1 
, Indianapolis 5. 


Rdg Merritt J., Merrill J. 
Adv. Agency, 1105 Inland Blidg., 


anapolis 4. 
17. 
MONTREAL CHAPTER 


Technical Advertisers Association of 
Montreal 


AMBLER, R. J., Catalog Compiler, 3449 
Addington Ave., Montreal 
BairD, JOHN E., Adv Dept., Canadian 
Industries, Ltd., Canada Cement Bldg. 
Montreal. 

*BALLARD, NORMAN A., Pub. Rep., Con- 
soOlidated Press Limited, 620 Cathcart 
St., Montreal 
BaTes, Was. A., Adv. Mar., 


Woods 
Indi- 


Steel Co. of 


Canada, Ltd., P. O. Box 460. Montreal 
Batt, Roy D., Adv. Megr., Dominion En- 
gineering Co., Ltd a Box 220, 
Montreal 

BLACK, SPALDING, Adv. Mer., Canadian 


Cellophane & Plastics 
Bidg., Mon- 


Industries, Ltd., 
Div., 1005 Confederation 


treal 

Braipwoop, J. Lioyp, Sec’y-Treas., John 
Fty iwood & Sons, Ltd 66 Nazareth 
Sf AY | ’ rea 4 

BURLAND, B. R., Dist. Megr., Canadian 


Blower & Forge, Ltd., Gatehouse Bidg., 

Montreal. 

*BurRLEY, JOHN H., East. Mer., 
Times Print. Co. of Can. Ltd., 
versity Tower Bidg., Montreal. 

BYers, MALCOLM A., Adv. Dept., Charles 
E. Frosst & Co., 3571 St. Antaine St., 
Montreal. 

COLEMAN, ARTHUR, Adv. Salesman, Daily 
Commercial News and Building Record, 
1253 McGill College Ave., Montreal. 

CONSEDINE, Leo H., Adv. Mer., Rolland 
Paper Co., Ltd., 116 St. Paul St. W., 
Montreal. 

Coppins, W., Adv. Mer., Jos. Robb & Co., 
Ltd., 5575 Cote St Paul Rd., Montreal. 
DarceL, A. P., Adv. Mer., Crane, Ltd., 
1170 Beaver Hall Square, Montreal 2. 


Monetary 
308 Uni- 


DARLING, Epwarp, Pres. & G. M., Darl- 
ing Bros., Ltd., 140 Prince St., Mon- 


treal. 

Davey, B. McK., Adv. Mer., Rudel Ma- 
chinery Co., Ltd., 614 St. James St., W 
Montreal 
Decarig, I. S., Dir. of Infor., Aluminum 
Co. of Canada, Ltd., 1700 Sun Life 
Bldg., Montreal. 

*DERAGON, JACK, Managing Ed., Jndus- 
trial Equipment Handbook, National 
Business Publications, Ltd., Gardenvale, 
Quebec, 

DouGALL, Ropert R., Adv. Mer.. Messrs. 
Burroughs, Welcome & Co., 1105 Sher- 
brooke St., W., Montreal. 

Evans, Iris B., Adv. Mer., Burroughs 
Wellcome & Co., 1105 Sherbrooke St., 
W., Montreal. 
FALKNER, PAUL EDw., 
Trans News Paper Div., 
Hunter Pub. Co., Ltd., 640 
Square Bldg., Montreal. 
FORAND, Paut M., Gen. Sls. Mer.., 
Ltd., Plessisville, Quebec. 

*FRASER, GEO. E., Pres. & G. M., 
Trade Directories, Ltd., 660 St 
erine St., W., Montreal. 

*GALLAGHER, J. M., Canadian Mining 
Journal, 802 Castle Bidg., Stanley St., 
Montreal 2 

GarRBuTT, G. C., 
dian Industries, Ltd., 
Montreal 

*Gi_Lmour, G.W., E. Rep., Industrial News- 
paper Div.. Maclean-Hunter Publ. Co 
Dominion Square Bldz., Montreal 

GrrovarRD, FERNAND, V. P., Che. Adv., 
Voleano, Ltd., 1106 Beaver Hall Hill, 
Montreal 

*GLADNEY, M. J., Sales Rep., Pulp € Paper 
Wagazine of Canada, 1410 Stanley St., 
Room 802, Montreal 2 

Gourtay, R. E., Acct. Exec., Vickers & 
Benson, Ltd., 1440 St. Catherine St., 
West, Montreal. 

GrRaHAM, DaAvip, Ed., Canadian Indus- 
trial Equipment News, Nat'l Business 
Publications, Ltd., Gardenvale, Que 


Eastern Rep., 
Maclean- 
Dominion 


Forano, 


Fraser's 
Cath- 


Publicity Megr., Cana- 
New Birks Bidg., 


Member. *In Military Service 


*Associate 
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Cockfield, 


GRIFFITH, ARTHUR M., Dir., 
Cement 


Brown & Co., Ltd., Canada 
Bldg., Montreal. 

HALE, GORDON, Sls. Mer., Bolt Products, 
Dominion Steel & Coal Corp., Ltd., 624 
Canada Cement Bldg., Montreal 2 
HALL, J., Asst. Br. Mgr., Grinnell Co. of 
Canada, Ltd., 800 Beaumont Ave,, 
Montreal 15. 

Harris, ErRNest, Adv. Megr., Canadiar 
Liquid Air, Ltd., 111 Beaver Hall H 
Montreal. 

HAUGHLAND, T. RusseEitu, Acct. Exe 
Cockfield, Brown & Co., Ltd., Canada 
Cement Bldg., Montreal 2. 

{[AZELTON, L. C., Bus. Mer., Canadiar 
Mining & Met. Bulietin, 1117 St. Cat 
erine St., W., Montreal. 

Hoop, H. C., East. Mer., Foster-Wheeler 
Ltd., 539 Canada Cement Bldg., Mon- 
treal. 


HovuGuHTon, ArtHuR W., Dir., Stevenson 
& Seott, 660 St. Catherine St., W., Mon- 
treal. 


KEIGHTLEY, B. W., Adv. Mer., Canadian 
Industries, Ltd., P. O. Box 10, Montrea 
KELLEY, D. W., Div. Adv. Mgr., Canadian 
Industries, Ltd., New Birks Bldg., Mon- 
treal. 

KENNEDY, HucuH L, Acct. Exec., McKin 
Adv., Ltd., Dominio: Square Bldg 
Montreal. 

LAJOIE, ALBERT G Adv. Dept., Crane, 
Limited, 1170 Beaver Hall Square, Mon- 
treal. 

LAMBERT, GorDON, Acct. Exec., McC 
nell Eastman & Co., Ltd., 535 Domin- 
ion Square Bldg., Montreal. 
LAwson, H. J., Staff Photo., 
Engineering Co., Ltd., P. O. 
Lachine, Quebec. 

*LEONARD, W. R., Bus. Mer., Canadian 
Business, 300 St. Sacrament St., Mon- 
treal 1 

*MACKAY, 
treal Daily Star, 
Montreal. 

*MaCKINNON, NORMAN, 
Packer, 1410 Stanley St., Montreal. 
MaGurn, ArRNotT G., Adv. Mer., Darling 
Brothers, Ltd., 140 Prince St., Montreal. 
McDonaLtp, F. R., Peacock Brothers, 
Ltd., 260 St. Patrick St., Ville Lasalle 
McGith, A. R., V. P. & Man. Dir., Young 
& Rubic am, Ltd., 1120 University 
Tower Bldg., Montreal. 

McGovern, J. J., Organ Mer., Organ 
Dept., Northern Electric Co., Ltd., 1620 
Notre Dame St., W., Montreal. 
McKeen, JoHn L., Adv. Mgar., 
Mfg. Co., Ltd., 300 St. Patrick St., 
LaSalle, Que. 

McLEAN, F. A., Pub. Mer., Canadian 
Ingersoll Rand Co., Ltd., 620 Cathcart 
St.. Montreal 2. 

McMILLAN, EpwIn, Mer. Adv., S. P. Me- 
Coll-Frontenac Oil Co., Ltd., Rm. 420, 
Royal Bank Bldg., Montreal. 

MaGuRN, ARNotTT G., Adv. Mer., Darling 
Bros., Ltd., 140 Prince St., Montrea 
MARQUEZ, VERNON O., Pub. Rel. Mer 
Northern Electric Co., Ltd., 1620 Notre 
Dame St., Montreal. 

*MARTIN, HAROLD, Adv. Rep., Ind. Paper 
Div., Maciean-Hunter Pub. Co., Domin- 
ion Square Bldg., Montreal 

Morris, L. G., Adv. Mgr., Swiss Electric 
Co. of Canada, Ltd., 1111 Beaver Ha 
Hill, Montreal. 

NELSON, CLARENCE, Cockfield Brown & 
Company, Ltd., Canada Cement Bldg,, 
Montreal. 
NEVIN, E. H. ‘ 
sens, Canada, Ltd., 65 

Montreal 3. 


NICHOLLS, J. C., 
Foster Agencies, Ltd 


Dominion 
Box 220, 


GLEN, Asst. Adv. Megr., Mon- 
245 St. James St., W 


Canadian Food 


Jeffrey 
Ville 


Treas. & Adv. Mer., Mus 
Colborne St 


Montreal Mer., Harry E 
718 Sun Lit 


Bidg., Montreal. 

*OsBEAY, Howarp C., Adv. Rep., Financia! 
Post, Dominion Square Bldg., Montrea 
PALLANT, GorDON E., Sundry Products 
Div., The Steel Co. of Canada, Lt 


Montreal 
Dominion Dec al- 
1100 Beaver Hall 


525 Dominion St., 
PAYETTE, G. C., Mer., 
comania Co., Ltd., 
Hill, Montreal. 

Pitt, JoHN O., Adv. Megr., 
Fairbanks-Morse Co., Ltd., 
toine St., Montreal. 
PowTer, Nei B., Sales Pro. Mgr., How- 
ard Smith Paper Mills, Ltd., 407 Mc- 
Gill St., Montreal. 

PuTNAM, H. S., Mer. Publ. Dept., Cana- 
dian Marconi Company, 211 St. Sa 
ment St., Montreal 


Canadian 
980 St. An- 
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Industrial 


RIMMER, WILLIAM J., Pres., 
Publicity Associates, Ltd., 2051 Univer 
sity Street, Montreal. 


Publ. Mer., Associated 
Northcliffe 


‘ROBERTS, E. §&., 
Screen News, Ltd., 2000 
Ave., Montreal 28. 
RONALDS, Russetu C., Pres., Ronalds 
Adv. Agency, Ltd., 701 Keefer Bidg., 
Montreal. 

‘Rowe, R. C., Mng. Dir., National Busi- 
ness Publications, Ltd., Gardenvale. 


Samson, G. J Sls. Pro. Megr., Robin 
Hood Flour Mills, Ltd., 226 Board of 
Trade Bidg., 300 St Sacrament St., 
Montreal 

ont, 0 A, F Dept., Canadian In- 
gersoll-Rand Co., Ltd., 620 Cathcart 
St Montreal 


‘SHEPPARD, N. E., Pres. & G. M Can, 
Engineering Publications, Ltd., 1253 
McGill College Ave., Montreal. 
SHEPPERD, J. H., Chemicals Adv Cana 
dian Industries, Ltd., 1135 Beaver Hall 
Hill, Montreal 

SMYTHE, R. Harowp, Adv. Mer., Domin- 
ion Rubber Co., Ltd., 550 Papineau 
Ave., Montreal. 

SPRINKLE, JOHN E Mer. Adv. & Sis 


Pro., Building Products, Ltd., P. O. Box 
6063, Montreal 
STANFIELD, Harotp L., Pres., Harold L. 


Stanfield, Ltd., 1010 St. Catherine St 
W., Montreal 

STEPHENSON HAROLD E., Adv Mer., 
Canada Starch Co., Ltd., 1940 Sun Life 
Bidg., Montrea 

‘STEVEN, IvAN C., Bus. Mer., Canadian 
Industrial Equipment News, 1410 Stan- 
ley St., Montreal. 

‘SUTHERLAND, Rop W., Rep., Canadian 
Business, 530 Board of Trade Blidg., 
Montreal. 

TaTE, J., Canada Creosoting Co., Ltd., 
Canada Cement Bldg., Montreal. 
Tessier, G. H., Adv. Mer., James Robert- 
son Co., Ltd., 946 William St., Montreal 
‘THOMPSON, F.. B., Canadian Engineering 
Publ., Ltd., 4455 Earnscliffe Ave., Mon- 
treal. 

TUNE, LLoyp Epwarp, Dir. of Technical 
Pub. Engineers, Murray-Jones & Co., 
Industrial Engineers, 12 Richmond St., 





E., Toronto, Ont 
TURPIN, C. W., Adv. Mer., Ogilvie Flour 


Mills Co., Ltd., Sun Life Bldg., Metcalf 
St., Montreal 

*TuRPIN, G. W. F., East. Re} Canadian 
Plastics, University Tower Bld Mio} 


treal. 

UsHer, A., Adv. Mer.. RCA Victor, Ltd 
1001 Lenoir St., Montreal 
Van Scoroc, H. S., Adv. Mgr., Canada 
Cement Co., Ltd., 600 Cathcart St 
Montreal 

"WALLACE, WILLIAM. Montreal Mgr., Na- 
tional Home Monthly, 743 Canada Ce 
ment Bldg., Montreal 

"Watts, H. A., Vice Pres., Might Direc- 
tories, Ltd., of Montreal, 637 Craig St., 
W., Montreal. 

*Weiss, Cecr. G., Editor, Canadian In- 
dustrial Equipment News, Gardenvale 
Wetsn, J. D., Canadian Industries, Ltd.. 
Publicity Bureau, Room 812, New Birks 
Bidg., Montreal. 

WHITLOCK, MvuRIEL G., Miss, Adv. Mgr 
Courtaulds (Canada), Ltd., 1220 Uni 
versity Tower Bldg., Montreal 
Worpen, Grorce L., Adv. Mer., Jenkins 
Bros., Ltd., 617 St. Remi St., Montreal! 
WriGHTt, FRANK, Acct. Exec., Cockfiel: 
Brown & Co., Ltd., Canada Cement 
Bidg., Montreal 
Wricut, THomas F., Acct Exe a J 
Gibbons, Ltd., 924 Dominion Square 
Bldg., Montreal. 

Wricht, WILi1aM, Acct. Exec., Mac- 
Laren Ady Co., Ltd., 900 Dominion 

Square Bldg., Montreal 


18. 
SAN FRANCISCO CHAPTER 


North California Industrial 
Advertisers Association 


*ATKINSON, V. E., Jrn.. Owner-Mer., At 
Kil n Associates Publ. Rep., 68 Post 
St.. San Francisco 4. 

Bauzari, R. A., Pres., R. A. Balzari & 
Staff, 447 Sutter St., San Francisco §. 


*Best, J. C., Picto-Sound Productions, 
130 Bush St., San Francisco 4. 
Binns, C. A., Asst. to Pac. Dist. Mar., 
General Electric Co., Apparatus Dept., 
235 Montgomery St., San Francisco 6. 
SONFIELD, E. A., Acct. Exec., Ryder & 
Ingram, Ltd., 1924 Franklin St., Oak 
land 12, Cal 

*% BREWER, WILLIAM A. 

*BUCKNELL, H. W., Div. Sales Rep., King 
Publications, 503 Market St., San Fran 
{ isco 5. 

CHAMBERS, E, G., Exec. Sec., Purch 
Agents’ Assn. of No. Calif., Inc., 519% 
California St., San Francisco 4 
COFFIN, HAROLD P., Pro. Megr., San Fran- 
cisco Call Bulletin, Howard St., San 
Francisco 19. 

CoRLETT, JOHN A., Publicity, 
Electric Co., Russ Blidg., San 
cisco 4. 

Curtiss, SPENCER W. ,Pres., Spencer W. 
Curtiss, Inc., Mills Tower, San Fran- 
cisco 4. 

*De Rocnure, B. N., Asst. Publ., Western 
Machinery and Steel World, 500 San- 
some St., San Francisco 11. 

*D’ EVELYN, NORMAN F. 

*DyYsINGER, C. W., McGraw-Hill Publish- 
ing Co., Inc., 68 Post St., San Francisco 


General 
Fran- 


ELLioTT, Bruce W., Acct. Exec., James 
Houlihan Adv. Agency, 1406 Tribune 
Tower 

*FELLOM, Roy Publ., Pacific Factor 
Metal Age, Pac. Road Bldr. & Engineer 
ing Review, 580 Market St., San Fran- 
cisco 4 

*FORESTER. Don, Vice Pres., King Publi- 
cations, 503 Market St., San Francisco 5 

HENNING, FREDERICK H., Adv. and Sls 
Pro. Mer., Western Asbestos Co., 675 
Townsend St., San Francisco 3. 


*&xJoLy, Davin C. 

*KING, ArTHUR F., Pres., King Publica- 
tions, 503 Market St., San Francisco 5. 

MaTHY, ERNeEsT L., Vice Pres., Victor 
Equipment Co., 844 Folsom St., San 
Francisco 7. 

*McDoNnaLp, Roy M., 
Donald & Co., 564 
Francisco 4, 

McNutt, GeEorGE C., Botsford, Constan- 
tine & Gardner, 350 Russ Bidg., San 
Francisco 4. 

*Murpock, OsGoop, Publ., Implement Rec- 
ord, 1355 Market St., San Francisco 3 

% NOLAN, NORBERT N. 

*OPPENHEIM, RAMSEY S., Gen. Megr., 
Western Advertising, 564 Market St.., 
San Francisco 4. 

*OTTERSON, JOHN W., Dist. Megr., Mc- 
Graw-Hill Publ. Co., Inc., 68 Post St., 
San Francisco 4. 

REINHARDT, R. T., W. Coast Ed., Iron 
Age; Ed., Implement Record, Room 675, 
1355 Market St., San Francisco 3. 

* Rice, Pau. H. 

Sawin, Herpert A., Sales Eng., Yuba 
Mfg. Co., 351 California St., San Fran- 
cisco 4. 

ScHULER, H. S., Appl. Data Mer., West- 
inghouse Elec. & Mfg. Co., 1 Montgom- 
ery St., San Francisco 4. 

*Scott, DUNCAN A., Pub. Rep., Duncan A 
Scott & Co., 220 Montgomery St., San 
Francisco 4, 

WANK, MELVILLE E., Wank and Wank, 
580 Market St., San Francisco 4. 

WEBSTER, Miss MILDRED R., Secy.-Treas., 
Spencer W. Curtiss, Inc., Mills Tower, 
San Francisco 4 

Wipe, W. H., No. Calif. Mgr., The Mc- 
Carty Co., 116. New Montgomery &t., 
San Francisco 5. 

WituiaMs, R. C., Asst. to V. P.-Sales, 
King Publications, 503 Market St., San 
Francisco 5. 

Woop, CALVIN D., Calvin D. Wood Adv., 
617 Montgomery St., San Francisco 17. 


19. 


LOS ANGELES CHAPTER 


Industrial Advertising Association of 
Southern California 


Pres. Roy M. Mc- 
Market St., San 


Salesman, Roy M. 
Venice Blvd., 


*ALAND, ROBERT W., 
McDonald & Co., 1323 
Los Angeles. 


*Associate Member. *In Military Service. 
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ARNOLD, JERROLD, Paul Neuman, 637 5S. 
Spring St., Los Angeles. 

ARNOLD, Rupert, Owner, Rupert Arnold 
Ady Agency, 610 3S. Broadway, Los 
Angeles. 

AYER, ELMER W., Owner, Elmer W 
Ayer, Adv. Agency, 832 N. Seward St., 
Hollywood 1. 

*BapGLey, J. E., Pub. Rep., King Publica- 
tions, 3835 Wilshire Blvd., Los Angeles 
BELDING, Dox, Chmn. of Board, Foote, 
Cone & Belding, Edison Bldg., Los 
Angeles 13. 

BooKER, me. Pres., Booker-Cooper, 
Inc., 1235 W. 6th St., Los Angeles 14. 
BoTHWELL, Murray, Owner, Nourse As- 
sociates, 412 W. 6th St., Los Angeles 14. 

*Bow.Ler, JOHN D., Adv. Mgr., Southwest 
Builder & Contractor, Box 3217 Termi- 
nal Annex, Los Angeles 12. 

*BRAND, Epwarp I., Partner, Brand & 
Brand, Pub. Rep., 1052 W. 6th St., Los 
Angeles 14 

*BROWNE, Davis E., Asst. Adv. Mer., 
California Gil World, 117 W. 9th St, 
Los Angeles 15. 

*CARROLL, LESLIE M., Adv. Mgr., Western 
Flying, 332 S. Swall Drive, Los Angeles 
36. 

*CHAPPELL, Loyp B., Owner, Loyd B. 
Chappell, 427 W. Fifth St., Los Angeles 
13. 


*CHRISTIAN, Byrp, Rep., Loyd B. Chap- 
pell, 427 W. Fifth St., Los Angeles 13. 
*CLAXTON, LESLIE E., Sales Mer., Kellow- 
Brown Co., 428 Boyd St., Los Angeles 





*CrosBy, STEPHEN T., Adv. Mgr., Wall St 
Journal, 108 W. Sixth St., Los Angeles 
14, 

*Curts, JAY W., West. Coast Mer., Gulf 
Publ. Co., 5905 Pacific Blvd., Hunting- 
ton Park, Calif. 

*DEIBLER, ROBERT, Owner, Robert H. Deib- 
ler & Asso., 403 W. Eighth St., Los An- 
xeles 14, 

*DILLENBECK, ARTHUR D., Jr., V. P., Dun- 
can A. Scott & Co., 408 Pershing Square 
Bldg., Los Angeles 13. 

Doue.as, R. L., Owner, R. L. Douglas & 
Assoc., 756 S. Broadway, Los Angeles 
14. 

DUNKLE, WitutIAM A., Knollin Adv. 
Agency, 530 W. 6th St., Los Angeles 14. 
EASTMAN, SAMUEL C., Partner, Dozier- 
Graham-Eastman, 1206 Maple Ave., 
Los Angeles 15. 

EBBBERTS, D. M., Partner, Stellar-Miller- 
Ebberts, 112 W. 9th St., Los Angeles 15. 
FaGAN, O. K., Owner, O. K. Fagan Adv. 
Agency, 530 W. Sixth St., Los Angeles 
14, 


Faust, CuirForp A., Adv. Megr., The 
Plomb Tool Co., 2209 Santa Ave., Los 
Angeles 54. 

FENWICK, Davip R., Dunn-Fenwick, 4015 
Wilshire Blivd., Los Angeles. 

*Fisier, J. V., Mer. LA office, R. J. Birch 
& Co., 607 S. Hill St., Los Angeles 14. 
*FuLLER, F. J., West Coast Mgr., Penton 
Publ. Co., 130 N. New Hampshire Ave., 

Los Angeles 4. 

*GALLOWAY, JAMES C., West Coast Rep., 
Aeronautical Digest Publishing Co., 816 
W. Fifth St., Los Angeles 13. 

*GILLMAN, CHARLES A., Pub. Rep., Ziff- 
Davis Pub. Co., 815 S. Hill St., Los 
Angeles 14, 

*GoBLE, WAYNE, Pub., Dealer News, 1700 
W. Eighth St., Los Angeles 14. 

Gowans, M. L., Acct. Exec., Darwin H. 
Clark. Advertising, 541 S. Spring St., 
Los Angeles 13. 

*Gray, EarRLe A., Co-Partner, Earle Gray 
Bookbinding Co., 1220 Maple St., Los 
Angeles 15. 

Gray, Frank W., V. P. in Charge Adv., 
Mission Dry Corp., 5001 S. Soto St., Los 
Angeles 11. 

HALPERIN, EpwarpD R., Pres., Advertising 
Engineers Corp., 448 S. Hill St., Los 
Angeles 13. 

*HANSON, DONALD O., Pub. Rep., McGraw- 
Hill Pub. Co., 621 S. Hope St., Los An- 
geles 14. 

*HARKER, RALPH W., Mer., L.A. office, 

’. Harker & J. A. Townsend, 606 5S. 
Hill St., Los Angeles 14. 

Hauser, Scotr M., Adv. Mer., Drayer- 

Hanson, 767 E. Pico Blvd., Los Angeles 


Haws, R. Catvert, Adv. Mer., Western 
Precipitation Corp., 1016 W. Ninth St., 
Los Angeles 15. 
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*Hoac, Ropert B., Adv Rep., Duncan A 
scott & Co., 408 Pershing Sq. Bidg., Los 
Angeles 13 

*Hopees, Jack O., Pub. Rs p., 479 S. Holt 
Ave., Los Angeles 36. 
HOLLAND, H. GLENN, Partner, 
Holland, 412 W 


reles 14 


Hou! ISTER, CLAY H., Jr., Partner, Hollis- 

ter & Evans, Security Bide... 510 8S 
“pring St., Los Angeles 13. 

Howarp Harry, Adv. & Sis., Pro. Mer 
Salsbury Motors, Inc., 4464 District 
Bivd., Los Angeles 11. 

*Husper, Louis J.. Co-Partner, Acme En- 
graving Co., 1220 Maple Ave.. Los 
Angeles 1 
Hunt, R 


36. 


todley & 
Sixth St., Los An- 


D., 522 S. Fuller, Los Angeles 


IRWIN HOwWAI M Sis. & Adv Mer 
Sound E ipment Corp. of Calif., 3903 
San Fernando Road, Glendale 4 

JENKINS, M. P., Acct. Exec.. 


Dana Jones 


Co., 756 8S. Broadway, Los Angeles 14 
*JeweTr, Harry L Adv. Dir., C. A. Page 
, Co., Financial Center Bldg., 704 


Ss. Spring St Los Angeles 14 
*JOHNSON, WALTER S., Western Adv. Mer 
World Petroleum & Diesel Progress 41 } 
W. Sixth St., Los Angeles 14 _ 
JONES, CROFTON, Exec., Dana Jones Co. 
(96 S. Broadway, Los Angeles 14. : 
“mat. ~ RAYMOND, Pac. Coast Mer The 
ron Age, 2420 Cheremoys ren, 
Angeles 28. ea Te 
KEL! GG E Ss Public Rel., West-Mar- 
quis Co., 510 W. 6th St., Los Angeles l4 
Henry H 
Los An- 


Kaus, Et WIN H Acct. Exec 
Sterling, In -412 W. 7th St 
geles 5. ; 

KLITTEN, MARTIN R., Partner KI! 
ot iN, Be PIN fX., ‘ riner, Kliitten & 
Thomas, 2614 W. 9th St., Los Angeles 6. 

“eae A zs Vice Pres.. Associated 
Acvertising Agency, 1151 S. Bro fay 
py i Sy roadway, 

LINDBERG, W. H., Ady. 
Jorgensen Steel Co., 
St.. Los Angeles 54. 

LINDEKE, Bruce, Acct Exec., Ady. 


Mer., Earle M 
10510 S. Alameda 


Man- 
agement Service, 4990 Melros ' 
Los Angeles 27. felros Ave., 

*LINDLEY, KENNETH E., Adv. Mer.. Dealer 


News, 1700 W 
greles 14 

*LOUNDAGIN, N. F., Pac. Coast 
Veweweek, 609 S. Grand 


Eighth St., Los An- 


Mer., 
Los Angeles 


MacDoNaLp TYLE! 4 ’ 


O’Donnell Ady Inc 
Los Angeles 13 


Exec., Hixon- 
Richfield Bide... 


Mack, Don Adv. & Sis Wel 
ise & Fixture Co.. Rox 
Annex Los Angeles 54 

Ma: , WENTWORTH, The M Carty Co 

06 S. Maple Avs Los Angeles 15. 

*MAXFIELD, Ww T., Esquire Im 
Hill St.. Los Angeles 12. 

Mars, RopericrK A., Partner, Mays & 


Bennett Ady Agency, 412 W. Si 
y, 412 Ss 
Los Angeles 14 ro ee es 


er Show- 
-O18 Terminal 


448 S 


*MILLS, WritiaM F.. Dist. Mer., Fellom 


Py lishing > ed Ww = ° 
Angeles 14 laste \ ith St., Los 


*MONTGOMERY Miss GENe. Adv Mer 


Fy pment & Material 4 

q < late vs Reporter 
W. 4th St., Los Angeles 12." —— 
Mic ‘ . Al BEI _@ W Partner, Moore & 
Scha 0 ©. Grand Ave., Los An- 


geles 15 


= PHY DONALD, Chief Acct. Fx 
mudley'L. Logan’ Adv. 4438 Hine.” 
Los Angeles 12 » #48 'S. Hill St., 
*MURRAY, Frep C.. Pyb Rep.. Domestic 
Engineer ne Publ! itions 18 »'9 N weawies 
Road, Sout} Pasadena. ars 
OGAN, Grorce F., Willard G. Gregory & 
Co 3% S. Hope St., Los Angeles 14 
oman. Ricuarp F., Sales Mer., West- 
ern Precipitation Corp 016 - Nin 
St., Los Angeles 18°" 192% W- Ninth 
*PRARSON, Forres «> Pacific Coast Mer 
Conover-Mast Cort is s Til) Rm 
og ge P. 14 $ Hill, Rn 
“aman, Ror N., Dist. Mer., McGraw- 
i *ubl. Co., Inec., 621 So. ‘Ss 
Los Angeles 14 on ; Hope St., 
*Pucn, M. D., W. Coast Mer., Diesel Pub- 
ications, In 35 S. Raymond Ave 
Pasadena oe 
*QUENNELL, R., Sales Pro.. 
& Towne, 242 
Angeles 12 
*REILLY WaALter S Pres., Simpson 
~ ly Ltd 1022 Garfield Bidg., Los 


; Biake, Moffett 
S. Los Angeles St., Los 
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*Rice, Geo. III, Gen. Megr., Geo. Rice & 
Sons, 320 Crocker St., Los Angeles 13. 
RioRDAN, JOHN E., Riordan & Messler 
Ad\ Agency, 816 W. 5bth St, Los 
Angeles 13. 

Roperts, Lee, Jordan & LoBuono Adv., 
2328 W. 7th St., Los Angeles. 

ALEX T., Adv. 
Whittier. 

*Roop, Everett A., Owner, Rood Asso- 
ciates, 726 State St., Santa Barbara. 
Rorick, Harry_S., Adv. Mgr., Turco 
Products Co., Inc., 6135 Central Ave., 
Los Angeles 54. 

*ScHELL, Harry M., Rep., Thomas Publ. 
Co., 823 Rivers Strong Bidg., Los An- 
geles 15. 

SCHILLING, A X., Publicity Supvr., 
Southern California Edison Co., 451 S. 
B ston St., Los Angeles 13. 

SCHMIDT, ALLEN W., Sls. Pro. Mgar., 
Kelity Products, Inc., 909 E. 60th St., 
Los Angeles 1. 

Scuo.its, Wa. G., Owner, Wm. G. Scholts 
Adv. Service, 1201 W. Fourth St., Los 
Angeles 13. 

SHaw, JoHn B., Owner, The Shaw Co., 
816 W. 5th St., Los Angeles 13. 
SPRUANCE, J. C., Vice Pres., John EL 
Riordan Co., MetroBox 6450, Los An- 
geles 55. 

*STARBUCK, Jor, Prop Starbuck Art 
Service, 406 S. Main Si., Los Angeles 


Mer., The 


ROBINSON, 
Stoody Co., 


STERLING, Henry J., Pres., Henry H. 
Sterling, Inc., 2412 W. Tth St., Los 
Angeles 5 


STrRoMBERGER, T. L., Acct. Exec., West- 
Marquis, Inc., 510 W. Sixth St. Los 
Angeles 14 

*TAGGART, Eart L., Sls. Dept., McGraw- 
Hill Publ. Co., Inc., 621 S. Hope St., 
Los Angeles 14 

Tears, W. M., Sis. Mer., Hartwell Engi- 
neering C 3417 Crenshaw Blvd., Los 
Angeles 16. 

*TINKHAM, J. Howarp, Calif. Rep., The 
Oil &€ Gas Journal, 1406 S. Grand Ave., 
Los Angeles 15. 

*WaGNER, C. B., Asst. Gen. Mer., Sweet's 
Catalog Ser e-F, W Dodge Corp., 816 
W. 5th St., Los Angeles 13. 

*WALKER, Ropert W., Partner, Walker & 
Minton, 403 W. 8th St., Los Angeles 14. 

*WETTSTEIN, R. PAYNE, Owner, R. Wett- 
stein Pub. Rep., 816 W. 5th St., Los 
Angeles 13 

WHEELER, LEONARD, Dir., Pacific De- 
signers, 1205 Brack Shops, 527 We 
Seventh St., Los Angeles 14 

*WiLper, JoHN P., Slis., Duncan A. Scott 
& Co., 408 Pershing Sq. Blidg., Los 
Angeles 13 

*WIPPERMAN, R. C., Pub. Rep., Petroleum 
Engineer, Rm. 1213, 1220 S. Maple Ave., 
Los Angeles 

Wotre, GEo. M., Jr., Little & Co., 3757 
Wilshire Blvd., Los Angeles 5. 

Younc, M. M., Owner, M. M. Young 
Adv.-Affiliate Institute of Product Re- 
search, 448 S. Hill St., Los Angeles 13 

YOUNGBLOoD, H E., Acct Exec., The 
McCarty Co., 1206 Maple Ave., Los 
Angeles 15. 

*ZIMMERMAN, CLARENCE A W. Coast 
Rep., The Canterbury Press, 227 Spencer 
St., Glendale 2 





20. 


WESTERN NEW ENGLAND 
CHAPTER 


Industrial Advertising and Marketing 
Council 


ROBERT, Adv Mer., Whitney 
Chain & Mfze. Co., Hartford, Conn. 
Becker, Mrs. Beatrice L., Adv. Mer., 
Chapman Valve Mfg. Co., 203 Hamp- 
shire St., Indian Orchard, Mass. 
BECKWITH, CARLETON B., Adv. Mer., 
New Departure Division, General Mo- 
tors Corp., Bristol, Conn. 

B , CHANNING L Partner, Channing 
L. Bete Cx Greenfield, Mass. 

BIDWELL, Ray W., Sales Pro. Mer., The 
Allen Manufacturing Co., 133 Sheldon 
St., Hartford 1, Conn. 


ATKINS, 


*Associate Member. *#In Military Servi 


INDUSTRIAL MARKETING, November, !94 


BincHaM, L. M., Dir. of Development,™ Po 
Manufacturers Asso. of Connecticut,§ C 
436 Capitol Ave., Hartford 6, Conn, te 
Bostrom, C. W., Jr., Adv. Mgr., Edwards fPr 
& Co., Inc., Connecticut Ave., Norwalk,§ H 


Conn. Qu 
BucKWELL, Donatp E., Stanley Works § F 
New Britain, Conn. RE 


Butuarp, R. C., Adv. Mgr., Bullard Co,§ § 
286 Canfield Ave., Bridgeport 2, Conn §,p, 


Burt. DonaLp O., The Cuno Engr. Cory 2 
S. Vine St., Meriden, Conn. Ri 
Busk, T. V., Adv. Mgr., Farrel-Birming.§ C 
ham Co., Inc., 25 Main St., Ansonia, di 
Conn. Ri 


CAHALIN, J. HaRoLp, Vice Pres., du Pont Pp 
& Cahalin, Inc., 37 Bliss Rd., Long- Ri 


meadow, Mass. E 
®Cain, WiLLIAM, P. O. Box 1073, Darien p 
Conn. Sa 


CHAPMAN, D. V., V. P. & Treas., The ) 
Abbott Ball Co., Hartford 10, Conr ( 
CreacH, E. V., Adv. & S&S. P. Mer., C 
American Chain & Cable Co., Inc, d 
Bridgeport 2, Conn. F 

, 


t 


DANIELS, FreD R., Pub. Mer., Water. 
bury-Farrel Foundry & Mach, Co., 4539 §: 
Bank St., Waterbury 86, Conn. D 
DorEMUS, ANDREW, Supvr. Const. Matl §¥S: 
Adv., General Electric Co., Boston Ave, Ber; 


sridgeport, Conn. 4 
EMERSON, Frep, V. P. & Sales Mer., § ey; 


Spartan Saw "Works, Inc., 152 Fisk n 
Ave., Springfield 7, Mass. < 
*FILLMORE, GRANVILLE M., East. Mer.,§ 1, 
Gardner Publications, Inc., 342 Madi- ) 


son Ave., New York 17. ~ 
FIsHER, CALVIN, JR., Adv. Mer., North & 
Judd Mfze. Co., New Britain, Conn. ( 


FuLetcHer, G. M., Adv. Mgr., The Stan- 8 ew 
ley Works, 195 Lake St., New Britain I 


Conn. ( 
Fournier. D. R., Adv. Pro. Mer., Nast Ww 
Engineering C« Wilson Ave., Soul } 


Norwalk, Conn. 


GALLAGHER, Joun, Acct. Exec., Wilson, § w 


Haight & Welch, Inc., 410 Asylum &t ( 
Hartford, Conn Ty 
GraHaM, Hvuou H., V. P.. Charles Bru- ( 
nelle Co., 15 Lewis St., Hartford 3. | 
































*xHayiLon, W. D. 
Heery. Epwarp M., Adv. 





Mer., Rock- 


bestos Products Corp., 285 Nicoll 8t ( 
New Haven 4, Conn. *v 

HeELBIG, RayMonp C., Adv. Mgr., Green- @ y 
field Tap & Die Corp., Sanderson 5st ' 
Greenfield, Mass. v 

*HorrMAN, WARREN E., N. E. Rep., Hitec! 
cock Pub. Co., P. O. Box 15, Portlar 
Conn, 

Hvuen, Ratpu J., Sls. Mer., United Cine- 
phone Corp., 65 New Litchfield St 
Torrington, Conn 

Jackson, A. J., Adv. Mgr., The Whit- 
lock Mfg. Co., Hartford 1, Mass. 

Jouns, SnHerry, Adv. Mer., Baldw n 
Duckworth Div. of Chain Belt Co., 
Plainfield St., Springfield 2, Mass 

Jones, Mrs. Jessica M., Ed. Wiremold 
Outlet, Wiremold Co., Elmwood P. 0. A 
Hartford 10, Conn. ‘iad 

° s AL, Dist. Mer., Electrical Equi | 

—_ mt,’ 60 BE. 42nd St., New York 17. A 


*KREUTZBERG, EMIL W., East. Mer., Steel, 
16 E. 43rd St., New York 1%. 

LANDON, Rospert J., Adv. Mer., Also} 
Engineering Corp., Milldale, Conn 
LEAVY, BERNARD, Adv. Maer., Sponge Fuub- 
ber Products, Shelton, Conn. 

Lipps, R. C., Trumbull Elec. Co., Plain- 
ville, Conn. 

LONERGAN, GEorGE P., Sales Pro. Mer., 
The Bristol Co., Waterbury 91, Conn. 

J 2ocER T., Adv. Mer., Torring- 

—~,," Co., Franklin St., Torringto2, 
Conn. 

MacDonAtp, THEODORE, Adv 
M. B. Mfg. Co., Ine., 1060 State 
New Haven 11, Conn 

MALVEY, Epwarp J., Chg. Adv., Chase 
’ Brass "& Copper Co., 236 Grand 5&t. 
Waterbury 91, Conn 

° RK, Emit H., Asst. Acc. Exec., Miche 
oy Inc., 2 Park Ave., New rk 
16, N. ¥ 

Mason, W. R., Acct. Exec., Wm. B. Re 
ington, Inc., 196 Worthington >t 
Springfield 3, Mass 

Morris, A. M., Gen. Mer., Mill Supplies 
330 W. 42nd St., New York 18. 


Mer., The 


Par 


Mount, taLPH D., Adv. & Asst. Sales 
Mer.. The Bossick Co., 38 Austin » 


9 


Bridgeport 2, Conn 
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, North & 
Conn, 

The Stan- 
vy Britain 


gr., Nasi 
e., Sout 
Wilson 


‘ylum St 


rles Bru- 
rd 3. 


powers, E. C., Adv. Megr., Waterbury 
Companies, Inc., Ag36 S. High St., Wa- 
terbury, Conn. 

‘PRELLE, F. W., 2 Sunnydale Rd., West 


Conn. 

FRANCIS L., Adv. & Publicity, 
Fafnir Bearing Co., New Britain, Conn. 
Reep, JOHN E., Adv. Megr., The H. B. 
Smith Co., Inc., Westfield, Mass. 


Hartford, 
QUINL AN, 


*RICHAR . Ray, Rep., Conover-Mast Co., 
205 E. 42nd St., New York 17. 

RIcK ARD Cc. H., Partner, Horton-Noyes 
(% ,00 Trust Bldg., Provi- 


“2 


Industrial 
dence o, . L. 


Riccs, H. E., Sls. Mer. Strathmore 
Paper Co., West Springfield, Mass, 
ROBSTHAM, EpWaRD W., Exec. Partner, 


Edward W. Robstham & Co., 74 Union 


Place, Hartford 3, Conn. 
SATALINE, ANDREW J., Sls. Pro. & Adv. 
Mer., Corbin Cabinet Lock Div Cor. 


Orchard & Park Sts., New Britain, 
Conn. 
SMITH, E. Barrie, Adv. Mer., Veeder- 
Root, Inc., 28 Sargeant St., Hartford 
2, Conn. 
SMITH, RussELL H., East. Mer., Machine 
Design, 16 E. 43rd St., New York 17. 
#SNOW, GALEN. 


‘THAYER, H. E., N. E. Mer., Mill Supplies, 


49 Park Place, Meriden, Conn. 

‘THAYER, ROBERT E., Vice Pres., Sim- 
mons- Boardman_ Publ. Corp., 30 Church 
St., New York 7. 

THORNTON, G. K., Adv. Mer Scoville 
Mfg. Co., Waterbury, Conn 

TucKer, A. W., Secy. & Sales Mer., 
Henry G. Thompson & Son Co., 277 
Chapel St., New Haven 5, Conn. 
"WARREN, DwiGuTt C., N. E. Mer., The 


Iron Age, P. O. Box 81, Hartford 1, 
Conn. 

WATSON, ALLAN A., Gen. Mer., Trumbull 
Electri Mfg. Co., Section Ave., Nor- 
wood, Ohio. 

WaTsON, LELAND, Sls. Mer., Paramount 
Oilless Bre. Co., Worcester, Mass. 
‘WEATHERBY, FreD S., N. E. Mer., Me- 
Graw-Hill Publishing Co., 1427 Statler 


Bldg., Boston 16. 


fETZEL, R., V. P. & Sls. Mer.. Charles 
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*WILson, L. BarRTOoN, III. 
Wootton, Miss EpituH, Adv. Mer., 
mold Co., Hartford 10, Conn 
WriGut, Greorce B., Publicity 
Engineering Co., 42 
Norwalk, Conn 


Pease Ave., Middletown, 


Wire- 


Mer., Nash 
Naiad St., South 
21. 


ROCKFORD CHAPTER 
Rockford Industrial Marketers 


ANDERSEN, LEE, Asst. Adv. Mer. Na- 
tional Lock Co., 1902 Seventh St., Rock- 
ford. 

ANDREWS, JOHN C., Sls. Mer., Aircraft 
Standard Parts Co., Inc., 1711 Nine- 
teenth Ave., Rockford, Il. 

Beate, Maurice S., Sis.. The Turner 


Brass Works, Sycamore. III. 

Boston, WILLIAM, Ebaloy, Inc., P. O. 
Box 596, Rockford, III. 

Branp, A. B., Acct. Exec., Cummings, 
Br ‘and, McPherson Advertising Agency, 
716 Gas-Electric Bldg., Rockford, Il. 


BRiGHTuP, Roscoe E., Adv. Mer., Green- 


ne Bros. & Co., 2136 12th St., Rockford, 
BRUBAKER, DoN H., Asst. Adv. Mer., 
Micro-Switch Corp., 11 W. Spring St., 


Freeport, Il. 


CHRISTIANSON, G. L., Sales Mer., Rock- 
ford Clutch Div., 1301 18th Ave., Rock- 
ford, Ill. 

Coins, WILLIAM P., Partner, Hollings- 


Worth & Collins, 903 Talcott Blidg., 
Ro kford, Til 

Cratry, Roy F., Adv. Mer., Greenlee 
Bros. & Co., 2136 12th St., Rockford. . 


CrossMAN, M. R., Vice Pres., Cramer- 
Krasselt Co., 733 N. Van Buren St., 
Milwaukee 2, Wis. 


"De! N, Ray, McGraw-Hill Pub. Co., Inc., 
220 N. Michigan Ave., Chicago 11. 
Eastman, E. V., Adv. Mer., W. & 
John Barnes Co., 301 S. Water St. 


Rockford, Il. 


INDUSTRIAL MARKETING, November, 


Epwarps, Cy, Geo. D. Roper Corp., 
Blackhawk Park Av., Rockford, IIl. 

ENGSTROM, FOLKE, Sls. Pro. Mgr., Amer- 
ican Cabinet Hardware Corp., 416 S. 
Main St., Rockford, Ill. 

FROEB, PAUL F., Adv. Mer., Ideal Indus- 
tries, Inc., Sycamore, IIl. 

GALLOWAY, WENDELL C., 214 Rockford 
News Tower, Rockford, III. 

GASSMAN, I. P., Sls. Mer., Arcade Mfg. 
Div. tockwell Mfg. Co., 1212 E. Shaw- 
nee St., Freeport, Ill. 

HaGcstrom, W., Adv. Mer., Mattison Ma- 
chine Works, 545 Blackhawk Park 
Ave., Rockford, III. 


HOLLINGSWoRTH, E. R., Partner, Hol- 
lingsworth & Collins, 903 Talcott Bldg., 
Rockford, Ill. 


Hott, Georce R., Acct. Exec., Scott- 
Telander Adv. Agency, 411 E. Mason 
St., Milwaukee, Wis. 

*HooLte, JOHN, West. Mer., Automotive 
and Aviation Industries, 360 N. Michi- 


gan Ave., Chicago 1. 
JOHNSON, CLYpDE C., Asst. Adv. Mgr., Na- 


tional Lock Co., 1902 7th St., Rockford, 
Iil. 

JoHNsON, H. M., Adv. Mer., National 
— Co., 1902 Seventh St., Rockford, 
ll. 

KANE, GEeorGE L., Acct. Exec., Howard 
Monk & Associates, 5th Floor, Brown 


sldg., Rockford, Il. 
KJELLSTROM, J. M., Adv. Mer., Sund- 
strand Machine Tool Co., 2531 11th St., 
Rockford, Il. 


KLINT, RAGNAR E., Sales Mer., Ny-Lint 
Tool & Mfg. Co., 1823 16th Ave., Rock- 
ford, ‘Ill. 

KRuSE, EARL H., Acct. Exec., Howard 
Monk & Associates, 500 Brown Bldg., 
tockford,. Ill. 

LARSON, WALTER G., Adv. Mer., Elco 
Tool & Screw Corp., 1800 Broadway, 
Rockford, Il. 

*LeESHER, IRVING, JR Rep., Production 
Engineering and Management, 100 N. 
La Salle St., Chicago 2 
Markuson, G. A., Sales Mer., John 8S. 
Barnes Corp., 301 S. Water St., Rock- 


ford, Ill. 
McCLENEGHAN, BErt W.. Sales Engineer, 
John S. Barnes Corp., 301 S. Water St., 
Rockford, Il. 
McCLENEGHAN, 
garnes Co., 301 S. 
Til. 
McPHERSON, 
Cummings, 


FreD, Adv. Megr., John S. 
Water St., Rockford, 


Exec., 
Gas- 


JAMES R., Acct. 
Brand & McPherson, 
Electric Bldg., Rockford, Il. 
MECHLING, LLoyp L., Adv. & Sales Dir., 
Whitney Metal Tool Co., 110 Forbes St., 
Rockford, Ill. 
Monk, Howarp H., 
Monk & Associates, 
ford, Ill. 
PiTscHE, W. A., 
626 Garfield Ave., 
ScHULTE, W. B., Pres., 


Howard H. 
Rock- 


Agency, 
Brown Bldg., 


Midwest Adv. 
Rockford, Ill. 
Micro Switch Div. 


Agency, 


of First Industrial Corp., 11 W. Spring 
St., Freeport, Il. 
WALBERG, B. M., Acct. Exec., Cramer- 


> 


Krasselt Co., 733 N. 
Milwaukee 2, Wis. 


22. 
MINNESOTA CHAPTER 
Twin City Industrial Advertisers 


Van Buren St., 


*ANDERSON, GoRDON L., Mer., Improve- 


ment Bulletin, 1022 Lumber Exchange 
Bldg., Minneapolis 1. 

3o00Ts, KENNETH F., Adv. Mer., Conti- 
nental Farm Machine Co., 451 Wilson 
St., N. E., Minneapolis 13. 

Borpeav, S. P., Adv. Mg 


Peo Electric a 
chinery Mfg. Co., 821 2nd Ave., S. 
Minneapolis 14. 
BuRBANK, RicHarp H., 
Melamed-Hobbs, Inc., 
Bldg., Minneapolis 1. 
CANFIELD, Norwoop N., Adv. Mgr., Smith 
Welding Equipment Corp., 2619-33 
Fourth St., S. E., Minneapolis 14. 


Exec., 
Hodgson 


Acct. 
1100 





Cotte, ALFRED, Alfred Colle Co., 510 
N. Y. Life Bldg., Minneapolis 2. 

*CouLTerR, W. T., Vice Pres., Bruce Pub- 
lishing Co., 2642 University Ave., St. 
Paul 4, Minn. 

*Associate Member. *In Military Service. 


1946 


DANIELSON, G. H., Sls. Mer., O'Neil- 
Irwin Mfg. Co., 316 Eighth Ave., 5., 
Minneapolis 15 

*Dawkins, K. 

ELuertson, O. J., Adv. Mer., Pioneer 


Engineering Works, 1515 Central Ave., 
Minneapolis 13. 

Fietcuer, 8S. A., Adv. & Sls. Pro. Mgr., 
Gray Co., Inc., 60 1lth Ave., N. E., 
Minneapolis 13. 

FouLkr, Roperr W., Owner, Foulke 
Agency, 505 Pence Bidg., Minneapolis 3. 
Hatcu, TAtsor C., Talbot Hatch Agency, 
Francis Drake Hotel, Minneapolis 2. 
Hitt, Harvey J., Adv. Mer., Rodgers 
Hydraulic, Inc., 7401 Walker Ave, 
Minneapolis 16. 


HoGNANDER, ORVILLE C., V.P. Mer., 


St., 


& Sis. 


G. H. Tennant Co., 2530 N. 2nd 
Minneapolis 11 

HotmGreN, E. T., Melamed-Hobbs, Inc., 
First National Bank Bldg., St. Paul 1. 


KNOWLES, D. D., Independent Press, 419 
S. 3rd St., Minneapolis. 


Lewis, Apprson, Owner, Addison Lewis 
& Associates, 1414 Foshay Tower, 


Minneapolis 2. 


LINDLEY, KEN, Acct. Exec. Melamed- 
Hobbs, Inc., 1100 Hodgson Blidg., Min- 
neapolis. 

Lonpon, S. S., Adv. Megr., U. S. Thermo 
Control Co., 44 S. 12th St., Minneapolis. 
MaTcHAN, Eb, Dist. Mer., The Heinn 
Co., 1024 Plymouth Bidg., Minneapolis 
Moossprvacer, C. O., Adv. Mgr., Minne- 


Co., 90 Fauquier 


sota Mining & Mfg. 

St., St. Paul. 

OuMstTEeD, Warp H., Partner, Olmsted & 
Foley, 1200 Second Ave., S., Minne- 


apolis 4. 


Osporn, S. A., Adv. Mear., Economics 
Laboratory, Inc., 914 Guardian Bldg., 
St. Paul 1 
Pearce, Hav, Adv. Mer., W. S. Nott Co., 
200 N. Third St., Minneapolis 1. 
Renpock, Wm. F., Sales Mar., Foley 
Mfe. Co., 30 N. E. Second St, Minne- 
apolis 13. ‘ 

WN dv. Mer., Weyerhaeuser 
soy Mirat National Bank Bidg., 
St. Paul 1. 

IN 5. 7, Owner, E._W. Sann & 
—— ¢ 402 Plymouth Bldg., Minne- 
apolis 2. 

SMALLWoop, Roy H., Sls. Pro. Mer., 
American Hoist & Derrick Co., 63 5. 


Robert St., St. Paul 1. 


SmitH, WriiiaM A., Adv. Mer., National 
Battery Co., National Bank Bldg., St. 
Paul 1. 

*Srerpins, R. G., Publ., Northwest Con- 


tractor & Engineer, 89 S. Tenth St, 


Minneapolis 2. 


OLIVER E., Mason & 


STEELE, Partner, 


Steele Co., Adv., 804 Thorpe Bidg., 
Minneapolis 2. 
Utricu, Lester J., Asst. S. Pro. Mgr., 


Minneapolis- Moline Pr. Implement Co., 


Minneapolis 1. 
WALKER, 

Walker 

apolis 1. 


C., Pres., Harold C. 


HAROLD ‘ 
Palace Bldg., Minne- 


Adv., $29 


Rel., Wm. H. 
Ave., 


Pub. 


WILuIAMs, ROBERT, _R ; 
2331 University 


Ziegler Co., Inc., 
Minneapolis 14. 


23. 
BALTIMORE CHAPTER 
Maryland Industrial Marketers 


Apsey, J. F., JR., 


Adv. Mer., Black & 
Decker Mfg. Co., a 


Towson 4, Md 


BarLtey, B. Brapiey, Dir. Pub. Rel. & 
Adv., Davison Chemical Corp., 20 Hop- 
kins Pl., Baltimore 3. 

*BaKER, H. V., Pres., Publicity Engrav- 
ers, Inc., 9 E. Lexington St., Balti- 
more 2. 


Joun L., Curtis Publ. Co., 
6th & Walnut Sts., Philadelphia, Pa 
BucHANAN, C. M., Acct. Van Sant 
Dugdale & Co., Inc., Bldg., 
Baltimore. 


Cann, Louis F., 
413 N. Charles St., 


*BruMMETT, 


Exec., 
Court Sq. 


Pres., Cahn-Miller, Inc., 
Baltimore 1. 
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CoLLINS, CHARLES, Sls. & Adv Mer., 
Gerotor May ’ » Box 86, Bal- 
timore 

CoTswoOrRTH, < > J r Mer., Rustless 
Iron & Steel iN The American Roll- 
nz Mill Co ; >. Chase St Balti 
more 13 

Denton, L 
Bureau, 171 
more 2 


Baltimore Convention 
O'Sullivan Bidg., Balti- 


Anchor 
Ave 


HENRY , ‘ice Pres., Van Sant, 
Dugdale ¢ nc., Court Square Bld 
Baltimore 

*FRENCH I Mer Manuf ac 
) Market Place, Bal 


‘THUR H., Adv. Mer., Pitts- 


iss Co., Brush Div 


Baltimore ’ 


*(GRAAM I s G., Adv Rep Purchas 
ing. 205 E nd St., New York 17 

GRASTY, I Adv. & Pub Rel. Mer 
Crowr! al Cr Eastern A\ 
& Kressor t I } 

Jerrries, JOHN Exec. V. P., Swindell 
Bros., Inc., Bayard & Russell Sts., Bal 
timore 3vU 

Je 8s, H. A w, Western Electri 
°500 Broening Highwa Baltimore 24 

Katz, Josern, Pres., The Joseph Katz 
Co., 8 Sout St., Baltimore 2. 

LPH, Sr., Acct. Exec., Courtland 
301 In (05 N. Charles St 


i ’ AY | | a> 3 QP Aast 

Pres., Gathmann Engineering Co 
$248, Catonsville, Baltimore 28 

*LANDAUER, MAURICE, Partner, Harriso: 
Landauer, 3 N. Charles St., Balt 
more |! 

LYNN, H KAY, Adv Mer., Locke In 
sulator Co., Charles & Cromwell Sts., 
Baltimore 3 

MARSHALI PIERRE r Creative Ad 
Mer McCormick & Co., In« 414 Light 


St Baltimore 


McRer, AVERY Dir. Pub. Rel., Glenn L 
Martin C« . O. Box 988, Baltimore 


McbDavy rHOMAsS O Sis Pro. Mer 
Commercial Credit Co., 1002 First Na 
tional Bank Bidg., Baltimore 2 

*Metrer, Ho 
Mettee Studio, 701 N 
timore 1. 

*Moore, JAM Bes Haynes Litho- 
graph Co., 1605 Court Sq. Bldg., Bal- 
timore 2 


tes I., Owner, Holmes I. 
: l 


Eutaw St., Ba 


Barton 


*Prick, THomas C \ Pee aan 
>» E. Lom- 


Duer & Koch Paper Co., 41 
bard St., Baltimore 


QUINN, Tuomas F. C., Acct. Exec., Van 
Sant, Dugdale & Co., Court Square 
Bldg., Baltimore 2. 

*SCHIEUNES, CaRL F.C., Partner, Schneid 
ereith & Sons, 208 S. Sharp St., Balti 
more 1 


SCHUCKLE, HERBERT C., Mim. Se Em 
ery Advertising Co... Baltimore Lifé 
Bldg., Baltimore 1 


*SETTLE, Ropert T., S . John D. L 
Printing C 1101 E ‘avette St 
timore 

SHEEHAN, MICHAEL, J Dir., Commer 
cial Credit C 1002 irst National 
Bank Bldg Baltimor ; 


B., Jr Pres 
S. Calvert St., 


Speed & 
Baltimore 

STEER, L.AYM 
rick C 


MOND O., Jr., Flynn & Em 
01 Holliday St., Baltimore 
THOMSON, JAMES B., Pres., Shane-Beever 
Co., 227 N. Holliday St... Baltimore 
WALSH E Sls Mer. Balt Dist 
Americar “al ‘o 604 First Nationa 


ank Bldg.. Baltimors 


I 
Wess, D. 81 r, Pres., D. Stuart We 
Ser é 06 N. Gay St., Baltimore 
Wess, FRANK D., Pres., Frank D. Web 
Adv. Ce 10 W. Read St., Baltimore 1 
WILKINS, ALFRI s Adv Mer Brige 
Filtration C Bathesda 14, Md 
ILLIAMS, HOWAR N Sis. Pro 
Pemco Crrt 601 Eastern Ave 
timore 24 

WILLIAMSON, r L., Jr., Locke In 


lator Cor hari r ‘romwell 


Baltimore 


26 


24. 


ROCHESTER, N. Y. CHAPTER 


Central New York Industrial 
Advertisers 


ANGUS, JOHN A., Adv. Dept., Distillation 
Products, Inc., 755 Ridge Rd. W., Roch- 
ester 13 

BLuM, AuBert H., Bausch & Lomb Op- 
tical Co., 635 St. Paul St., Rochester 2 
oTH, L. Gi on, V. P. & Sis. Mar., 
Paragon-Revolute Corp., 77 South Ave., 
Rochester 

Brown, JosepH P., Hart-Conway Co., 
Inc., 45 Exchange St., Rochester 4. 

*CARTER, WALTER A., Carter Loose Leaf 
Sls. Cy 27 Taylor Bidg., Rochester 4 

CASLek, L. A., Treas., Stewart, Hanford 
& Casler, Inc., 11 James St., Rochester 

*CHICK, Ropert C., Pres., Robt. C. Chick, 
Inc., 193 East Ave., Rochester 14. 

Curisty, H. James, Adv. Dept., East- 
man Kodak Co., Rochester 4 

CLARK, CASPER M., Asst. Adv. Mer., The 
Pfaudier Co., 89 East Ave., Rochester 


CLARY, F. Ware, Crouse-Hinds Co., Wolf 
& 7 North Sts., Syracuse 1. 

CONNER, Cassius S., Ed. Tech. Litr., 
Taylor Instrument Companies, 95 Ames 
St., Rochester 1 

CoRWIN, Wo. H., Adv. Dept., Taylor 
Instrument Companies, 95 Ames St., 
Rochester 

CRAMER, GEORGE W., Adv. Mer., Goulds 
Pumps, Inc., 300 Falls St., Seneca Falls 
i 

*CROSSETT, SIDNEY M., Com’! Artist, 328 
Main St., E., Rochester 4. 

CroucH, FrRaNK J., Adv. Mer., Shepard 
Niles Crane & Hoist Corp., Schuyler 
Ave., Montour Falls, N. Y. 

EnRIcH, Lup A., Copywriter, Eastman 
Kodak Co., 343 State St., Rochester 4. 

*FAETH, GILBERT E., Space Salesman, Cur- 
tis Publishing Co., 60 E. 42nd St., New 
York 17. 

FLACK, JOHN B., Pres., Flack Advertis- 
ing Agency, Hills Bldg., Syracuse 2 
GEORGE, FRANKLIN, Asst. Adv. Mer., Gen- 
eral Railway Signal Co., 801 West Ave., 
Rochester 2 

GooDHART, HuGH H., Vice Pres., Barlow 
Advertising Agency, 742 James S8St., 
Syracuse 1. 

GRAUEL, Epwi1n L., Space Buyer, East- 
man Kodak Co. Adv. Dept., 343 State 
St., Rochester 7 

*GREINER, Jacosp B., Jr., Acct. Exec., The 
Case-Hoyt Corp., 800 St Paul St., 
Rochester 1 

*HANSEN, Fred W., V. P. & Sis. Mear., 
Paper Service, Inc., 40 Jay St., Roch 
ester 6 

HANSON, HERBERT R., Charles L. Rum- 
rill & Co., Ine., 311 Alexander St., 
Rochester 7. 

Harper, Hvuen B., Adv. Mgr., General 
Railway Signal Co., 801 West Ave 
tochester 2 

HARTNETT, J. B., Secy., The Haloid Co., 
6 Haloid St Rochester 3 

HaSsTINGs, CLARK L., Vice Pres., Roches- 
ter Mfg. Co., Inc., 100 Rockwood St., 
Rochester 10 

HAUPT FreDERIC W., Asst. Adv. Mer 
Stromberge-Car!sor Co., 100 Carlson 
Road, Rochester 

HENDRYX, JAMES D., Adv. Megr., Com- 
mercial Controls Corp., P.O. Box 372, 
Rochester 2 

HINKLE, Ratpn J., Adv. Mer., Garlock 
Packing Co., 402 Main St., Palmyra, 
N. ¥ 

*Hircncock, J. 
daga Printing Co., 
St Syracuse 2 
Hoac, JoHN K., Asst. Adv. & Sls. Mer., 

Wilmot Chstle Co., 1255 University 
Ave., Rochester 7. 

HoOLDREN, EARL B., Acct. Exec., Ed Wolff 

& Associates, 428 Taylor Bldg., Roch- 

ester 4 

HoopLe, Rosert B., Pub. Dept., Crouse- 
Hinds Co., Wolf & 7th North, Syracuse 


EDWARD, Owner, Onon- 
247-251 W. Fayette 


Hurr, JAMEs G., Adv. Maer., Graflex, Inc., 
154 Clarissa St., Rochester 8. 


*Associate Member. *#In Military Service. 


HURLBURT, EpwarpD, Adv. Mgr., Ritte 
Co., Inc., Rochester 3. 

*Hurst, RatpH E., Pres.-Treas., Hure 
Photo-Engraving Co., 149 Andrews § 
Rochester 4 
HuTCHINS, F. IRvinG, Vice Pres., Hutch. 
ins Advertising Co., Inc., 42 East Av 
tochester 4. 

HUTCHINS, FRANK A., Pres., Hutchings 
Advertising Co., Inc., 126 Cutler Bldg 
Rochester 4, 

Irons. JOHN P Adv 
Works, 10¢ 
ter 3 

JENNINGS, CHESTER S., Sales Pro 
Lamson Corp., Lamson St., Syrac 

JENSEN, Wrutis T., Adv. Maer., 
Smith Mfg. Co., Inc., Box 509, 


ester 


: Supvr., Gleas 
University Ave., Roct 


KNABB, JACK, Owner, Jack Knabb 
vertising Cx 11 Alexander St 
ester 7 

*KORNET, NICHOLAS P Kornet Displays 
& Signs, 72 Mortimer St., Rochester 

*KRAUSHAAR, LoraIn F., Artist, Kraus. 
haar Studios, 42 East Ave., Rochester 4 

*LEDERER, GRANGER C., Acct. Exec., hr 
P. Smith Co., 195 Platt St., Rochester 

*LENNOX, CHARLES G., Secy., Rochester 
Electrotype & Engraving Co., 170 N 
Water St., Rochester 4 

Lockwoop, WALLACE W., Adv. M 
Taylor Instrument Companies, 95 Ames 

Rochester 1. 
J. Stuart, Adv. Mgr., Rochester 
Inc., Rockwood St.. Roches 


MACNAUGHTON, OLYN D., Adv. Mer 
Rochester Chamber of Commerce, 55 St 
Paul St., Rochester 4. 

MaGER, THEODOR A., Asst. to G. Sls. M 
Pass & Seymour, Inc., Solvay Stat 
Syracuse 9 

MALLERY, C. H., Adv. Mer., Shuron Op- 
tical Co., Inc., Geneva, N. Y 

MANSON, STANLEY H., Mer. Publ. Rela 
Stromberg-Carlson Co., 100 Carlson Rd 
Rochester 3. 

McCartTHy, JOHN P Hutchins Ad 
tising Co., Inc., 42 East St., Roch 
ter 4. 

MELLOR, GEORGE A., Adv. Mer., That 
Mfze. Co., 1901 Grand Central Ave., 
mira, N. Y 
MELLoR, SAMUEL S., Pub. Dept., Crouse- 
Hinds Co., Wolf & North Sts., Syra- 
cuse 1 
Moore, ALBERT G., Adv. Megr., General 
Railway Signal Co., 801 West Ave 
P.O. 600, Rochester 2. 

MORGAN Byron F., Owner, . Photographic 
Studio, 40 Long Meadow Circle, Pitts- 
ford, N. Y. 

*PERRY, ALBERT D., Copy Dir., Case-Hoyt 
Corp., 800 St. Paul St., Rochester 1 

*PHALEN, Victor H., Adcraft 
183 St. Paul St., Rochester 4 
Porter, J. Erwin, Art. Dir., 311 Alex- 
ander St., Rochester 7. 

Rector, Frep E., Mgr., Adv. Serv 
Corning Glass Works, Corning, 

Ritter, Mac C., Adv. & Pro. 
Prosperity Co., Ine., 2131-2171 
Bivd. East, Syracuse. 

ROCKWELL, KENNETH D., Adv. Dept 
Taylor Instrument Companies, 95 Ames 
St., Rochester 1. 

Rogers, Ear. A., Secy. & Treas., Charles 
L. Rumrill & Co., Inc., 311 Alexander 
St.. Rochester 7. 

*Rowe, Howarp J., towe Commercia 
Photographers, 203 Main St. West, Ro- 
chester 1. 

RUMRILL, CHARLES L., Partner, Charles 
L. Rumrill & Co., 311 Alexander 5t 
Rochester 7. 

ScANDLING, FreprRic D., Adv. & Sls. Pro 
Mer., The Todd Company, 1150 Univer- 
sity Ave., Rochester 4, 

ScHEcK, Homer C., Acct. Exec., Hut 
ins Advertising Co., Inc., 42 East AvVé 
Rochester 4. 

ScCHEIBLE, ALFRED G., Partner, Ed 
& Associates, 428 Taylor Bidg., IR 
ter 4 


Printers 


h- 


*ScHIFFERLI, F. A., JR., Gen. Magr., ¢ 
Herald Engraving Co., 59 E. Ma 
Rochester 4. 

SCRIVENER, ALBERT, Partner, Scrivener 
O'Brien & Co., 534 Burke Bidg., a 
ester 4. 

SLirer, CHARLES S., Dis. & Adv. Mgr 
Kellogg Div., American Brake Shoe ‘ 
97 Humboldt St., Rochester 9. 
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rison Rd 


RitterfRavLpING, J. 





Pres., Screw 
Inc., 45 Ex- 


_ HOWARD, 

Publishing Co., 
St., Rochester 4. 
PAULDING, JAMES B., Owner, Spaulding 





Machine 


Adv. Agency, 826 Granite Bldg., Roch- 
ester 
;WEBBINS, FREDERICK C., Sales Pro. Mer., 


Corning Glass Works, Corning, N. Y. 
TERLING, LARRY, Partner, Ed Wolff & 
Associates, 428 Taylor Bldg., Roches- 
ter 4. 

rreB. FRED C.., 


Prop., Ayer & Streb, 15 


South Avenue, Rochester 4 
WAIN, Epwarp A., 446 Antlers Drive, 
tochester 7 


ack, L. F., Pres., Canfield & Tack, Inc., 
192 Mill St., Rochester 4 


fF, A. Wm., Asst. Adv. Mer., General 


Railway Signal Co., 801 West Ave., 
Rochester 2. 
fANDE VATE, Ray L., Asst. Adv. Mer., 


Bausch & Lomb Optical Co., 635 St. 


Paul St., Rochester 2. 


fALLACE, HERBERT P., Adv. Dept... Tay- 
lor Instrument Co., 95 Ames St., Roch- 
ester 1. 

WALLINGTON, G. GRANTLY, Copy Chief, 


Charlies L. Rumrill & Co., 311 Alexan- 
der St., Rochester 7. 

yARD, TAYLOR, Pres., Taylor Ward, Inc.., 
110 E. State St., Ithaca, N. Y. 

JEDDELL, Rai.+H R., Pres., 
Tools, Inc., i Centennial St., 


Weddell 
Roches- 


\EINSTEIN, S. H Acct. Exec., Charles 
Rumrill & Co., 311 Alexander St.,. 
ochester {i 
Eis, RAYMOND P., Hutchins Advertising 
Co., Inc., 42 East Ave., Rochester 4. 
West, Bairp F., Copywriter, 
Kodak Co., 343 State St., 
WiGREN, E. E., Rochester 
Service, Inc., 284 Court St., Rochester 4 
ILKINSON, CHARLEs S., Dir., Field Re- 
search, Charles L. Rumrill & Co.. 311 
Alexander St., Rochester 7 
WILLIAMSON, MILTON C., Adv Mer., 
Bausch & Lomb Optical Co., 635 St 
Paul St., Rochester 2. 
Wotrr, Ep., Senior Partner, Ed. 


Eastman 
Rochester 4. 


Typographic 


Wolff & 





3., Syra- 


St Ave 
fogra phic 
le, Pitts 


ase-Hoyt 


ter 1 
Printers 
ll Alex 


mm 2 
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Charles 
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Charles 
de r St 


Is. Pro. 
Univer- 


Hutel 
st AVE 
.} T 
( r 
a » 
- er, 
h- 
Mer 


Associates, 428 Taylor Bldg., 
ter 4. 

WOLFF, H. A., Ed. 
Read & Co., Inc., 
Rochester 5. 
WOLLENSAK, A. A., Secy., Wollensak Op- 
tical Co., 850 Hudson Ave., Rochester 5. 


Roches- 


& Res. Dir., 
508 St. 


Kelly- 
Paul St., 


25. 
COLUMBUS, OHIO CHAPTER 
Central Ohio Industrial Marketers 


ARTER, WILLIAM A., 
Bowman, 203 E 


us 15 


Adv. Mer., 
Broad St., 


Byer & 
Colum- 


BAKER, GLENN C., Secy.., 
Yo., 68 McDowell St., 


tuby Chemical 
Columbus 8 
R 7 : >] 
SOWLAND, Ray E., Adv 
Supply Co., 


Dept. National 


Springfield, oO. 


BowmaNn, Gus K., Partner, Byer & Bow- 
Man Adv. Agency, 203 E. Broad St., 
Volumbus 15. 

Giuck, ARTHUR, Pres., Bonded Scale Co., 
“1/6 S. Third St., Columbus 7 

Karz, H. M., Secy.-Treas., Capitol Mfg. 
& Supply Co., 153 W. Fulton St., 
Columbus 16. 


Kicut, W. H., Pres., Kight Advertising 
Yo., 118 N. Third St., Columbus 15. 


Asst. Adv. Mer., Jef- 
E. First Ave., Colum- 


Manoney, A. D., 
frey Mfg. Co., 
bus 16 

McReyNoups, L. H., 
Viv... The Jeffrey 
Ave.. Columbus 16. 


Miter, Jack W., Treas., 
Milk r, Inc., 22 E. Gay St., Columbus 


Mer., Trade Paper 
Mfz. Co., E. First 
Harry M 

is 


VWiry + 

MULLAy. M. L., Adv. Mer., Mumm-Mul- 
fay & Nichols, Inc., 33 N. Grant Ave., 
Columbus 15 

‘ - . * . 

Mt MM, Harry G Industrial Publica- 
“ons, Inc., 2816 Sherwood Road, Bex- 
#y 9, Ohio. 

EAR Cc. §.. Assoc. Secy.. American 
Yeramic Soc iety, 2525 N. High St., Co- 
UMbus 2 


John Stover Co., 
Columbus 8. 
Works, 79 


JOHN, Pres., 
1504 W. First Ave., 
*STRANG, Bert D., Ohio Public 
E. State St., Columbus 15. 
*TRUTNER, WILLIAM, Construction Digest, 

12 North Third St., Columbus 15 
WHEELER, Tom L., Jr., Pres., Wheeler, 
Kight & Gainey, Inc., 74 E. Long St., 
Columbus 15. 

WHETZLE, Epwarp J.. Adv. Mer., Inter- 
national Derrick & Equipment Co., 875 
Michigan Ave Columbus 8 

Youne, H. L., Adv. Mgr., American Zinc 
Oxide Co., 1363 Windsor Ave., Colum- 


STOVER, 


is 


26. 
BUFFALO CHAPTER 


Niagara Frontier Industrial 
Advertisers 


Sales Mer., 
Louisiana St., 


Asst. Secy 


Co., 225 


ABT, GERALD N., 
Barcalo Mfge. 

Buffalo 4. 

* APPLETON, 
The Appleton 
Ave., Buffalo 


HERBERT A., Photographer, 
75 Deiaware 


Studios, 375 


BARRETT, HERBERT F., Sls. & Adv. Mer., 
Buffalo Meter Co., 2917 Main St., Buf- 
falo 14. 

*CAMPBELL, GORDON, Publisher's Repre- 


sentative, 3214 Main St., Buffalo 14. 
CasE, WHITNEY G., II, Vice Pres., W. A. 


Case & Son Mfg. Co., 33 Main St., 
Buffalo 3. 
COCKIN, JOHN V., Adv. Mer., American 


Optical Co., Scientific Instruments Div., 
Buffalo 15. 


*CROWELL, SAMUEL L., V. P., Sis. Mer., 
Holling Press, Inc., 501 Washington St., 
Buffalo 3. 


BEATRICE M., Copywriter, 
344 Delaware Ave., 


CULLEN, Miss 
Addison Vars, Inc., 
Buffalo 2. 

DuFFES, KENNETH S., Exec. V. P., Ad- 
dison Vars, Inc., 344 Delaware Ave., 
Buffalo 2. 

*DuURHAM, Maynarp L., Adv. Rep., W. R 


C. Smith Publ. Co., 67 Covington Rd., 
Buffalo 16. 
FLAGLER, Morse, Pres., Flagler Adver- 


tising, Inc., 170 Franklin St., Buffalo 2. 
HALL, MELVIN F., Pres., Melvin Hall 
Adv. Agency, 220 Delaware Ave., Buf- 
falo 2. 

*JeErrery, A. M., 43 Darwin Drive, Snyder 
Bike De. Es 

LANDSHEFT, Wm. A., Pres., Landsheft 
Adv. Agency, Liberty Bank Blidg., Buf- 
falo 2. 

LANEY, Horace A., Horace A. Laney 
Adv. Agency, 374 Delaware Ave., Buf- 
falo 2. 

Muncnu, Tausor B., Acct. Exec., Addison 
Vars Co., Adv., Vars Bldg., Buffalo 2. 


MurpPHY, CHARLES E., Mer. Sales Pro. 
Dept., American District Steam Co., 
Bryant St., North Tonawanda, 
NrpLtack, K. G., Associate, M. F. Hall 
Adv. Agency, 220 Delaware Ave., Buf- 
falo 2. 

OwEN, JoHN R., Buffalo Business, Buf- 


falo Chamber of Commerce, 238 Main 
St., Buffalo 2. 

ROBESON, Davin E., Acct. Exec., Batten, 
Barton, Durstine & Osborn, Inc., Rand 
Bldg., Buffalo 3. 


Roptins, Howarp M., Publ. Dir., J. H 
Williams & Co., 400 Vulcan St., Buf- 
falo 7. 

RoizEN, MANwus, Pres., -Roizen Adv. 
Agency, Inc., 291 Delaware Ave., Buf- 
falo 2. 

Spencer, H. S., Dir. Adv., Durez Plas- 


tics & Chemicals, Inc., Tonawanda. 
STRACHAN, KENNETH, V. P. & Treas., 
Baldwin, Bowers & Strachan, Inc., 374 
Delaware Ave., Buffalo 2. 

STUBINGER, FreD B., Adv. Mer., Buffalo 
Forge Co., 490 Broadway, Buffalo 5 
WaRMAN, R. B., Owner, Warman & Co., 

296 Delaware Ave., Buffalo 2. 
WARNER, Harotp J., Prop., Harold War- 
ner Co., M & T Bidg., Buffalo 2. 


Wuitpeck, Gorpon E.. Adv. Mer., Na- 
tional Mfg. Corp., 153 Fillmore Ave., 
Tonawanda. 


*Associate Member. *xIn Military Service. 
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*WHITNEY, MERLE B., Vice Pres., Baker, 

Jones & Hausauer, Inc., 45 Carroll St., 
Buffalo 3. 
WISCHERATH, LAMBERT J., Dir. Pub. & 
Ind. Rel. & Adv. Mgr., Buflovak Equip- 
ment Div., Blaw-Knox Co., 1543 Fill- 
more Ave., buffalo 11. 


27. 
HOUSTON, TEXAS CHAPTER 


Industrial Advertisers Association of 
Houston 


BRENNAN, J. EARL, Owner, Brennan 
Adv. Agency, 812 Scanlan Blidg., Hous- 
ton 2. 

CLARKE, BE. A., Adv. Megr., Hughes Tool 
Company, P. O. Box 2539, Houston 1. 
*CrowLey, T. J., Vice Pres.-Adv. Mger., 
Fetroleum Engineer, 700 Irwin Keasler 

Bldz., Dallas 

DABNEY, Ropert L., Asst. G. M. Chg 
Sales & Adv., Houston Pipe Line Co., 
Petroleum Bldg., Houston 1. 


*DONAHUE, J. Howarp, Circulation Mzr 
Gulf Publ. Co., 3301 Buffalo Drive, 
Houston 1. ; = 

*DupLEYy, R. L., Pres., Gulf Publ. Co., 
3301 Buffalo Drive, Houston 1. 
FRANKE, P. C., Jr., Pres., Franke-Wilk- 
inson-Schiwetz, Inc., Cotton Exchange 
Blecg., Houston 2. 

HELLER, Harry O., Adv. Mer., Reed 
Roller Bit Company, P. O. Box 2119, 
Houston 1. 

Kocu, R. J., Southwest Mer., Morse 


Chain Co., 1418 Polk Ave., Houston 3. 

MurRRAY, CARL F., Adv. Mer., Napko 
Paint & Varnish Works, P.O. Box 9145, 
Houston 11. 

*NELSON, Tom W., Vice Pres., Gulf Publ. 
Co., P.O. Box 2608, Houston 1. 

Penny, A. B., Asst. Adv. Mer., Humble 
Oil & Refining Co., Box 2180, Hous- 
ton 1. 

Rice, J. D., Secy., W-K-M Company, Inc., 
220 Roberts St., Houston 1. 

RICHARDS, Eart M., Acct. Exec., Wil- 
helm-Laughlin-Wilson Adv. Agency, 405 
Esperson Bldg., Houston 2. 

*Rives, WayYNE, Adv. Megr., Oil &€ Gas 
Journal, 211 S. Cheyenne, Tulsa 1, 
Oklahoma. 

RoBINSON, SPENCER, Acct. Exec., Wallace 
Davis & Co., 3401 Buffalo Drive, Hous- 
ton 6. 
2ocERS, T. Pace, Owner, T. Page Rogers 
Advertising Agency, 632 First National 
Bank Bldg., Houston 2. 
ScHIWeETz, E. M., Vice Pres., 
Wilkinson-Schiwetz, Inc., 206 
Exchange Bldg., Houston 2. 

Scort, FLtoyp L., Jr., Owner, Industrial 
Arts Co., 601 First National Bank 
Bldg., 3752 Tangley Rd., Houston 2, 
SHARTLE, C. W., V. Pres., Texas Electric 
Steel Casting Co., P. O. Box 1418, 
Houston 1. 

Tipton, W. H., Jr., Acct. Exec., Franke- 
Wilkinson-Schiwetz, Inc., 206 Cotton 


Exchange Bldg., Houston 2. 


Franke- 
Cotton 


Utricu, Epw. L., Acct. Exec., Wallace 
Davis & Co. 3401 Buffalo Drive, 
Houston 6. 

WituraMs, D. K., Acct. Exec., Franke- 
Wilkinson-Schiwetz, Inc., 206 Cotton 
Exchange Bldg., Houston 2. 

*Wryattr, CHARLES A.. S. W. Rep., Gulf 
Publ. Co., 3301 Buffalo Drive, Hous- 
ton 1. 


A. 
MEMBERS-AT-LARGE 


Business Publish- 


*ABBINK, JOHN, Pres., 
42nd St., New 


ers Intl. Corp., 330 W. 
York 18. 

ALLSHOUSE, Don, Northern Equipment 
Co., 1945 Grove Drive, Erie 6, Pa. 

*ALLURED, MRS. PRUDENCE, Publisher, 
Manufacturing Confectioner Publ. Co., 
400 W. Madison St., Chicago 6. 

*ARRICK, D. C., Pres., The Arrick Co., 
Decatur, Illinois. 
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Owens-Corning Fiber- 


AUSTIN, PAUL W 
: Bide.. Toledo, 


glas Corp., Nik 

(ihio 

*AVERILL, WALTER A., V. P. & Mar., Pa- 
cific Builder & Engineer, Inc., Arcade 
Bidg., Seattle 1 
BacBy, NaTtHe P., Adv Dir., Ideal 
Co., 24th & Mary Sts., Waco, Texas. 
Bains, B. B., Adv. Mer. & Asst. S. M., 
Buckeye Iron & Brass Works, 324 E. 
Third St., Dayton 2, Ohio. 
BEAR DAV F., Mer. Adv 
Reynolds Metals Co., 
Louisville 1, Ky 
Beatty, E. W., Industrial Gloves Co., 
700 Garfield Bivd., Danville, Tl. 
BEETHAM, SAM K., Dir. of Accounts, H 
M Klingensmith Co., 6th FL, Com- 
mercial Bldg Canton 2, Ohio 
BELDEN, WAYNE, Vice. P. Ajax 
Coupling Co., Westfield, N. Y 
BLACK! dD Adv. Mer., 
Worden White Co., Dayton 7, 
Boice, Wma. Epwarp, Adv 
LeTourneau, In Longview 
BonnistT, E. R., Mer. Adv., Cooper-Bes- 
semer Corp., Mount Vernon, Ohio 
BowMaAN, FrRANcts D., Dir. Pub. Rel., The 
Carborundum Co., Buffalo Ave., Ni- 
agara Falls, N. Y. 

*BowMAaN, FRANK C Exec. Mer., 
rado School of Mines Alumni 
Inc., 734-735 Cooper Bldg., Denver 
BRADE? FP. R., Adv Mer., Hammond 
Machinery Builders, In 1600 Douglas 
Ave Kalamazoo 54, Mich 
Brapy, ArtTHUr JAMES, Asst. Adv. Mer.., 
Timken Roller Bearing Co.. 1835 
Ducher Ave., S. W. Canton 6, Ohio 
BRANGAN tTICHARD R., Sls. Dept., Na- 
tional Automati Tool Co., Ine., So 
Seventh & N. Sts., Richmond, Ind 
Bretu, R. C., Pres., R. C. Breth, Inc., 
310 Pine St., Green Bay, Wis 
Brown Steve C Owner 
Brown Advertising, 104 N 
Bowling Green, Ohio 
BRUNNER, CHARLES, Adv. Mer., Master 
Electric Co., 126 Davis St., Dayton 1, O. 
Buss, Ropert S., Sis. Pro. & Adv. Mer., 
Dresser Mfg. Div., Dresser Industries, 
Int Bradford, Pa 
Ruzzeii, JONATHAN J., Adv. Mer., Besser 
Mfe. Co., Elm St., Alpena, Mich. 
CAMPBELL, RopmertT M., Adv. & Sis 
Mer., J. A. Zurn Mfg. Co., 1801 
burgh Ave Erie, Pa 
Canntrr, R. J., Adv. & S. P. Mer., Servel, 
Inc., 119 N. Morton Ave., Evansville, 
Ind 
CHAPPLE, BENNETT, Asst. to Pres., Amer- 
ican Rolling Mill Co., Curtis St., Mid- 
dietown, Ohflo. 

CoLtpy, ALLEN P., Adv Mer.., 
Supply Co 3320 Bishop St., 
Ohio 

CoNLAN, Ropert S., Principal, Robert S. 
Conlan & Associates, New York Life 
Bldg., Kansas City 6, Mo. 

*Coox, JonHn C., Vice Pres., W. R. C. 
Smith Pub. Co., 1020 Grant Bldg., At- 
lanta 3, Ga. 

*Cowrne 


holas 


& Puh Rel., 
2500 S. 3rd St., 


Flexible 


Simonds 
Ohio. 
Mer., R. G. 
Texas. 


Colo- 


Asso., 


Steve C 


Main St., 


Prom 
Pitts- 


National 
Toledo, 


DAVIp rrssei Sis Mer., 
Mechanization, Inc., 406 Munsey Bldg., 
Washineton 4. 

Corry, Grorce H 1456 Re 
Lakewood 7 Ohio 
“ORING a 
Crawrorp, T. R Adv. Mer., The Mc- 
Nally-Pittsburgh Mfz. Corp., Pittsburg 
Kansas 
Cro» Joun N., Mer. Adv. Div., Com- 
! vents Corp., 17 E. 42nd St 
New York 17 
DautTon, RaLpn W., Owner, Ralph Dal- 
ton and Associates, Box 250, Troy 1, O 
DaVENPORT, C. D., Adv. Mer.. Union Steel 
Products C Albion, Mich 

Davies, A Partner, Davies & Mc- 
Kinne\ ] ; Trust 3ldg., Erie 
Pa 


y»binhood Ave., 


nercial So 


Dennam, A. F., Pres., Denham & Co., 
812 Book Bldg., Detroit 26 
DENNISTOD A. @ Lamport, Fox 
& Dolk, I: J.M.S. Blde., South 
5, Ind 

DesTe.LLe, THomAsS, C 
Kuhn Ad Co 520 N 
Chicas Ill 


Prell 
Bend 


Chief, Burnet- 
Michigan Ave 


Donovan, J. F.. Donovan & Thoms, Inc., 
119 W. 57th St.. New York 19 

*DuBrer, Wavter, Gen. Mer., Stonehouse 
Signs, Inc., Ninth at Larimer Sts., 
Denver 4 
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DWELLEY, FERNE P., Mrs., 
search, Vickers, Inc., 
Bivd., Detroit 32. 
EXLINGER, STANLEY J., Pres., Stanley J. 
Ehlinger Advertising Associates, Inc., 
1116 South Boston, Tulsa 3, Okla 
ELLINGWoop, LuLoyp, Adv. Mer., Toledo 
Scale Company, Toledo 12, Ohio. 
ENTWISTLE, A. Ih, Asst. to Pres., The 


Consumer Re- 
1400 Oakman 


Menge! Co., P. O. Box 660, Louisville 1, 
Ky. 


W EVANS, ALBERT C 

* EVANS, RoBErtT G. 
EVerRsoLe, A. C., 
Combustion Co., 
Ohio 


Fercus, Paut A., Acct. Exec., Carter, 
Jones & Taylor, Adv. Agency, 512 As- 
sociates Bldg., South Bend 2, Ind 

*®FoOLTz, FREDERICK S 
FRAMPTON, A. Etuis, Adv. Mgr., Ham- 
mermill Paper Co., Erie, Pa. 
Frencn, W. W., Dir. Sales Pro., 
Mfg. Corp., Mishawaka, Ind. 
Frost, JAcK, Asst. Mgr., National Aero- 
nautic Association, 1025 Connecticut 
Ave., Washington 6. 

*Funry, HERBERT A., Secy., The E. F. 
Schmidt Co., 3520 W. Capitol Drive, 
Milwaukee 9, Wis 
GARDNER, BEN C., Asst. Sls. Pro. Mer., 
The De Vilbiss Co., 300 Phillips Ave., 
Toledo, O 
GARRISON, R. P., Pres., Garrison Ma- 
chine Works, Inc., 9 Emily St., Dayton 


7, Ohio 

Grppons, J. Burr, Pres., Gibbons Adv. 
Agency, Inc., 328 Nat'l Bank of Tulsa 
Bldg., Tulsa 3, Okla. 

Gipson, C. W., Moser & Cotins, Inc., 10 
Hopper St., Utica 3, N. Y. 

GoOopDALE, CHARLES D., Mer., Tech Service 

Div., Commercial Solvents Corp., Terre 

Haute, Ind. 

% GORDON, GRANT. 

Grorr, SAMUEL D., Adv. 
Refractories Co., 
Mexico, Mo 
Gross, JULIAN, Pres., 
Agency, 11 
Conn. 


Adv. Dept., Surface 
TLY 


2376 Dorr St., Toledo, 


Dodge 


Mer., Mexico 
Love & Cole Sts., 


Julian Gross Adv. 
Asylum St., Hartford 3, 


HADLEY, WaYNE D., Adv. Mer., Western 
Gear Works, 417 Ninth Ave. S., Se- 
attle 4. 

HALLOCK, S. N., II, Adv. Mer., E. F. 
Johnson Co., 206 Second Ave., Waseca, 
Minn 

HAMILTON, Dovetas T., Pub. Mer., Fel- 
lows Gear Shaper Co., 78 River St., 
Springfield, Vt. 

Harris, R. T., Pres., R. T. Harris Adv. 
Agency, Inc., 1400 Walker Bank Bldg., 
Salt Lake City 1, Utah. 

Hart, Wma. M., Pres., W. M. 
25 N. Duke St., York, Pa 
HAWKINS, FRANKLYN R., Adv. Mer., 
Libbey-Owens-Ford Glass Co., Nicholas 
Bldg., Toledo 3, Ohio 
HAWLEY, CAMERON, Dir. of Adv. & Pro., 
Armstrong Cork Co., Lancaster, Pa. 
HENDERSON, W. J., Acct. Exec., L. W. 
Ramsey Adv. Agency, 430 Union Bank 
Bldg., Davenport, Iowa. 

HENDRICKSEN, H. O., Acct. Exec., The 
Purse Co., Fifth & Chestnut Sts., Chat- 
tanooga 2, Tenn. 

HERSHEY, JACK D., Dir. of Adv., Dayton 
Rubber Mfg. Co., Dayton 1. 

*Hoener, E. P., Bus. Mer., The Timber- 
man, 519 S. W. Park Ave., Portland 5, 
Ore. 

HoLcoms, Frep B., Adv. Mer., National 
Automatic Tool Co., Inc., So. Seventh 
& N. Sts., Richmond, Ind. 

*Horn, A. NELSON, 

Horn, Inc., 605 S. 


Hart Co., 


Pres., Horn-Crone- 
Pine Ave., York, Pa. 
HORSLEY, WILLIAM H., Pres., Pacific Na- 
tional Advertising Agency, 605 Union 
St., Seattle 4. 


Hosier, LYLE, Owner, Lyle Hosler, Ad- 
vertising, Commercial Bank Bldg.., 
Peoria 2, Il. 


Hoye, Ropert C., Adv. Mer., Lake 
Shore Engineering Co., 107 E “A” St., 
Iron Mountain, Mich. 


Hurr, J. SEATON, Farson & Huff, Re- 
public Bldg., Louisville, Ky. 


Jack, D. E., V. P. Engrg. & Sales, Dur- 


iron Co, Inc., 17 E. 42nd St., New York 
17, N. ¥ 


*Associate Member. *#In Military Service. 


JaCKSON, HERMAN E., Adv. Mgr., Mug 
ler Co., 512 W. Cerro Gordo St., Ds 
catur 70, IIl. 

JaQuUA, CHESTER A., The Jaqua Co., 10 
111 Garden St., S. E., Grand Rapids; 
Mich. 

*JOoHNS, RuSSELL C., Vice Pres. & Gen 
Mer., Air Review Publish. Corp., 199) 
McKinney Ave., Dallas 1, Texas. 

JoHNSON, Dar, Mer. Sales Pro., Hyste 
Company, 2902 N. E. Clackamas § 
Portland 8, Ore. 

Jones, Hau, Adv. Mgr., The J. S. Beaip 
Co., 6300 St. Vincent Ave., Shreveport 
Louisiana. 

Ketuer, S. T., Adv. Mer., Parkersburg 
Rig & Reel Co., 620 Depot St., Parkers 
burg, W. Va 
Kenyon, Howarp K., Adv. 
Plant Choate Mfg. Co., Inc., 
Rapids, lowa. 

*Kerr, Roy L., Editor & Mer., Dixie Co 
tractor, 208 Red Rock Bldg., Atlanta } 
Ga. 

Kvuester, J. G., Pres., J. G. Kuester 
Associates, 115 N. George St., York 
Pa. 

LaCroix, Freperick W., Industrial Ad 
vertising Counsel, 756 N. Milwauke 
St., Milwaukee 2. 

LEE, ERNEsT, Pres., Merrill Kremer, Inc 
1711 Exchange Bldg., Memphis, Tenn 
LeENHARD, A. E., Sls. Pro. Msr., Americar 
Foundry Equipment Co., 400 S. Byrki 
St., Mishawaka, Ind. 
LINNE, PHILIP, Pro 
ing Fiberglas Corp., 
Toledo 1, Ohio 
Losers, Harry J., Prof., 
versity, Ithaca, N. Y. 
Locan, W. Hume, Jr., Adv. Mer., Logan 
Co., 1115 Franklin St., Louisville 6, K 

*Love, W. L., Pres., The Petroleum Eng 
meer, 700 Irwin Keasler Bldg., Dall 
1, Tex. 
MartTIN, W. &., 
Adv. Agency, 
Wayne 2, Ind. 
McDevirt, H. J., Gen. Sis 
Parry Corp., York, Pennsylvania 

*McMurRRER, PATRICK D., Asst. to Secy, 
Mining Congress Journal, 
Bldg., Washington 4, D. C 
McWapeE, Cart D., 5732 Tremont, Dallas 
Texas. E 

*Merzcer, Ray, Publ., Construction News 
3ox 2421, Little Rock, Ark. 

MILLS, BRENT, Sales Mer., Lapp Insula 
tor Co., Inc., Gilbert St., LeRoy, N, 
MITCHELL, Terry, Adv. Dept., rick C 
W. Main St., Waynesboro, Pa. 
Mook, Emerson H., Dir. Indus. 
Kircher, Helton & Collett, 321 W 
St., Dayton 2 
Morrison, E. J., Pres., Morrison A dver 
tising Agency, Inc., 1324 W. Wisconsi 
Ave., Milwaukee - 
MULLEN, JoHN, Adv. 
ernor Co., 203 S. Ist 
town, Iowa. - 
Mussey, Wm. O., IJR., Pres., Denta ; 
cialty Mfg. Co., 200 Santa Fe Drive 
Denver 9 
Myers, Wirpur A., 312 N. 
Wilkes-Barre, Pa ! 
Nerepu, JouHn R., Adv. Mger., Pens 
Electric Switch Co., Goshen, Ind. 
NETTLETON, WatkKer O., Megr., W. < 
Nettleton & Associates, 54 Water > 
Guilford, Conn. 

West 

*Over, CLARENCE R., Bus. Mgr., Mid-Wet 
Contractor, 521 Locust St., Kansas Cit 
13, Mo 
PARKER, FRANK J., President, The Par 
ker Advertising Company, 11 W. Monu 
ment Bldg., Dayton 2, Ohio. r 
Paxson, Howarp H., Pres., Paxsun AY 
vertising, 607-8 Fidelity Blidg., Benton 
Harbor, Mich. t 
PENSINGER, F. W., Adv. Mer., The Mon 
arch Machine Tool Co., Sidney, Ohio. 
Puiturrs, A. M., Owner, McPhil Agenc? 
Advertising, 409 Broadway Ave., We 
Watertown, N. Y . 
PoLLARD, BRaxTon, Adv. Mer., A. 
Green Fire Brick Co., Mexico, Mo. 

& 

*Ppricz, Ronert F., Adv, Mer., Seeman? 
Peters, Inc., 405 Holden St., Sagina® 
Mich. ‘ 
Raitspack, H. M., Dir. of Adv., Der 
&-Company, 1325-3rd Ave., Moline, 
Rea, Tuomas H., Sls. & Adv. Mgr ., Arm 
strong Machine Works, 816 Maple * 
Three Rivers, Mich. 


Mer., Ls 
Cedar 


Mer., Owens-Corn 
Nicholas Bldg 


Cornell Un 


Owner, Willis S. Marti 
Lincoln ‘Tower, For 


Mer., Fisher Gov 
Ave., Marshal» 


Main & 
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BIDINGER, A. W., Sales Mer., Bay City 
Shovels, Inc., Bay City, Mich. 

EMINGTON, WM. B., Wm. B. Reming- 
ton, Inc., 196 Worthington St., Spring- 





feld 3, Mass. 

ROBINSON, WALTER E., Eastern Mer., The 
Industrial Press., 148 Lafayette St., 
New York 13. 

RMOCKETT, V. O., Mer., Ad-Craft Indus- 
trial Adv. Service, 5106 Arcade Bldgz., 
Seattle 1, Wash 

weeRS, E. D., Adv. & Sis. Pro. Mer., 
Fulton Syphon Co., 2400 W. Cumber- 
land Ave., Knoxville 4, Tenn 

wk, WiLLIAM G., Vice Pres., Carter- 
Advertising Agency, Inc., 609 Minne- 
sta Ave., Kansas City 12, Kans 
AUNDERS, D. W., Mer. Sls. Pro., The 
Eimco Corp., P. O. Box 300, Salt Lake 
City, Utah 

(HALL, DONALD B., Pres., 


Business and 
Industrial Counsellors, Inc., 227 S 
Market St., Wichita, Kansas 

HUMP, WALTER L., Adv. Mer., 
guipment Co., 1400 
ver 17. 
MON, 


Denver 
Seventeenth, Den- 
JOHN D., 


Partner, Simon & 


Smith, 1432 S. W. Sixth Ave., Portland 
l, Oregon 

tacK, Harry J., Adv. Mer., Bowser, 
Inc. 1302 E. Creighton Ave., Fort 
Wayne 2, Ind. 

SMITH, J. DONALD, Adv. & Sls. Pro. Mer., 
York Corp., Roosevelt Ave., York, Pa. 
MITH, JUNIUS M., V. P. & Bus. Mgr., 
Textile Bulletin, 1218 W. Morehead St., 


Charlotte 1, N. C 
SMITH, RICHARD P., W. R. C 
Co., Atlanta, Georgia 
Starr, J. WILLIAM, Ad 
Root Co., 30-40 S. Sherman 


Pa. 


. Smith Pub. 


Mer., B. M. 
St., York, 


*STEIN, ELMER L., Secy. & V. P., Dosle & 
yohagen Co., 263 E. State St., Milwau- 
cee 2. 

*STEVENSEN, C. A., Genl. Sales Mer., The 


Heinn Co., 326 W. Florida St., Mil- 
waukee 4. 

*STEWART, GEORGE C., Adv. Mer., Con- 
structioneer, 3rd & Reily Sts., Harris- 
burg, Pa. 

SWENEHART, JOHN, Dir. Adv. & Pub. 


oy Atlas Powder Co., Wilmington 99, 
Jel. 

TEEL, R. S., Adv. Mger., Novo Engine Co., 
702 Porter St., Lansing 5, Mich. 


THOMPSON, Lewis A., L. W. Irick Elec- 
tric Co., P. O. Box 1201, Gallup, N. M. 
TorcH, LAWRENCE B Sls. Pro. Mer., 


Willys-Overland Motors, Inc., Wolcott 
Blvd., Toledo 1, Ohio. 
TROTMAN, J. B., Genl. 
Pump Div., Bowser Inc., 
Indiana. 


Mer., Industrial 
Fort Wayne, 


TRUMBLE, L. A., Adv. Mer., Trane Co., 
2nd & Cameron Ave., La Crosse, Wis. 
TURNER, Harry, Pres., Harry Turner & 
Associates, 700 N. Quincy, Topeka, 

Kans. 
VAN Houten, IrRvIN B., Adv. Megr., Man- 
ning, Maxwell & Moore, Inc., 11 Elias 


St., Bridgeport 2, Conn. 

WAGENSEIL, HuGo, Pres., Hugo Wagen- 
seil & Associates, Talbott Bldg., Day- 
ton 2. 


WEavVER, LEON H. A., 423 Birch Place, 
Westfield, N. J. 

WEBBER, C 
tising Agency, 
Bldg., Grand 


REID, Owner, Webber Adver- 
Peoples National Bank 
Rapids 2, Mich. 


*Associate 


Member. ¥In Military Service. 


WEBSTER, 
vertising Service, 
Vancouver, B. C 
WEDEREIT, GENE V., Dir. Adv., The 
Girdler Corp., and Tube Turns, Inc., 
Louisville 1, Ky. 
WENTSEL, R. J 


Larry, Mer., Industrial Ad- 
119 W. Pender St., 


Western Advertising 


Agency, 610 Wisconsin Ave., Racine, 
Wis. 
WEYENETH, EUGENE E., Adv. Mer., R. G. 
LeTourneau, Inc., Peoria, Il. 
®WIGDALE, NORMAN B., Mer., Western 


Builder Publ. Co., 407 E. Michigan St., 
Milwaukee 3. 
WIcTON, PAUL, Morse 
Co., P. O. Box 1708, 
WiLiiaMs, CHARLES E., Charles E. 
liams-Adv., 6 N. Front St., Milton, 
E., V. P. & Sales Megr., 
Texas Contractor, Dallas 1, Tex. 

F., Publ., The Mining 
Title & Trust Bldg., 


Bros. Machinery 
Denver 1 
Wil- 
Pa. 


*WILLIAMS, D. 


*WILLIS, CHARLES 
Journal, 520-528 
Phoenix, Ariz. 
Wits, Ror K., Adv. Mer., Shovel & 
Crane Div., Lima Locomotive Works, 
Inc., Nat’l Bank Bldg., Lima, Ohio. 


Witson, Harotp B., Adv. Megr., Ham- 
mermill Paper Co., Erie, Pa. 

Witter, Tep, Dir. Adv., Blade Adv. 
Agency, 232 Superior St., Toledo, Ohio. 


WorTHINGTON, Mrs. LEE S., Asst. Secy., 
Adv. Mer., Kold-Hold Mfg. Co., 424 N. 
Grand Ave., Lansing 4, Mich. 


Younes, Earu, Asst. Adv. Mer., The 
Toledo Pipe Threading Machine Co., 
1445 Summit St., Toledo, Ohio. 


ZIsTEL, Miss Norma E., Adv. Mer., The 
American Crayon Co., 1706 Hayes Ave., 
Sandusky, Ohio. 
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A Allen, Charles J. (8) Angell, Jr., J. M. (6) 

Allen, Jr., E. W. (11) Angevine, Emery W. 


Abbink, John. (A) 


Allen, Mrs. Eleanor Bauer. (7) 





Antener, W. J. 


(11) 
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A. Members-at-Large ........... = 
Axelson, Walter (2) 
(11) Ayer, Elmer W. (19) 


Axelroth, Joseph (7) 


Abt, Gerald N. (26) Allen, P. D. (2) Apgar, Frederick W. (6) Ayotte, Jack D. (2) 
Ackerman, Wm. H. (4) Allen, Robert E. (6) Appel, George (12) 

Adams, Edward (1) Alling, S. J. (2) Appleton, Herbert A. (26) 

Adams, F. E. (6) Allis, Bayard A. (6) Apsey, J. F., Jr. (23) 

Adamson, N. F. (5) Allshouse, Don. (A) Ardiel, Robert E. (14) B 

Addicks, Allen (4) Allured, Mrs. Prudence. (A) Armstrong, John R. (2) 

Addoms, Everett. (2) Alvis, Russell H. (4) Arndt, Robert N. D. (7) 

Adle, J. M. (5) Ambler, R. J. (17) Arnold, George (1) 2 ss 

Adler, William H. (2) Anable, Anthony. (6) Arnold, Rupert (19) Babcock, Foster (7) 
Ahrens, G. A. (6) Andersen, Lee. (21) Arnold, J. L. (6) Babcock, Stephen H. (12) 


Ahrens, J. F. (6) 

Ahrensdorf, Robert E. 
Aitchison, R. S. (2) 
Akers, Kenneth W. 
Akin, William S. (2) 


Anderson, Gordon L. (22) 
Anderson, Leslie G. 
Anderson, R. B. 
Anderson, Bob (3) 

Anderson, William G. (2) 


Arnold, Rupert S. 
Arrick, D. C. (A) 
Arter, William A. 


(6) 
(11) 


(19) 


(25) 
Aschenbach, C. G. (11) 
Ashbey, George R. 


Bach, Melvin E. (11) 
Bachman, Richard C. (8) 
Bachman, W. B. (8) 
Bacon, Edwin Lex (6) 
Bacon, R. H. (2) 

Bacon, Ralph W. (6) 


Aland, Robert W. (19) Andresen, Walter H. (6) Ashdown, H. G. (14) 

Albers, Harold J. (4) Andrews, Arnold. (5) Atkinson, V. E., Jr. (18) Badgley, J. E. (19) 
Albright, R. D. (2) Andrews, Homer. (4) Auchincloss, W. S. (6) Bagby, Nathe P. (A) 
Alcorn, T. E. (6) Andrews, John C. (21) Ault, Harry L. (2) anemeey, G. G. (14) 
Alderson, Wroe (7) Andrews, M. J. (14) Austin, Paul W. (A) Bailey, E. Bradley (23) 
Aldridge, Jr., Albert E. (7) Andrews, Wm. W. (12) Auth, A. (8) Bailey, Clyde H. (4) 
Alexander, George C. (2) Andrietsch, M. G. (5) Averill, Walter A. (A) Bailey, H. P. (4) 
Allbright, R. D. (2) Andros, Evert W. (1) Avery, R. J. (14) Bailey, Kenneth W. (11) 
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Brottenberger, 





Burland, 


Clawson, James C. 
m 


Burley, John. 


Burnett, 
Burnham, 


Burns, Frank 


Burrows, 


Burrows, " 
Burt, Donald O. 
Burton, Charles A. 
Buschman, 


Busk, T. 
3utcher, 


sutler, William, 3 
Buttenheim, 
Butz, Herbert 


Buxman, 
Buzzell, . 


Byers, Malcolm A. 


Byler, R. 


Byrne, Richard G. 
Byrne, Thomas C 


Bythell, 


Cc 





Cadle, John C. 
Catfee, Robert 


Cahalin, . 


Cahn, Louis F. 


cain, C. 


ain, William. 


‘aldwell, 
‘aldwell, 
caldwell, 
‘alihan, 
allahan, 
allahan, 
‘allahan, 


ampbell, 
‘ampbe ll, 
‘ampbell, 
‘ampins, 
anavan, 
‘anfield, 
anfield, 


‘anfield, 


aird, Robert N., < 


Ce ok, Richard J. 


Dax id Russell 





‘anniff, R. 7 
anty. Leonard 
Capelle, William H. 


( 
Cc 
( 
( 
( 
( 
‘ 
Cc 
Cc 
‘ 
Campbell, 
Cc 
( 
( 
( 
Cc 
( 
cc 
( 
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Capwell, 


Costello, James M 


Cotton, Willard R. 


Card, Harold S 
Carey, James 


Carey, F. 
Carland, 
Carleton, 
Carlier, R. 
“arpenter, 


‘arr, Harvey. 
‘arr, J. Clifton 
Carr, John L. 


( 
Carpenter, 
( 
( 


Carroll, E. 


Carroll, Harry 


Carroll, J. 


Carroll, Leslie 
Carson, John 


Carson, O. 


a i a 
Cc ‘raig, atte % 
(2 


Carter, Ed. C. 
Carter, Walter A. 
Carwardine, 

Cary, John R 
Case, Whitney 
Casey, Jack F. 
Cash, William C. 


Cashion, 
Casler, L. 


Cramer peck 


Cassey, Sidney 
Cather, Wm. : 
Cattey, Paul E. 
Cawley, James 8S. 


Chambers, 
Chapman, 
Chappell, 
Chapple, 


Cronk, John N. 


Charo, Walter J 
Chase, Roscoe C 


Chase. William H. 


Cheney, T. 


Miss Beatrice M 
Cullison, Jesse A. 


Chevalier, Willard 
Chick, Robert C. 
Chillingworth, N. 
Chirurg, James Thomas 


Chisholm, 
Chisholm, 


Chlupp, Fred J. 
Christensen, 


Christian, 
Christian, 


Christianson, " 
Church, Leonard H. 
Cilley, Charles D. 


Clabault, 


Clark, Casper M 
Clark, Ezra W. 
Clark, Fred 
Clark, George. 


Clark, L 
Clarke, E 
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(7) 


(24) 


alton, Ralph W. (A) 
aly, G. Mayne. (8) 
aizell, John H. (11) 
aniels, Fred R. (20) 
anielson, G. H. (22) 
arby, Richard H. (6) 
arcel, A. P. (17) 
arling, Edward. (17 
Marr, Robert M. (5) 
arrow, Halsey. (6) 
avenport, C. D. (A) 
avey, B. McK. (17) 
avies, A. J. (A) 


Duke, Vernon H. (2) 
Dunfield, G. E. (14) 
Dunkle, William A. (19) 
Dunn, E. R. (12) 

Dunn, John C, (4) 
Dunphy, A. R. (6) 
Dunton, Joseph H. (7) 
Durham, Maynard L. (26) 
Duysters, Ralph F. (6) 
Dwelley, Mrs. Ferne P. (A) 
Dwyer, T. P. (2) 


vies, Robert A., Jr. (6) 

pavis, Adin L (6) 

Davis, Fred, Jr 7 7) E 
Mavis, George F. (7) 


Mavis, Harry. (8) 
Davis, Henry. (1) 
Davis, a. m= 9%) 

Pavis, Johnson S. (2) 
Davis, Leonard (14) 


Eagan, Red (2) 

Early, Dwight H. (2) 
Davison, George. (6) Early, Gordon L. (3) 
Davison, R. (6) Easter, Frank 8S. (2) 
Mawkins, K. (22) Eastman, E. V. (21) 
Day, C. H. (4) Eastman, John M. (6) 
Daych, H. C. (6) Eastman, Samuel C. (19) 
Decarie, I. S. (17) Easton, William H. (6) 





De Celle, O. A. (2) Ebberts, D. M. (19) 
Decker, Milton F. (6) Eby, L. H. (12) 
Decker, Robert (6) Echele, Hubert J. (9) 
Deen, Ray. (21) Eckel, A. R. (6) 
Deibler, Robert. (19) Eddy, Glenn H. (2) 
Deihl, Ralph H. (5) Ede, Kenneth L. (4) 
Deily, Jr., C. H. (7) Edwards, Cy. (21) 


DeKalb, Ralph W. (7) Edwards, John A. (4) 
Del Gado, Albert C. (2) Egbert, Don R. (4) 

De Lo, J. A. (15) Eger, Edmond I. (2) 
Demand, W. E. (: Eggers, Leslie J. (9) 

De Mario, James “n (11) Ehlinger, Stanley . (A) 
Denberg, Samuel. (11) Eichler, George (6) 
Denham, A. F (A) Eickhorn, Walter Ww. (4) 
Denison, John D., Jr. (12) Eigen, David. (11) 

Dennett, Donald H. (2) Eigenbrot, Charles W. (7) 
Denniston, A. J. (A) Eisenman, William H,. (4) 
Deno, Norman. (2) Elder, E. E. (12) 

Denson, Derhyv A. (1) Eldridge, Richard B. (7) 
Dent, P. ((1) Elkington, Arthur G. (11) 
Denton, L. H. (23) Ellertson, O. J. (22) 
Depew, T. Eugene. (6) Ellingwood, Lloyd (A) 
Deragon, Jack. (17) Elliott, Bruce W. (18) 

De Rochie, B. N. (18) Elliott, Donald A. (4) 
DesJardins, Roy W. (5) Elliott, Roy D. (1) 





Destelle, Thomas (A) Ellis, C. E. (11) 
D’'Evelyn, Norman F. (18) Elisworth, H. M. (7) 
De Vorn, Arthur C. (4) Elrod, D. S. (2) 

Dewey, F. L. (7) Ely, Howard. (11) 
DeW olf, Delm: ar M. (2) Emerson, Fred C. (20) 
DeYoung, Anthony. (2) Emerson, T. D. (12) 


Dickerson, T. M. (4) 
Dickson, Donald W. (6) 
Dickson. Paul (14) 
Diehm, Wm. C. (4) 
Diener, George S. (15) 
Dietrich, C. B. (4) 
Dighton, H. G. (14) 
Dillenbeck, Arthur D., Jr. (19) 
Dillon, L. A. J. (11) Erickson, B. D. (8) 
Dilot, J. (5) ie Ertell, Kenneth F. (4) 
Dingee, A. N. (7) Ess, T. J. (8) 
Dinsmore, Kenneth ©. (15) Essick, R. W. (8) 
Distelhorst m EA. 43) Estey, F. ees (2) 
Distelhurst, A. E. (6) Evans, A. C ) 
Dix, John (2) Evans, Iris B. (1 
Dodds, Richard P. (4) Evans, John W. (: 
Dodge, Benton G. L. (4) Evans, Keith J. (sy 
Dodge, Howard M. (2) Evans, Robert a! (A 
Dods, Henry J. (3) Evans, Vernon K. (2 
Doerger, Edw. H. (4) Evans, W. H. (3) 
Doering, Henry G. (12) Evans, W. H. (14) 
Doering, L. H. (14) Everett, Frank J. (8) 
Dolan, Bernard. (6) Eversole, A. Carl (A) 
Dolman, D. H. (2) Eves, Ambrose, Jr. (8) 
Dolson, J. Whitford (7) Ewald, Frederic A. (7) 
Don, Edward (2) Ewing. F. D. (2) 
Donahue, J. Howard (27) Eyland, George C. (4) 
Donahue, M. J. (23) Eyler, E. T. (2) 
Donley, Fred W. (4) 
Donnell, W. B. (9) 

Donnelley, Lee. (4) 

Donovan, J. F. (A) 

Doremus, Andrew. (20) i 
Dorland, Ralph E., Ye. (6) 

Dossman, Jack. (3) 
Doty, William H. (6) 
Dougall, Robert RP. (1’ 
Douglas, R. L. (19) 
Douglas, Robin (2) 

wd, A. Scott. (2) 
Downes, H. J. (6) 
Downing, Harold S. (8) 
Dowsett, T. H. (14) 
Doyle, H. B. (6) 
Doyle, Wm. J. (10) 
Dozer, Carl M. (8) 
Drake, Willis S. (8) 
Draving, Howard. (8) Farmer, Edward A. (1) 
reyer, Haward H. (2) Farr, Henrietta Stern (Mrs.) 
Driscoll, Ted A. (11) (11) 
Drury, Dorothy A. (11) Farran, Charles. (4) 

Druse, Milton J. (5) Farris, Lou A. (8) 
DuBree, Walter. (A) Farson, Robert B. (4) 
Dudley, Ray L. (27) Farthing, K. J. (14) 
Du lensing, O. F. (2) Faust, Clifford A. (19) 
Duff, Jr., Edward E. (4) Fay, Archie J. (6) 
Duff, G. A. (7) Fea, Horace W. (2) 
Duffes. Kenneth S. (26) Feather, Norman. (4) 


Emery, C. A. (2) 
Engebretson, Martin E. (5) 
Engler, G. Robert (4) 
English, Lee (8) 
Engstrom, Folke. (21) 
Enright, Frank. (4) 
Entwistle, A. L. (A) 

Erck, Henry G. (23) 





) 
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Fader, Franklin (11) 
Faeth, Gilbert E. (6) 
Fagan, O. K. (19) 

Fahey, C. A. (4) 

Fairchild, John C. (7) 
Fairweather, Stanley J. (2) 
Falkner, Paul Edw. (17) 
Fallon, Thomas M. (8) 
Farley, J. U. (2) 

Farmer, C. R. (2) 
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Feddery, Will J. (4) 
Feeley, John J. (6) 
Feggans, J. S. (14) 
Feigel, Arthur J. (2) 
Fellom, Roy. (15) 
Felt, George G. (11) 
Felton, J. P. (6) 
Fenwick, D. R. (19) 
Ferch, Jay O. (5) 
Fergus, Paul A. (A) 
Ferres, E. (14) 
Fewsmith, Joseph. (4) 
Fey, Harry J. (9) 


Fiebelkorn, Richard A. (11) 


Fillmore, Granville M. (20) 
Findlay, John (2) 

Fink, John A. (8) 

Fintze, W. (4) 

Fischer, Bernard P. (11) 
Fischer, Frederick J. (7) 
Fisher, Calvin, Jr. (20) 
Fisher, Charles W. (2) 
Fisher, George N. F. (14) 
Fisher, H. L. (6) 
Fisler, J. V. (19) 
Fitzgerald, W. J. ( 
Fitzpatrick, H. G. 
Flack, John B. (24) 
Flagler, Morse. (26) 
Flagler, Palen (6) 
Flamm, Sidney J. (11) 
Fletcher, G. M. (20) 
Fletcher, L. C. (6) 
Fletcher, 8S. o a 
Flint, D. C. 

Flora, Martin ? (8) 
Floyd, F. N. (7) 
Flynn, Edwin E. (8) 
Foltz, Frank R. (8) 
Foltz, Frederick S. (A) 
Foote, J. D. (14) 
Forand, Paul M. (17) 
Forbes, Duncan. (2) 
Ford, A. P. (4) 
Ford, E. L. (11) 
Ford, James T. (8) 
Ford, Prentice C. (6) 
Forest, E. F. J. (3) 
Forrester, H. P. (6) 
Forristall, Geo. B. (1) 
Forster, Don. (18) 
Forsythe, Robert L., Jr. (8) 
Fosdick, John T. (6) 
Foster, George N. (4) 
Foulger, L. R. (14) 
Foulke, Robert W. (22) 
Fournier, D. R. (20) 
Fowle, Edwin D. (6) 
Fowler, W. L. (8) 

Fox, Pepi C. (8) 

Fox, W. A. (7) 
Frampton, A. = (A) 
Francis, L. E. (3) 
Francois, Paul I. (11) 
Franke, P. C., Jr. (27) 
Frantz, Joseph Cc. (4) 
Fraser, Geo. E. (17) 
Fredrick, A. L. (6) 
Fredricks, Walter H. (6) 
Freihube, G. H. (8) 
Freitag, Reuben C. (5) 
French, Harry B. (23) 
French, Oakleigh R. (9) 
French, Ralph M. (4) 
French, W. W. (A) 
Freuden, Donald E. (8) 
Frey, Victor P. (9) 
Freyberg, J. C. (2) 
Freystadt, Everett M. (6) 
Fricke, Heberton E. (7) 
Friedlich, Bruce (11) 
Friend, Howard E. (7) 
Froeb, Paul F. (21) 
Fromm, Albert S. (4) 
Frost, Jack. (A) 

Fry, Harry E. (6) 

Fry, Richard E. (4) 
Frye, George A. (16) 
Frye, Wm. G. (3) 

Fuhry, Herbert A. (A) 
Fuller, Charles F., Jr. (6) 
Fuller, F. J. (19) 

Fuller, Prescott C. (6) 
Funnell, Walter L. (6) 
Furry, Schell L. (9) 


“~o 


3) 
2) 


G 


Galilee, John A. M. (14) 
Gaiagher, a. & a? 
Gallagher, John. (20) 
Gallimore, Keith F., Jr. (5) 
Galloway, James C. (19) 
Galloway, W. C. (21) 
Gaiter, Louis (2) 
Ganley, a H,. (11) 
Garbutt, G. C. (17) 
Gardner, A. Lesley. (7) 
Gardner, Alexander H. (7) 
Gardner, Ben (A) 
Gardner, Don G. (3) 


Gardner, J. A. (3) 

Gardner, Robert A. (4) 
Garesche, Jerome K. (2) 
Garniobst, Henry, Jr. (2) 
Garretson, Miss Dorothy F. 


i) 
Garretson, LeRoy. (7) 
Garrison, R. P. (A) 


- Garrison, RK. W. (15) 


Gassaway, Nic eine. (11) 
Gassman, l. P. (21) 
Gaukerud, M. (2) 
Gaupp, L. W. (8) 
Gaw, George D. (2) 
Gawthrop, L. Bb. (7 
Gaylord, E. erry. 
Gebhardt, E. A. (2) 
Geddes, E. T. (4) 
Geib, F. J. (4) 
Geib, G. Clifford. (11) 
Gemmer, F. Lorenz (6) 
Genesson, Louis. (11) 
George, Franklin. (24) 
Geraty, Clyde J. (4) 
Gerhart, Frank. (3) 
Gerst, Arthur (4) 
Geschelin, Jos. (12) 
Geyer, Linwood H. (6) 
Gibbs, R. M. (8) 
Gibbons, J. Burr. (A) 
Gibson, C. W. (A) 
Gibson, Walter (12) 
Gibson, William J. (6) 
Gilbert, John P. (8) 
Gilbert, Joseph. (6) 
Gilchrist, Alex. (14) 
Giles, Ernest T. (8) 
Gilkes, Arthur G. (6) 
Gill, Norman J. (15) 
Gillette, E. Scranton. (2) 
Gillies, D. B. (14) 
Gillman, Charles A. (19) 
Gilmore, Scott. (6) 
Gilmour, G. W. (17) - 
Girouard, Fernand. (17) 
Gischel, C. E. (11) 
Given, William N. (7) 
Gladmon, Arthur H. (23) 
Gladney, M. J. (17) 
Glebe, Edward M. (14) 
Glenn, Clark (8) 
Glenzing, W. L. (6) 
Gloeckner, F. H. (7) 
Gluck, Arthur. (25) 
Goble, Wayne. (19) 
Godley, Frank B. (4) 
Goepel, ae L. (2) 
Goes, E. J. (5 
Goessling, P. Ht. (9) 
Goff, Carleton. (1) 

Gold, s. E. (11) 
Goldman, B. J. (12) 
Goldman, Emanuel (6) 
Joldner, Frank C. (7) 
Gomber, Raymond F. (6) 
Gomez, John F. (7) 
Goodale, Charles D. (A) 
Goodell, Paul H. (3) 
Goodhart, Hugh H. (24) 
Gordon, Grant. (A) 
Gordon, William. (9) 
Goudy, Wm. L. (6) 
Gouedy, E. L. (3) 

jzould, George O. (4) 
Gourley, R. EB. (17) 
Gowans, M. L. (19) 
Graam, Alexis G. (23) 
Grady, John P. (2) 
Graham, C. M. (2) 
Graham, David. (17) 
Graham, Ewing W. ( 
Gran, Julian. (6) 
Grant, Fred. (4) 
Grant, George P. (2) 
Jrantvedt, E. N. (2) 
Grasty, N. D. (23) 
Grauel, Edwin lL. (24) 
Gravert, Robert (6) 
Grauman, H. Richard (% 
Gray, Charles M. (12) 
Gray, Earle A. (19) 
Gray, Frank W. (19) 
Gray, Jerome B. (7) 
Greeg, Henry W. (7) 
Green, Clark W. (8) 
Green, Harold E. (2) 
Green, Marvin T. (2) 
Green, Max. (11) 
Green, Ralph E. (7) 
Greene, Charles C. (2) 
Greene, Nelson. (9) 
Greenlaw, William B. (1) 
treen, Marvin T. (2) 
Greenland, Clifford E. (11) 
Greer, James A., Jr. (2) 
Greig, James A. (2) 
Greig, James A., Jr. (2) 
Greiner, Jacob B., Jr. (24) 
Greiner, Ralph C. (4) 
Grieve, John. (14) 
Griffith, A. M. (17) 
Griffiths, Donald N. (14) 
Griffiths, George H. (6) 
Grimm, A. T. (8) 
Grimm, Charles W. (4) 
Grimm, William K. (2) 
Grimshaw, Joseph N. (2) 
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Gringorten, I. M. (14) Heckman, H. (4) Howard, Gordon E. (12) Johnston, Fred G. (15) 
Grinton, H. M. (4) Heer, Raymond (2) Howard, Harry. (19) Johnston, Meville (14) 
Groot, Martin (4) Heery, Edward M. (20) Howell, E. C. (12) Johnston, Robert H. (6) 
Groff. Samuel D. (A) Hehner, Leonard. (11) Howes, A. P. (6) Johnston, Roy B. (8) 
Grohmann, H. Victor. (6) Heiffel, Gene. (6) Hubbard, Philip H. (6) Johnston, Wm. C. (4) 
Groome, John BEB. (7) Heinecke, Allen F. (8) Huber, Louis J. (19) Joly, D. C. (18) 
Grose, W. J. (8) Heinemann, George A. (1) Huber, W. R. (8) Jones, Alfred Milton (6) 
Gross, Julian. (A) Heinly, Donald G. (2) Hubert, F. B. ( Jones, Crofton. (19) 
Gross, Lawrence H. (2) Heiser, C. D. (4) Huddleston, R. B. Jones, F. D. (10) 
Gross, Ralph. (4) Heitkamp, L. F. (9) Hudson, E. V. (8) Jones, Fred G. (2) 
Groth, Raymond. (3) Helbig, Raymond C. (20) Hudson, Fred G. (2) Jones, H. Andrew (23) 
Grove, D. Clinton. (8) Helfrich, Otis L. (6) Hudson, Raymond C. (2) Jones, Hal (A) 
Grove, F. R. Jr. (2) Heller, Harry O. (27) Huebner, George J. (4) Jones, Mrs. Jessica M. (20) 
I 
I 


Grove, R. C. (4) Heller, Robert F. (7) Huff, James G. (24) Jones, Ralph C. (6) 
Grove. Robert E. (8) Helling, H. F.. Jr. (8) Huff, J. Seaton (A) Jones, Ralph M. (8) 
Gruger, F. R., Jr. (11) Henderson, John D. (2) Hugh, Ralph J. (20) Jones, Richard N. (2) 
Grundy, J. Arthur (6) Henderson, Kenn. (6) Hughes, Edwin J. (6) Jones, Spencer. (6) 
Gruver, Arthur C. (8) Henderson, W. J. (A) Hughes, Lawrence M. (6) Jordan, George V., Jr. (7) 
Gumaer, A. P. (6 Hendricks, Oliver G. (6) Hughes, Thomas A. (6) " Jorgenson, William G. (6) 
Gundel, Torkel 4 Hendryx, James D. (24) Humbrecht, Victor J., Jr. (7) Joyce, William R. (2) 
Gunder, Robert J. (7) Hening, E. Bradford. (7) Hume, Phil R. (3) Judge, Jack M. (8) 
Gutknecht, W. J. (10) Henning, Frederick H. (18) Humphrey, Champ C. (9) Jump, James E, (11) 
Gutterman, Harry. (6) Henricksen, H. O. (A) Humphrey, H. L. Joseph. (12) Junkin, M. P. (7) 
Guy, Ray (14) Henry, Warren Grove. (2) Hunt, C. Melvin. (2) Juraschek, Francis. (8) 
Herbert, Frank P. (4) Hunt, Irving A. (1) Jurgell, Val G. (7) 
Herbine, S. C. (7) Hunt, Jay J. (6) 
Herington, C. E. (6) Hunt, Lawrence H. (2) 
Herman, B. L. (7) Hunt, Lewis S. (2) 
H4 Herman, Louis F. (11) Hunt, R. D. (19) 
Hershey, Jack D. (A) Huot, Joseph C. (8) 
Hershorin, Irving. (8) Hurd, Arthur. (6) K 
Heuston, E. M. (5) Hurlburt, Edward. 
Hewitt, W. H. (14) Hurst, D’Orsey. 
Haddock, Gerald T. (6) Hext, R. C. (3) Hurst, Ralph E. (24) 
Hadley, Wayne D. (A) Hey, Harry A. (6) Hutchins, Frank A. (24) Kahn, S. S. (6) 
I wnt Andrew G. (6) Heyman, Horace W. (11) Hutchins, F. Irving. (24) Kaiser, Al. (20) 
H: ym, W. (21) Hickerson, J. M. (6) Hutchinson, Charles F. (1) Kaiser, J. M. (3) 
I in. Marvin (12) Hickey, S. W. (2) Hutton, Warren W. (5) Kalbfus, C. W. (8) 
I ale, Gordon. (17) Hickox, John B. (4) Hyde, John F. (11) Kammann, Frederic. (3) 
I Edgar S. (4) Hicks, L. B. (14) Hydell, John Carlyle (6) Kanagy, Hugh M. (2) 
Hi: , R. Jack. (17) Hicks, R. H. (8) Kane, George L. (21) 
Hall, Lloyd H. (6) Higgins, Francis M. (5) Kappes, Carl Henry, Jr. (é 
I Melvin. (26) Hilborn, C. E. (8) Kasten, John G. (6) 
I Thomas W Higgins, Lyman W. (2) Katz, H. M. (25) 
Hallock, 8. } d Hildreth, Joseph S. (7 Katz, Joseph. (23) 
Hallowell, J J. @ Hill, Harvey J. (22) Kaufman, Herbert. (6) 
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Wrigley, G. B. (14) 
Wulff, C. F. (3) 
Wyant, John L. (8) 
Wyatt, Charles A. (27 
Wylie, John M. (11) 
Wynkoop, N. O. (6) 


~ 


(8) Y 


Yarline, Frank W. (2) 
Yogerst, W. M. (2) 
York, Wilford (5) 
Yorks, S. H. (6) 
Young, Howard L. (25) 
Young, J. Wilson. (6) 
Young, M. M. (19) 
Young, Ralph L. (6 ) 
Young, Truman. (11) 


Young, Vincent R. (14) 
Youngblood, H. E. (19) 
Youngs, Earl R. (A) 

Yulke, Harold K. (6) 


Z 


Zerweck, Carl E. (9) 
Ziegler, Nelson T. (4) 
Zieme, Carl H. (10) 
Zimmerman, Clarence A. (1 
Zimmerman, E. N. (2) 
Zimmerman, Eric. (8) 


(20) 


Zoliner, Karl A. (7) 





Company Affiliations of NIAA Members 


Reference Note: To find the 
complete addresses of members refer to the 
alphabetical list which begins on page 29. 


A 


Anpotr Batt Co.: D. V. Chapmen. 

Ace Mroe. Corp.: Joseph Axelroth 

ACF-Britt Morors Co.: David H. Mc- 
Iivaine. 

ACHESON CoLLorps Corp.: M. J. Reynolds 

ACMB ENGRAVING Co.: Louls J, Huber. 

ACME Sree. Co.: F. R. Grove, Jr. 

AcTOoN Burrows Co.: Aubrey A. Burrows 

ADAM Eugectrric Co., FRANK: Arthur 
Koehler 

Ap-Crart IND! 
Rockett 

ADCRAFT PRINTERS: Victor H. Phalen. 

ADLER, WILLIAM Hart, INc.: William H 
Adler 

ADMAKERS: Robert N 

AD-SERVICE Inc Frederick S 
Ralph Woodward 

ADVERTISING AGENCY oF WM. CongNn: Wil- 
Ham Cohen. 

ADVERTISING Corp., THE 

ADVERTISING ENGINEERS CORP. 
Halperi! 

ADVERTISING MANAGEMENT SERVICE: Bruce 
Lindeke 

ADVERTISING PuBLICATIONS, INc.: G. A. 
Ahrens; Otto L. Bruns; Hal Burnett 
Halsey Darrow William H. Dot 
Lawrence M. Hughes; G. D. Crain, Jr 
Jack F. Johnson 

ADVERTISING Service Co.: Wm. R. Martin 

AERO Digest: Robt. W. Martin, Jr.; James 
Galloway 

AHLBERG BEARING (C M. G. McGregor 


STRIAL Apv.. Service: V. O 


Slate. 


Britton 


T. Wm. Merrill 
Edward R 
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Company Affiliations 


AHRENS PUBI Co., Inc.: Don Nichols, 
Charles F. Loeffel. 
AIRCRAFT STANDARD Parts Co., INc.: John 


Cc. Andrews. 

Ark REDUCTION SALES CoO.: 
Beck John F. 
Alstyne 

Air Review Pus. Corp.: 

AjJaxX ELectric Co., INc.: 
brect, Jr. 


’ Henry W. 
Callahan; G. Van 


Russell C. Johns. 
Victor J. Hum- 


AJAX FLEXIBLE CovuPLING Co.: Wayne 
Belden. 

ALco VALVE Co.: Charles F. Cooley 

Anperson, Simon & Sessions: Wroe Al- 
derson, 

ALpriIncGe Associates, A. E.: Albert E 
Aldridge. 

ALLBRIGHT AssocIATES: R. D. Allbright. 

ALLEGHENY LitHOGRAPH CorRP.: R. W. 
Essick. 

Clark 


ALLEGHENY Luptum Sree. Corp.: 
W. Green; C. B. Templeton. 
ALLEN Mro. Co.: Ray W. Bidwell. 
AtteY & Ricwarps Co.: Harry M. Biller- 

bec 
ALLIED ADVERTISING AGENCY, INC.: 
L. Brown 
ALLING & Cory Co.: Howard Lewis. 
Auuis Co., Louis: Van B. Hooper. 
\LLIs- CHALMERS Mroc. Co.: E. F. J 
Forest; H. J. Masuhr, Jr.; W. D. Shan- 
non; A. R. Tofte. 


Robert 


ALSO! ENGINEERING CorpP.: Robert J 
Landon 

ALUMINUM Co. oF AMERICA: Douglas R. 
Hobbs 


ALUMINUM Co. OF CANADA: I. S. Decarie. 


ALUMINUM INDUSTRIES, INC.: Bruce 
Keller. : 
AMALGAMATED ELectric Corp., Ltp.: A. V. 


Armstrong; N. E. Gerry; C. N. Smith. 


AMBLER, R. J 


INDUSTRIAL MARKETING, November, !%# 


AMERICAN ABRASIVE METALS CO.: 
L. Barnwell. 

AMERICAN BANKERS ASSOCIATION: Willl 
R, Kuhns. 

AMERICAN BRAKE SHOE Co.: J. Paul G 
roll; Robert H. Ramage; Charles 
Sliter. 

AMERICAN CABINET HARDWARE Co.: Fo 
Engstrom. 

AMERICAN CAN Co,: 
E. K. Walsh 

AMERICAN CaR & Founpry Co.: J. 
Reibel. 

AMERICAN CENTRAL MANUFACTUERI 
Corp.: William F. Valentin. 

AMERICAN CERAMIC Society: Charles 
Pearce. 

AMERICAN CHAIN & CABLE Co., INC.: 
ward V. Creagh. 

AMERICAN CHEMICAL Society: Eugene! 
Bauer : Merald Lue ; Wallace § 
Traendly. 

AMERICAN CrITy MAGAZINE CorpP.: Ged 
S. Conover; John Dix. 

AMERICAN CRAYON Co.: (Miss) Norma 
Zistel. 
AMERICAN 
Fuller. 
AMERICAN DECALCOMANIA Co.: 

Holderness. 

AMERICAN District Steam Co.: Chat 
E. Murphy. 

AMERICAN ForGE Drv. oF AMERICAN Bnril 
SHons & Founpry Co.: H. Mulford. 

AMERICAN FouNDRY EQUIPMENT Co.: A 
Lenhard, 






Norton B. Jackso 


. 


CYANAMID Co.: Prescott 


Elber 


AMERICAN Gas ACCUMULATOR Co.: (Mis 
Katherine Nicoll. 


AMERICAN Horst & Derrick Co.: Roy? 
Smallwood. 


AMERICAN Hot Dip Gatv. Assoc., I 
Stuart J. Swenson. 


I 


we 








ZRICAN INSTITUTE OF MINING & METAL- 
LURGICAL ENGINEERS: Wheeler Spack- 
man. 

yYERICAN LAUNDRY MACHINERY CoO., THE: 
George G. Rups; T. W. Tieman. 
yERICAN Locomotive Co.: Holmes M. 
Brown; H. J. Downes; Murray O. 
Smyth. 

yERICAN LUMBER & TREATING Co. : 
Garnjobst, Jr.; R. B. Putman 
yERICAN-Marietta Co.: Harry L. Ault; 
Robert A. Ornberg; C. P. F. Waidler. 


Henry 


ERICAN METAL MARKET Co.: R. A. 
Langer. 

WERICAN MINING ConGrRess: Patrick D. 
McMurrer. 

WERICAN Mono Raitt Co.: Edw. H. 
Doerger. 


\wERICAN OptTicaL Co.: John V. Cockin; 
Arne J. Oker. 

MERICAN PAINT JOURNAL Co.: 
Nagel; A. F. Voss. 

MERICAN PENCIL Co.: Leonard Hehner. 
\MERICAN PHENOLIC CorP.: Ben Boldt. 
MERICAN PHOTOCOPY EQUIPMENT Co.: 
H. Richard Grauman. 

MERICAN PULLEY Co.: Ernest C. Monigle. 
AMERICAN RADIATOR & STANDARD SANI- 
tary Co.: E. J. Hartman. 

AMERICAN ROLLING MiLL Co., THE: Ben- 
nett Chappie; William E. McFee; Harry 
VY. Mercer; Edgar Schellenbach. 
\MERICAN SCHOOL PUBLISHING CORP.: 
Prentice C. Ford; Frank J. Raymond. 
IMERICAN ScrEW Co.: Harry Mayoh 
MERICAN SHIP BuiILpING Co.: W. E. G 
Power. 

MERICAN Socrety OF CIVIL ENGINEERS: 
W. L. Glenzing. 

MERICAN Socrery FoR MetTats: W. H. 
Eiseman; Robert S. Muller; Chester L. 
Wells 

AMERICAN SoOcCIeET¥Y OF MECHANICAL ENGI- 
NEERS : C. E. Bregenzer ; Glenn H. Eddy; 
Frederick Lask. 

AMERICAN STEEL & WureE Co.: 
Charles N. Schmidt; 


Harry L. 


Wilmer H. 
Cordes ; Orton B. 
Stauffer 

AMERICAN TaG Co.: W. 
A. Klenk 

AMERICAN TELEPHONE & TELEGRAPH CoO.: 
Roscoe H. Barton. 

AMERICAN TRADE PuBL. Co.: R. F. Shrope. 
AMERICAN TYPE FOUNDERS SALES CORP.: 
Robt. B. Huddlesto’:. 


J. Brown; Fred 


AMERICAN WELDING & Mero. Co.: Frank 
J. Shanaberg 

MERICAN ZInc OXIDE Co H. L. Young. 
(ME , INC Paul W. Lauraites 

AMI CorRI W. F. Scranton 


ANACONDA AMERICAN Brass, Ltp.: Ed- 
ward J. Beatie 


ANACONDA COPPER MINING Co.: 
N. McDonald. 


NACONDA WIRE & CABLE Co.: 


Joseph 


E. F. Luna. 


ANCHOR PACKING Co., Lrp.: W. Copping. 
ANCHO} Post Propucts, Inc aa - 
Donahue 

ANDREWS INDUSTRIAL AGENCY, ARNOLD: 


Arnold Andrews 
NFENGER ADVERTISING AGENCY, INc. : Wm. 
J. Johnson 

APPLETON ELEecTRIC Co.: Carl A. Bloom. 
APPLETON Stup1os: Herbert A. Appleton. 
ARCADE MFG. Div., RocKWELL MF«G. Co.: 
I. P. Gassman. 

ARDIEL Apv. AGENCY, L®¢D.: 
Ardiel. 

ARENS CONTROLS, INC.: Philip Hooker. 
ARMCO DRAINAGE & METAL Propvucts: W. 
H. Spindler. 
ARMSTRONG CorK Co.: 
ey 


Robert E. 


E. Cameron Haw- 
EMSTRONG MACHINE WorkKs: Thomas H. 


ARMY-Navy ELECTRONIC Prop. 
Jay J. Hunt. 


AGENCY: 


ARNDT Co., INcC., JOHN FALKNER: Robert 
N. D. Arndt. 

ARNOLD Apv. AGENCY, Rupert: Rupert 
Ar! ld 

ARRICK Co., THE: D. C. Arrick. 

ART-Copy AssocIATEsS: Martin Steinhardt 


ART-CRAFTS ENGRAVING Co.: J. M. Kaiser. 
Akt ENGRavING & CoLortyPe Co.: Elmer 
R. Krause. 


Ast Sion & Dispuiay Co., INc 
oler. 


ASHDOWN, 


: Arthur C. 


. 


JOHNSON: H. G 


ASHLEE PuBL. Co., INC.: 


Ashdown. 


James C. Munn. 


INDUSTRIAL MARKETING, November, 


ASKANIA REGULATOR Co.: Wilbur F. Pray. 


ASSOCIATED ADVERTISING AGENCY: A. F. 
Larson. 


ASSOCIATED BusINEss Papsrs, INc.: Stan- 
ley A. Knisely; Rudolf R. Kopfmann. 


ASSOCIATED INDUSTRIES OF MASSACHUSETTS: 
Frank Prendergast. 


ASSOCIATED SCREEN NeEws, L7p.: 
Roberts. 


ASSOCIATION OF IRON & STEEL ENGINEERS: 
T. J. Ess; James D. Kelly. 


ASTATIC CorP.: Wm. J. Doyle. 


ATHERTON & CURRIER, INc.: 
Molnar. 


ATKINS & Co., E. C.: M. W. Dallas. 

ATKINSON ASSOCIATES PUBL. REpP.: V. E. 
Atkinson, Jr. 

ATLAS ENGRAVING Co.: Joseph Porter. 

ATLAS LITHOGRAPHING Co.: H. B. Shute. 


ATLAS LUMNITE CEMENT Co.: Gerald T. 
Haddock 


ATLAS METAL STAMPING Co.: Carl J. 
Meister 


E. 8. 


Joseph 


ATLAS PowpER Co.: Gardner Harvey; 
John Swenehart. 

AUBREY, Moore & WALLACE, INc.: Hillard 
R. Langlie 

AUSTENAL LABORATORIES, INC.: John B. 


Mannion. 
AUSTIN-WESTERN Co.: H. F. Barrows: 
AUTOCAR Co.: Robert F. Wood. 
AUTOMATIC ELECTRIC (CANADA) Lp. : 
» R. Foulger. 


AUTOMATIC ELEctTric Co.: Walter Axelsen. 


AVERY-GORDON TAYLOR, INC., RAND: 
Charles D. Temple. 

AVEY DRILLING MacHINB Co.: John E. 
Shriver. 

AYER ADV. AGENCY, ELMER W.: Elmer W. 
Ayer. 


AYER & STREB: 


Bascock & Witcox Co.: Walter H. Andre- 
sen; John Carlyle Hydell ; Charles M. 
Neighbors; W. E Roth. 

BAER Co.: S. C..: S. Schindler. 

BAILEY Merer Co.: E. B. Bossart; Wm. 
C. Johnston. 

BAKELITE CorP.: Robert J. Barbour; Allan 
Brown; Don Masson. 


Fred C. Streb. 


mae & Baker & Assoc., INc.: Horace 
R saker. 
BAKER-JONES-HAUSHAUER, INC.: Merle 


Whitney. 
BAKER RAULANG Co.: W. M. McMillan. 
BALCRANK, INC Homer Lange. 
BALDWIN BELTING Co., INc.: Preston de 
G. Baldwin. 
BALDWIN-HILL Co.: Graham Rohrer. 
BALDWIN LOCOMOTIVE WorRKs: Malcolm K. 
Wright. 
BALDWIN, Bowers & 
Kenneth Strachan 
BALL & Sons, T. H.: 
BALLAGH & THRALL, 
Cc. Ballagh. 

BALTIMORE CONVENTION BuREAU: L. H. 
Denton. 

BaLzARI & Starr, R. A.: R. A. Balzari. 

BARCALO Mrc. Co.: Gerald N. Abt. 

= ~~" ADVERTISING AGENCY: Hugh Good- 
art. 

BARNES Co., W. F. & JOHN: E. V. East- 
man. 


STRACHAN, INc.: 


Sanford Ball. 
EXPORTERS : Thomas 


BARNES CorP., JOHN S.: G. A. Markuson; 
Bert W. McClenaghan, Fred McCleneg- 
han. 


BARRY-WEHMILLER MACHINERY Co.: Paul 
Wehmiller. 


BaRTH STAMPING & MACHINE WorKs: 
Thomas A. Barth. 
BARTLETT Co., OSBORN: Osborn Bartlett. 


BARTON, DuER & KOCH PAPER Co.: 
Cc. Price 


Thomas 


BARTON Press, INc.: Samuel Denberg. 


BasrorpD Co., G. M.: F. E. Adams; Gene 
Heiffel; Douglas A. Lawrance Wil- 
loughby S. Leech; Lawrence G. Malone; 
W. F. Mulhall; E. Scott Pattison; Gene 
Reichert; W. H. Schink; George Sher- 
win; Henry C. Sildorf; John Simonds; 
Carl A. Wagner; Roger L. Wensley; 
William J. Whitbeck. 


Basic Foop MATERIALS, INC.: 
Beerend. 


Ray F. 


Bassick Co.: Ralph D. Mount. 


BATTEN, BARTON, DursTINE & OSBORN, 
Inc.: Pepi C. Fox, M. G. Odell; Stan 
Pforr: Theodore R. Ringness; David E. 
Robeson; Harold A. Wilt; H. P. Vieth. 

Baver, Bi_t; Forms Consultant. 

BAUERLE ADVERTISING AGENCY, T. R.: 
Wm. G. McNulty. 

BavuscnH & LOMB OpTiIcAL Co.: 
Blum; Ray L. Van de Vate; 
Williamson. 

Bay City SHovELs, INc.: A. W. Reidinger. 

BaYLess-Kerr Co.: Neville Bayless; Wal- 
ter Butcher: Wm. C. Diehm; Joseph C. 
Frantz, Arthur W. Muir. 

3ay STATE ABRASIVE Propucts Co.: Ed- 
ward A. Farmer. 

BEACON PAPER Co.: Will W. Vahle. 

Bearrp Co., THE J. B.: Hal Jones. 

BEAUMONT, HeLLER & SPERLING, INC.: 
Donald T. Beaumont; Robert F. Heller; 
Louis J. Sperling. 

BEAVERITE Propucts, INc.: Howard Wolff. 

Beck ENGRAVING Co.: Ted Dadisman. 

Becker, INC., WILLIAM H.: William H. 
Becker. 

BEHEL & WaLpieE & BrIGGs: 
D. Waldie. 

Beur & Co., JuLian J.: I. Schifrin. 

BELDEN & Hickox: Frank E. Belden; 
John B. Hickox. 

RELDEN Mre. Co.: W. N. Todd. 

BENDIX AVIATION CorP.: A. E. Distelhurst. 

BENJAMIN ELectric MFec. Co.: Frank A. 
Callahan; Rudolf W. Staud. 

BENNETT & Co., FRANK P.: 
Bennett, III; H. A. Hechinger ; 
A. Underwood. 

BENWoOOoD-LINZE Co.: 

BERKSHIRE PusL. Corp.: Alan 8. Cole. 

BERNzoTT Stupios, A. J.: A. J. Bernzott. 

Besser Mro. Co.: Jonathan J. Buzzell. 

Best Co., INc., ALFrepD M.: Walter A. 
Spangler. 

Bete Co., CHANNING L.: Channing L. 
Bete: Edwatd H. Peplow, Jr. 

BETHLEHEM STEEL Co.: S. H. Yorks. 

BetTrer Roaps: A. Perrin. 

BippLe, James G., Co.: (Miss) Mary E. 
McGarvey. 

BIDDLE PRINTING CoO., 
Biddle, II. 

BINGHAM Co., WILLIAM H.: 
Bingham. 

3irncH & Co., R. J.: J. V. Fisler. 

BLACKHAWK Mra. Co.: B. K. Stabelfeldt. 

Buack & Decker MFo. Co.: J. F. Apsey, 
Jr. 

BLADE Apv. Acency: Ted Witter. 

BLAKE, Morrett & TOWNE: R. omg a 

-KNO >: D. Clinton Grove, G 

a Peat y ollmer; Lambert J. 
Wischerath. — 

“ 2 John J. elev. 

Busse Co, © oot, H. Grorce: H. George 
Bloch. 
30oaT STATISTICS & PUBL. Co., INc.: Robert 
Grauert; Walter J. ‘~ Rr Jr. 

Bopinge E.ectric Co.: . M. Yogerst. 

BopLey & HOLLAND: H. pt bao Holland. 


Albert H. 
Milton C. 


Benjamin 


Frank P. 
Andrew 


Victor P. Frey. 


Howarp: Wm. W. 


William H. 


BouHME & BLINKMAN, Inc.: Harry H. 
Blinkman. 

BoHNETT Co.: R. W. Bohnett; Walter R. 
Mason. 

BoLAN ADVERTISING, CHARLES W.: Charles 
W. Bolan. 


3onp & STARR, INC.; George Sowash; 
Thruman R. Starr. 

Bonpep ScaLe Co.: Arthur Gluck. 

BooKER-CoopPER, INC.: A. R. Booker. 
.ORG-WARNER Corp.: Johnson S. Davis. 
,OTHWELL ADV. AGENCY, W. Eare: Clark 
Glenn. 

BotsForD, CONSTANTINE & 
George C. McNutt. 

Bourne Apv. AGENCY, HENRY 7% 
T. Bourne. 

Bowser, Inc.; J. B. 

Bowser & Co., S. F.: Harry J. Slack. 

BRADEN-STUPHIN INK Co.: Carl H. Larson. 

BRADFORD MACHINE TOOL Co.: Charles 
Smith. 

BRADLEY WASHFOUNTAIN Ca. : 
enger. 

Brap-VERN Co., THE: Thomas C. Bur- 
rows: Vernon H. Van Diver 

Bracpon, Inc., JoHN C.: H. F. Reuter. 

Braipwoop & Sons, Lrp., JoHn: J. Lioyd 
Braidwood. 


GARDNER: 
Henry 


Trotman. 


Charles Ber- 
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BRAMSON PBL. Co.: Roy T. Bramson; 
Dwight «i. “Yarly; Irving Lesher, Jr.; 
Thomas J. Oriundo. 

Brand & Branv: Edward I. Brand 

BraNnp Stupios: Lawrence Brand. 

Bray Co.: Len J. Bray. 

Breeze Corp., INc.: Wm. Romaine. 

BREMER TYPOGRAPHIC Stupio: Wm. F. 
Bremer. 

BRENNAN ADVERTISING AGENCY: J. Ear! 
Brennan 

BRESKIN PuBL. Corp.: R. C. Beggs; Alan 
Ss. Cole 

Breru, Inc., R. C.: R. C. Brett 

BREWER-CHILCOTE PAPER Co.: 
Brewer. 

Bripas Co., 

Brices & STRATTON Corp 
tag 

Briccs FicTRATION Co.: Alfred S. Wilkins 

George P. Lonergan, Alex 


Russell R 
Harry T Foster Babcock. 
Reuben C. Frei- 


Bristo. Co 
Nolde 
BrRiTisH AMERICAN OIL Co., Lrp.: V. L 

Hanna 
Britt PRINTING & PusL. Co Ear! Britt 
BROEDER ADVERTISING AGENCY, CLIFFORD 
“.: Clifford F. Broeder. 
BRoNX HARDWARE & Suppiy Co., Ini 
Isidore J. Biltchick. 
Bronze ALLOoYs Co 
Jr. 
Brooke, SMITH, FRENCH & DORRANCE, 
Inc 


Frederick Boeneker 


Charies W. Brooke; L. Grant 
Hamiltor 

Bros Borter & Mra. Co., WILLIAM 
H. Swenson 

Brown & Co., C. FRANKLIN: C 
Brown 

BROWN ADVER’ NG, STEVE C Ste 
Brown. 

BROWN INSTRUMENT Co., Div. of MINNE 
APOLIS-HONEYWELL REGULATOR Co J 
F. Sullivan. 

Brown & SHARPE Mra. Co.: John P. Bur 
dick, 

BROWNING CRANE & SHovet Co.: John R 
Cary 

Bruce Pus... Co.: W. Ackerman: 
Coulter 

BRUNELLI 
Graham 

BRYANT Press, INc 
shall. 

BUCHAN Loose LEAF Recorps Co Edwin 
G. Hansen; R. A. Stewart; Ernest A 
Thesieres 

BUCHANAN & Co., INC 
gar. 

BUCHEN Co H 
Fisher; Martin G 
W. Rose; Henry W. 

BUCKERIDGE & ASSOCIATES, 

L. Bogue 

BucKEYE Iron & Brass WorKs 

gains 


Lowell 


rank 


CHARLES Hus H 


Anthony W. Mar- 


Frederick W. 


EARLE A 


yrrus-Err Co.: E. M. Heuston. 
uDA Co Howard H. Cohenour 
BurraLO CHAMBER OF COMMERC 
R, Owen. 
BUFFALO ForGe C Fred Stubinger. 
BurraLo Merer Co.: Herbert F. Barrett 
BUILDING PRODUCTS, LTD. : John E 
Sprinkle 
BUKTON 
Bukay. 
Butt Doe ELEectric Propucts Co 
Dunn 4. A. Togesen 
BULLARD Co R. C. Bullard 
BULLETIN-INDEX Co Richard J. Cook 


BUNKER & DOWNING, INC Fred Sullivar 


AD-PRODUCTIONS Jos¢ 


BurBANK & Co., S. H.: Frank C. Goldner 
BURNDY ENGINEERING Co,: I! Lorenz 
Gemmer Kk, C, Thompson. 


BURNET-KUHN Apv. Co.: Thomas Destells 

BURROUGHS WELLCOME & Co., MESSRS 
Robert R. Dougall; Iris Evans. 

BurTon-Rocers, Inc.: J. E. Baxter 

Business & INDUSTRIAI ‘OUNSELLOR 
Inc.: Donald B. Schall 

Business News Pus... Co George F 
Taubeneck 

BUSINESS PUBLISHERS INTERNATIONA! 
Corp.: John Abbink; W. A. Buschman 
Don G. Heinly 


Business Service Suop, THe: lL. C 
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BUSSMANN Mrs. Co.: H. von P. Thomas. 

BUTTENHEIM-Drx PusL. Corp.: Donald V 
Buttenheim. 

Byer & BowMAN: William A. Arter. 

Brer & BOWMAN ADv. AGENCY: Gus K. 
Bowman. 

3yers Co., A. M.: T. C. Winans. 

BYRNE Apv. AGENCY, THOMAS C 
c Byrne 


Cc 


Casnor & Co., INc.: Wm. H. Coffman 


CAHN-MILLER, INc.: Louis F. Cahn. 
CALDWELL-BAKER Co.: Howard C. Cald- 
well; Portia Christena; E. R. Schern 
CALDWELL-CLEMENTS, INC.: Maurice 

Clements. 
CALLAWAY Associates: M. Susman. 
CAMPBELL-WIRTZ ASSOCIATES 
Campbell, Jr 
CANADA CEMENT Co., LTD.: 


Ss« 


Thomas 


Monroe 


Harry S. Van 

oy 

CANADA CREOSOTING Co.: J. Tate. 

CANADA StTarcuw Co., Lrp.: Harold E 
Stephenson. 

CANADA Wire & CABLE Co.: 

CANADIAN BLower & Force, Lrp.: B. R 
Burland. 

CANADIAN CHAMBER OF COMMERCE: Rod 
W. Sutherland. 

CANADIAN ENGINEERING PUBLICATIONS 
Lrp.: C. H. Broad; W. R. Leonard: N. 
E. D. Sheppard; F. B. Thompson 

CANADIAN FAIRBANKS-MorsEe Co., Lrtp 
John O. Pitt. 

CANADIAN GENERAL ELecrric Co., Ltp 
4 B. Hicks; V. R. Young; Spalding 
Black. 

CANADIAN INpDUSTRIES, LtTp.: John E 
Baird; G. C. Garbutt: B. W. Keightley 
D. W. Kelley; J. H. Sheppard. 

CANADIAN INGERSOLL-RAND  CO., LTp 
Fr. A. McLean: J A. Scott. 

CANADIAN INSTITUTE MINING & METAL- 
LuURGY: L. C. Hazelton 

CANADIAN LINE MATERIALS, LTD 
Clark; L. E. Messinger 

CANADIAN Lioump AiR Co., LTp 
Harris 

CANADIAN MANUFACTURERS’ ASSN 
Gillies 

CANADIAN MARCONI Co., LTtp.: 
nam. 

CANADIAN MINING JOURNAL: J. M. Gal- 
lagher. 

CANADIAN Moror Propwucts, Ltp.: . M 
Gringorten 

CANADIAN WESTINGHOUSE Co., LTtp.: K. J 
Farthing 

CANFIELD & Tack, INc.: L. F. Tack 

CANTERBURY PRESS, THE Clarence 
Zimmerman 

CANTON ENGRAVING & ELEcTRO. Co.: Knight 
Stemler. 

CAPITOL ENGRAVING Co Vincent Milora. 

CaPITOL Mrc. & Suppity Co.: H. N. Katz 

CaRBOLOY Co., INc.: D. T. Emerson; E. C 
Howell. 

CARBORUNDUM Co.: Francis D. Bowman 

CaARDOX CORP R. W. Neville. 

CAREY Mrc. Co., THE PHILIP: 
Bates 

CARNEGIE-ILLINOIS STEEL Corp.: Harold 
Hoffman; Francis Juraschek; Robert C 
Myers: Robert J Wileox;: Robert J 
Ritchey G. Reed Schreiner Floyd C 
Woleslagle. 

CARPENTER ADVERTISING AGENCY: 
Grodt 

CARPENTER STEEL Co 
A. Elroy Keller 

CaRTER Loose LEAF Sis. Co 
Carter 

CARTER, PUBLISHER, EDWARD C 
C. Carter. 

CARTER, JONES & TAYLOR 
Paul A. Fergus 


Frank Steele 


George 
Ernest 
D. B. 


H. S. Put- 


Harold D 


Martin 
Clifford F. Boyer; 
Walter A 
Edward 


AGENCY 


CARTER-OWENS ADV. AGENCY, INC.: Wm 
G. Rowe. 

CaseE-Hoyt Co Jacob B. Greiner, Jr 

Albert D. Perry. 

Whitney G. Case, Ii 

CasEm-SHEPPERD-MANN PusBL. Co.: W. S. 
Clevenger; Walter H. Fredricks; Wm 
J. Gibson; Alfred J. Houghton Karl 
M. Mann; L. M. Roche. 

CaxTon Co.: R. E. Bandelow; 
Hall. 


CassE & Son, W. A.: 


Edgar S. 


Ceco STEEL Propucts CorP.: Don Poor 

CENTRAL ELECTROTYPE Co.: Frank P. 4 
bert. 

CENTRAL OHIO PAPER Co.: W. P. Jennin, 
A. J. Kinnear. 

CENTRAL Screw Co.: Ernest Payne 

CENTURY ELectric Co.: Oliver S. Im 
Anthony Neher. 

CHAIN BELT Co.: 
Herbert Pfeifer. 

CHAMBER OF COMMERCE & BOARD « 
or PuHtLa.: (Miss) Dorothy 
retson 

CHAMBERS & WISWELL: Charles I 
inson., 

CHAMPION PapeR & FIBRE Co 
Gerhart 

CHANCE Co., A. B.: H. A. Houston 

CHAPIN PuBL. Co.: G. L. Anderso 

CHAPMAN VALVE Mrc. Co.: (Mrs.) B 
trice L. Becker. 

CHAPPEL, Lorp B.: Loyd B. Chapp 
Byrd Christian. 

CHARLES’ BLUM Apyv. Corp.: H. M. E 
worth 

CHaseE Bac Co.: John P. Grady 

CHASE Brass & COPPER Co.: Edwar 
Malvey. 

CHATFIELD PAPER CorP.: W. J. Caldwe 

CHERRY-BURRELL CorRP.: Wm. §&. Stir 

CHICAGO ASSOCIATION OF COM MERC! 
shall L. Mathews. 

CuHicaco Bripnce & Iron Co.: Mi 
Smith; E. N. Zimmerman. 

CHIcaGO MOLDED PrRopucts Corp 
Stokes. 

CHICAGO PNEUMATIC TOOL Co.: Sid 
McCrum 

CHICAGO SHOW PRINTING Co.: Marvir 
Green. 

Cuick Stvupios, INc.: 
R. M. Gibbs . 

CHILTON Co.: Charles S. Baur; 
Blair; Harland E. Boyd; A 
E. E. Elder; Will J. Feddery 

George H. Griffiths; Char 

J. Heale; B. L. Herman; Joseph 

Hildreth: H K. Hottenstein; J 

Hoole; R. Raymond Kay: F. O. K 

Patrick; H. E. Leonard; Peirce Lé 

Chester H. Ober; W. B. Robins 

William C Scholefield ; Nelsor 

Dwight C. Warren; Mal 


Sherry Johns 


Robert C. 


Gaschelin ; 


ele he r 
Whitfield. 

‘HiruRG Co., JAMES THOMAS: Bayard 
Allis: James Thomas Chirurg Ge 
A. Frye John J. McNevin Ke 
H. Parsons 

SINCINNATI BickKFrorp Too. Co.: 
Piper 

SINCINNATI CORDAGB & PAPER Co 
C. Moermond. 

SINCINNATI MILLING MACHINE Co.: Hen 
Dods; Charles M. Reesey; Josep! 
Sieber. 

CINCINNATI SHAPER Co., THE: A 
Baumgartner 

CINCINNATI Toot Co.: J. A. Gardner 

C. I. T. Corp.: William G. Jorgensor 

CLARK, ADVERTISING, DARWIN .: MI 
Gowans. 

CLARK CoO., 
Wheeler. 

CLARK CONTROLLER Co.: Ernest C. Robe 

CLARK EQUIPMENT Co.: Ezra W. Clark 

CLARK PuBtL. Co.: F. Royal Carey I 
M. Smith. 

CLARK TRUCTRACTOR: Don Weekes 
LAWSON & Bala, Inc.: J. C. Freybert 

CLEVELAND ADVERTISING CLUB: Horact 
Treharne. 

CLEAVER-Brooks Co.: R. A. Buechner 

CLEVELAND CHAIN & Mra. Co.: R. Bre 
Vasey. 

CLEVELAND ELEC, ILLUMINATING Co.: D# 
rel E. Creps. 

CLEVELAND ENGRAVING Co.: 
John; M. J. Kleinman; 
Wahl. 

CLEVELAND HEATER Co.: N. T. Ziegler 

CLEVELAND PAPER Co.: Gale Craig. 

CLEVELAND PNEUMATIC Too. Co. 
Oldham 

CLEVELAND TWIST DRILL Co.: 
Weber: W. E. Wenger. 

CLEVELAND Worm & Gear Co.: A. J. J# 
nings. 

CLEWORTH PuBL. Co., INc.: Wm. Clewor 


CLIFFORD, FLINT, INc.: D. C. Flint 


ROBERT H.: Leonard 


Edward 
Edward 


Harry 


CLIMAX MOLYBDENUM Co.: A. K. West 
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mL SERVICE, INC.: Harry Turner. 
KHRANE Corp.: S. D. Distelhorst. 
WKFIELD, BROWN & Co., Litp.: A. ‘ 
Griffith; T. Russell Haughland; C. 
Nelson; Frank Wright. 

oz & MASON: James Mason. 
ute Co., ALFRED: Alfred Colle. 
oLINS Mro. Co., A. M.: (Miss) 
Poehimann. 

M. & H. OFFSET PRINTING Co.: 
K. Evans. 

poRADO ScHooL OF MINES ALUMNI 
AssN., INcC.: Frank C. Bowman. 

urs PATENT FiRE ARMs MFo. Co.: L. 
Barton Wilson. 

LUMBIA CHEMICAI Div. PITTSBURGH 
PLATE GLass Co.: H. L. Poulton. 
LUMBIA STEEL & SHAFTING Co.: John P. 
Dods. 

LUMBIAN VICE & Mra. Co.: A. F. Mun- 
all. 

MBUSTION ENGINEERING Co., INC. : 
Charles McDonough; Everitt Mitchell 


Mildred 


Vernon 


MBUSTION PuBL. Co.: John L. William- 
son 

MMERCIAL CONTROLS CORP James D 
Hendry. 

MMERCIAL CREDIT Co.: Thomas O. Mc- 
David. 

MMERCIAL FILTERS CORP Gale Shedd, 
Jr. 

MMERCIAL LETTER, INc.: G. J. Lehleit- 
ner. 

MMERCIAL Museum, THE: Lloyd L. 
McCartney 

MMERCIAL SOLVENTS CORP.: John N. 


Cronk; Charles D. Goodale 
OMPLETE SERVICE PuBL. Co.: D. R. Eg- 
bert; James E. Montgomery; W. A. 


Wilson. 

OMPRESSED AIR MAGAZINE Co.: J. Wilson 
Young. 

NCRETE PuBL. CorP.: Donald T. Papi- 
neau, 

INLAN & ASSOCIATES, ROBERT S.: Robert 


S. Conlan. 

NMAR PRODUCTS 
Fischer. 
ONOVER-MastT Corp.: Harvey Conover; 
Theodore A. Driscoll; T. P. Dwyer; 
George W. Gibbs; Richard C. Grove; 
Bruce Knapp; B. P. Mast; Burdette P. 
Mast, Jr.; Joseph Mehr: Theodore P. 
Murphy; Forrest C. Pearson; Ray 
Richards; Robert T. Schott; Stanley J. 
Smith; Edward M. Stanley: G. D. Vos- 
burgh; Lloyd Willoughby 
NSOLIDATED PREss, LTD 


CorP Bernard P 


Norman A 


Sallard; Paul Dickson 

INSOLIDATED Woop Propucts C r. A 
Iams 

ONSTRUCTION DiGest: Kenneth O. Dins- 
more: Fred G. Johnston; George C. 


William Trutner 

NSTRUCTION NEWS: Ray Metzger. 

ONTAINER CorP. OF AMERICA: M. Gauk- 

erud; E. A. Throckmorton. 

NTEMPTO ADVERTISING ARTISTS, INC.: 
] William 


Stewart ; 










Emil Orellana; E. Van Elkan; 

Weik! 

NTINENTAL CAN Co., INc.: R. R. Car- 
uer. 

NTINENTAL FARM MACHINE CO Ken- 
neth F. Boots. 

ONTINENTAL STEEL CorP.: J. A. DeLo. 


Mertz 


Louis Genes- 


NTRACTOR PuBL. Co.: R. C 
OPER ALLOY FOUNDRY Co.: 
son 

COOPER-BESSEMER CorpP.: E. 
5. M. Gillen. 

PIFIER LITHOGRAPH CorP.: Jack C. Bell; 
James A. Mortland; Edward Schuster. 
OPLEY ADVERTISING AGENCY: Anthony J. 
Cucchiara. 
OPPERWELD STEEL C< 
A. R. Teifeld. 

ORBIN CABINET Lock DIVv.: 
Sataline, 

RNELIUs Stupios: H. B. Cornelius. 
ORNELL-DUBLIER CorRP.: Wiliiam G. Many 


R. Bonnist ; 





George Sowash ; 


Andrew J. 


ORNELL UNIVERSITY: Harry J. Loberg. 


NING GLass WorKs: Fred E. Rector; 


Frederick C. Stebbins. 
)-Two Fire EquiIPpMENT Co.: Truman 
Young. 

URT (Canapa), Lrp.: Muriel G 


RTAULDS 


Whitlock 


RAFTSMAN PRINTING Co.: O. J. Dossman. 


RalG. ADVERTISING, JOHN GILBERT: J. G, 


Craig 


CRAMER-KRASSELT Co.: M. R. Crossman; 
A. A. Meyers; B. M. Walberg. 

CRANE Co.: H. A. Countryman; H. H. 
Simmons 

CRANE, Ltp.: A. P. 
Lajoie. 

CRANE PACKING Co.: J. C. 

CREAMERY PACKAGE MFG. 
Hohenhorst; Fred G. 
Osweiler. 

CRESCENT PAPER Co.: George Seidenstick- 
er, Jr. 

CROSLEY CorP.: S. D. Mahan. 

Cross Co., THE: Gordon E. Howard. 

CrousE-HINps Co.: F. Ware Clary; Rob- 
ert B. Hoople; Samuel S. Mellor. 

Crown Cork & Seat Co.: N. D. Grasty. 

CRUCIBLE STEEL Co. OF AMERICA: Gordon 
Tuthill. 

CRUTTENDEN & EGER: 

CRYSTAL TISSUE Co.: 


Darcel; Albert G. 
Beman. 

Co.: Fred B. 
Jones; E. L. 


Edmond I. Eger. 
Richard E. King. 


CULVER HERALD ENGRAVING Co.: Francis 
Schifferli, Jr. 

CUMMINGS, BRAND & McCPHERSON ADV. 
AGENCY: A. B. Brand; James R. Mc- 


Pherson. 

CUNNINGHAM Co., M. E.: Franklin Speich- 
er. 

CuNO ENGINEERING CORP. : 

Curtis LIGHTING Co. OF CANADA, 
Howard L. Wright. 

CurRTIs LIGHTING, INc.: Edward J. Wilson 

CurTIs MFe. Co.: John P. Gilbert. 

CURTIS PUBLISHING Co.: William H. Bing- 
ham; John L. Brummett; Gilbert E. 
Faeth. 

Curtiss, INc., SPENCER W.: Spencer W. 
Curtiss; George S. Diener: A. L. Per- 
kins; (Miss) Mildred R. Webster; H. 
A. Quinlan. 

CUTLER-HAMMER, INc.: L. 


D 


DAILY COMMERCIAL NEws, LTD.: 
Coleman; E. J. L. Stimson 
DaLTON & Assoc., RALPH: Ralph W. Dal- 
ton. 

DANIELS PRINTING Co.: Henry Davis. 

DANLY MACHINE SPECIALTIES, INC.: Ken- 
neth Barber. 

DARLING Bros., Ltp.: E. Darling; Arnott 
G. Magurn. 

Davies & McKInneEyr: A. J. Davies. 

Davis & Co., WALLACE: Spencer Robinson ; 
Edward L. Ullrich. 

Davis-Lisson, Ltp.: Leonard Davis. 

DAVIS PREss, INC.: Rae M. Spencer. 

Davis REGULATOR Co.: R. A. Peterson. 

Davis & WarbDE, INc.: W. Marshall Hamil- 
ton. 

DAVISON, ADVERTISING ART: 
son. 

DAVISON CHEMICAL Co.: 


Donald O. Burt. 
LD. : 


P. Niessen. 


Arthur 


George Davi- 


Bradley Bailey 


DAYTON RUBBER MFG. Co.: Jack D. Her- 
shey. 

DEALER NEws: Wayne Goble; Kenneth E 
Lindley. 


DEARBORN TRADE JOURNAL Co.: Roscoe C 
Chase. 

DEERE & Co.: H. M. Railsback 

DIESEL PUBLICATIONS, INC.: 
Goding. 

DE HAVILLAND AIRCRAFT OF CANADA, LTD.: 
Donald McCrimmon. 

DELAVAL SEPARATOR Co.: 
Meystre, Jr. 

DELAVAL STEAM TURBINE Co.: 
Decker; Palen Flagler. 

DELTA Mra. Co.: Edwin G. 
Walter E. Schultz 

DEMING Co.: L. H. Taylor. 

DENHAM & Co.: A. F. Denham. 

DENNE Co., LTp., A. J.: S. G. Whalen. 

DENTAL SPECIALTY Mra. Co.: Wm. O. Mus- 
sey. 


Arthur N., 


Frederic J 


Robert 


Hamilton ; 


DENVER EQUIPMENT Co.: Walter L 
Schump. 
DESIGNERS FOR INDUSTRY, INc.: Ben M. 


Sternberg. 
DETREX CORP. : 
Walter. 
DE VILBIss Co. 


Walter Gibson: George W. 


Ben C. Gardner 
DEVORN DiIsPpLAy CorpP.: Arthur C. DeVorn. 
H. L. Martin. 


Duke ; 


DIAMOND CHAIN Co,, INC.: 


Dick & Co., A. B.: 
R. J. Rountree. 


DICKIE-RAYMOND, INC. : 


Vernon H. 


George Arnold. 
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DIEBLER & Assoc.: Robert Deibler. 
DIEHL Mrc. Co.: Harold W. Kloth. 
DIENER Co., Geo. S.: George S. Diener. 
DIESEL ENGINES, INc.: Rex Wadman. 
DIESEL PUBLICATIONS, INc.: M. D. Pugh. 


Dit, & CoLuins Co.: W. R. Kort Kamp; 
Malcolm B. McQuade. 


DILL Mre. Co.: A. A. Sump. 


x. MAIL RESEARCH INSTITUTE: George 
7aw,. 


DrrREcT MAIL Services Co.: Harry I. 
H. Bloom; Morris Linton. 


DIsPLAY Stupios, INc.: Glenn H. Wezele. 


Berle ; 


DISTILLATION Propucts, INc.: John A. 
Angus. 
DISTRIBUTION & WAREHOUSING PUGBLN., 


INc.: H. S. Webster, Jr. 
DiTzLerR CoLtor Co.: Lloyd R. Vivian. 
Dixie CONTRACTOR, INC.: Roy L. Kerr. 
DOBECKMUN Co.: C. J. Voneman. 

DopcE Corp., F. W.: Leslie G. Anderson, 
George D. Banfield: A. D. Becker: Jack 
F. Casey; Arthur G. Elkington; E. T. 
Eyler; Roy J. Hard; Wm. H. Hatch, 
Jr.; J. L. Head; Adrian E. Hoover; 
John C. Jackson; Norman Jervis; Moses 
King; Henry T. Langham; Robert F. 
Marshall ; Judd Payne; George A. Reed; 
Claude B. Riemersma; James H. Roche; 
H. F. Thomas; Thomas A. Tredwell ; 
Cc. B. Wagner; Chauncey L. Williams; 
John M. Williams; Paul Williamson. 

DopcE MrFc. Corp.: W. W. French. 

DOLE REFRIGERATING Co.: Ernest C. Wil- 
bur. 

DOLE VALVE Co., THE: Stuart G. Phillips 

DOLPH Co., JOHN C.: Charles Kinzel. 

DOMESTIC ENGINEERING Co.: O. T. Carson: 

U. Farley; Fred C. Murray; Alfred 

T. Papineau; R. V. Sawhill. 

DOMINION ENGINEERING Co., Ltp.: Roy D 
Batt; H. J. Lawson. 

DOMINION OXYGEN Co., LTD.: 
Griffiths. 

DOMINION RUBBER Co., Ltp.: R. H. Smythe 

DOMINION STEEL & Coat Corp., Lrp.: Gor- 
don Hale; A. H. Pepper. 

Don & Co., Epwarp: Edward Don. 

DONNELLEY Co., LEE: Joseph A, 
Lee E. Donnelley. 

DoNovAN & THOMAS, INc.: J. F. Donovan. 

DorEMus & Co.: Charles C. Greene. 

DoRVILLE Corp., THE: Raymond A. Sholl, 
Jr. 

Dosis & JOHNSON Co.: Elmer L. Stein. 

DoveLas & Assoc., R. L.: R. L. Douglas. 

DOWNINGTON IRON WorKSs: Ashmore C. 
Johnson. 

Dorie, KitcHEN & McCormick, INc.: 
Harry B. Doyle; Donald W. Jackson; 
Oscar E. Snow. 

Doz1eR-GRAHAM-EASTMAN : 


Eastman. 

DracketTT Co.: Arthur H. Boylan. 

DRAKE PrEss: Howard B. Miller. 

DRAPER CorP., THE: William H. Chase. 

Dravo CorP.: Thomas M. Fallon. 

DRAYER & HANSON, INc.: Scott M. Hauser. 

DRESSER INDUSTRIES: James ‘VY. Connell; 
Edward F. Crafts. 

DRESSER MrcG. Div. DRESSER 
Inc.: Robert S. Bubb. 

Dresser Mrc. Co., Ltp.: D. B. McWilliams. 

Driver-Harris Co.: (Miss) G. V. Corbett. 

DUENSING Co., THE: O. F. Duensing. 

Du Bois Co.: Don Bertke. 

Durr-Norton Mrc. Co.: W. H. Crawford. 

DumorE Co.: R. L. Hamilton; R. E. Mc- 
Donald. 

Dun & BRaApsTREET, INc.: H. C. Daych; 
Russell B. Smith. 

DUNLOP TIRE & RvuBBER Co.: H. V. Me- 
Murray. 


DUNN-FENWICK: David R. Fenwick. 


Donald N 


Cully ; 


Samuel S. 


INDUSTRIES, 


Du Pont & CAHALIN, Inc.: J. Harold 
Cahalin. 
DuPont De Nemours & Co., E. I.: R. L. 


Bailey; F. L. Dewey; Edward J. 
Pechin; R. C. Sickler. 

DuQUESNE LicuT Co.: Frank B. 

DurEez Puiastics & CHEMICALS, INC.: H 
S. Spencer. 

DurtRon Co., INc.: D. E. Jack. 


Frederic 


Mahon. 


Roy S§8.: Kam- 


DURSTINE, INC., 
mann. 
Dryer & Co., R. C.: R. C. Dyer. 
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E 


EaGus-Picner Sates Co.: E. L. Gouedy. 

EASTMAN KopakK Co.: H. James Christy; 
Lud A Ehrich; Edwin L. Grauel; 
Baird F. West 

EBALOY, INC William 

Ecurpse Evectroryrpe & Enorav. Co.: Ed- 
ward A. Muench. 

Ecurpss Pronger Div. or BENDIX AVIATION 
Corp.: F. G. Muller 

Ecorr & James, Inc.: W. D. Lindsey. 

Sconomics LaBoraTory, INc.: S. A. Os- 
born 

Economy Pumps, In¢ Robert W. Wolf- 
enden 

Eppy Press Corp.: Homer B. Kline; Julius 
Schmidt. 

Epison, Inc., Tuomas A.: 
Angevine: John F. Coakley. 

EDWARD VALVES, INC W. F. Crawford; 
Wm. A. Marsteller Roland G. Roberts. 

Bpwarps & Co.: C. W. Bostrom, Jr 

EXMLINGE! ADVERTISING ASSOCIATES, INC., 
STANLEY J Stanley J. Ehlinger 

EvLastic Stop Nut Corp.: Redfern Hollins 

Eico Too. & Screw Corp.: Walter G 
Larson 

ELoripce-Norturop, Inc.: Glenn H. Cox. 

E.ectric Furnaces Co.: A. E. Wright. 

Evectric MacuiIngery Mro. Co.: 5S. P. 
Bordeau 

ELEcTRIC PRINTING Co 
tenberg 

Exvectrric Service Suppiies Co.: L. B. 
Gawthrop. 

ELectTr! STORAGE 
N. Dingee 

ELEcTRICAL PUBLICATIONS, INC. : 


soston 


Emery W. 


Elmer H. Shut- 


BATTERY Co Albert 

Walter J. 

evens 

Euuiorr Co.: O. F. Bricker; C. W. Kalb- 
fus. 

E..tiorr Company, Roy: Roy D. Elliott. 

ELLIS PLAN COUNSEL: Frank G. Japha 

ELWELL-PARKER Eugec. Co.: C. B. Cook. 

EMERSON-SCHEURING TANK Co.: Gilbert 
Moore 

EMERY ADVERTISING Co., INc.: Herbert C. 
Schuckle. 

EmerY Inpustries: L. E 

Emico Corp., THE: D. W. 

ENCYCLOPEDIA BRITANNICA PRESS 
A. Whitney. 

ENGLISH ELEecTRIc Co. oF CANADA, L‘tD.: 
G. E. Dunfield: V. North 

EourrpMENT Dicest Pus. Co.: Bradley R. 
Baker: William J. Lowitz F. O. Rice; 
J. H. Robison: Vaughn W. Volk; Lloyd 
H Wever 

Erwin, Wasey & Cx 
Bosley 

Esquire, INc Wm. T. Maxfield 

Essex ENGRAVING Co.: Frank Milbauer. 

ETCHING Co, oF AMERICA: Fred H. Bowes. 


Francis 
Saunders. 
Robert 


EruyYt Gasouine Corp.: R. B. Weston. 

Evans Associates, INc.: Everett Addoms; 
Cc. Norman Kirchner; Jack F. Selby; 
L. G. Willcox 

EVENIN‘ BULLETIN PUBL Co.: 
Hawkins 

EVENING News PuBL Co 


Harry L. 


Harold Pierson. 

Ever Reapy LABEL Cor! Herbert Kauf- 
man 

Ex-Ce.tt-O Corp.: H. L. Joseph Hum- 
phrey. 


Tue FRANLIN: Franklin Fader 


RING Co Francis L. Quin- 
lar 

FAGAN Apv. AcEeNcy, O. K.: O. K. Fagan 

FAIRBANKs Co., THE: Charles L. Haslup 

FAIRCHILD CAMERA & INSTRUMENT CORP.: 

Harold K. Yulke 

FaLK Corp Charles Petri. 

FatstTrom Co.: C. F. Lindholm 

FANSTEEL METALLURGICAL CORP. : 
Percy 

FaRM EQUIPMENT RETAILING, IN¢é WwW. B 
Gordor 

FARREL-BIRMINGHAM 
Busk. 


Allan L. 


Coa. Ima: TF V. 


Lou A. Farris 
Farson & H ' J. Seaton Huff 
FReaTHER Co., WM Norman Feather. 


rs Corp Irving A. Hunt 


FSDERAL PUBLICATIONS, Ltp.: N. MacKin- 
non. 

FEDERAL TELEPHONE & Rapio Corp.: A. W. 
Rinow. 

FELDON-BEIRNES 
Helfrich. 

FELLOM PUBLICATIONS, INcC.: Roy Fellom; 
William F. Mills. 

Fevttows Gear SHAPER Co.: Douglas T. 
Hamilton. 

FELT ADV. AGENCY, GEORGE G.: George G 
Felt. 

FENSHOLT Co.: 

FERGUSON, INC., 
Kaye 

FERGUSON PUBLISHING Co.: Joel A. Bliss; 
irvine E. Hand 

FERRANTI EvLectrric, Ltp.: H. G. Dighton. 

Albert 


-: 


PUBLISHING Co.: Otis L. 


F. D. Ewing. 
COURTLAND D.: Ralph 


FERRES ADv. SERVICES: E. Ferres; 
Jarvis. 

FIEBELKORN, RICHARD A 

FIrTH-STERLING STEEL Co.: Bennett Chap- 
ple, Jr.; C. F. Hoffman 

FISHER-GOVERNOR Co John Mullen. 

FIsHER ScreEntTIFIc Co.: Howard Draving. 

FLACK ADVERTISING AGENCY: John B. 
Flack. 

FLAGLER ADVERTISING, INC.: Morse Flagler. 

FLExRocK Co.: Benjamin J. Wasserbly. 

FLINTKOTE Co., THE: Donald L. Holmes. 

FLOREZ, PHILLIPS & CLARK: L. A. Clark; 

FLYNN & EMRICK Co.: Raymond O. Steer, 
Jr 

FOGERTY ADVERTISING 
Robert E. Potter 

FoLEY ApV. AGENCY, RicHarp A.: Wesley 
Winning. 

FoLey Mro. Co.: Wm. F. Rehbock. 

Foote-Burt Co.: M. C. Wickham. 

Foore, Cone & BELpinG, INnc.: Don Beld- 
ing. 

FORAND, Ltrp.: Paul M. Forand. 

Forpes & Sons, Pusu. Co., B. C.: 
H. Burns; Emma E. Weinstein. 

ForD-BYRNE Assoc Richard G 
A. P. Ford; James T. Ford. 

Forest City BooOKBINDING Co.: Fred H. 
Viach 

Fort Pitt ELectTrorypre Co.: A. M. Shan- 
non. 

FospIcK MACHINB TooL Co.: Carl Linden. 

FOSTER AGENCIES, L1 Harry E.: C. A. 
Brent; J. C. Nicholls 

Foster Co., L. B.: J. H. Waxman. 

Foster WHEELER CoRP. rank 
Dwight N. Streeter 

Foster WHEELER, LTD. : 

FostTorta STEEL Corp 
Kruff 

FoULKE AGENCY: Robert W. Foulke. 

Four WHEEL Drive AvuTo Co.: Francis 
M. Higgins 

Fox & MACKENZIE 


AGENCY, C Ae 


Frank 


Byrne ; 


Page; 


H. C. Hood. 
THE: Paul H. 


Walter A. Fox. 

Foxsporo Co., THE: Paul C. Bunker. 

FRANKE-WILKINSON-SCHIWETZ, INc.: P. C. 
Franke, Jr.; E. M. Schiwetz; W. H. Tip- 
ton, Jr.; D. K. Williams. 


FRANKLIN ADv. SERVICE: Melvin B. Sum- 
mer field. 


FRANKLIN Press, Ben: V. H. Vander 


Voort. 


FRASER'’S TRADE DIRECTORIES, Ltp.: Mel- 
ville J. Andrews; George E. Fraser. 


Frasse & Co., Inc., Perer A.: Bernard 
Dolan. 

FRENCH, ADVERTISING, RALPH M 
M. French. 


Ralph 


ASSOCIATES, OAKLEIGH R.: K. 
er; O. R. French; A. Maescher ; 
Pangman 


FREY <Apdv. AGENCY, CHARLES 
D. S. Kennedy. 


DANIEL: 


FREYSTADT ASSOCIATES, INc., E. M Ever- 


ett M. Freystadt. 
Frick Co.: Terry Mitchell. 


FRICK-GALLAGHER MFc. Co.: 
Tuttle 


Dwight E. 


FRITZ PUBLICATIONS, INC.: A. S. Dowd: 
John D. Henderson. 


Frosst & Co., CHARLES E.: Malcolm A. 
Byers 
HARRY M 


Frost Co., George B. Forris- 


tall 


FULLER BausH Co.: Avard E. Fuller. 


FULLER & SmitH & Ross, INc.: Robert p 
Allen; Allen L. Billingsley: E lward 
Bozorth ; Charles E. Brown: C. H. Day 
Milton F. Decker; Kenneth L. Ede 
H. P. Forrester; Alfred T. Goulding 
Jackson Hazlewood; Ralph Leaven. 
worth; C. E. Meermans;: Kenneth PF 
Moore; Gilbert C. Morris ; Clay L 
Reely; Robert A. Richardson: B rton 
Schellenbach; Wm. J. Staab; John FE 
Wiley 


FULTON SYLPHON Co.: Edward D. Rogers 


G 


GAERTNER SCIENTIFIC CorP., THE: Lyman 
W. Higgins. ; 

GaGE PuBL. Co.: L. C. Bassett; Wilford 
A. Clabault; L. C. Fletcher; Louis ] 
Perrottet; Al Rose. 

GARDNER ADVERTISING Co.: Champ ¢ 
Humphrey; E. A. W. Schulenburg 

GARDNER DIsPLays Co.: Paul John M>. 
Gean, Robert E. Quaid 

GARDNER PUBLICATIONS, INc.: C. H. Deil 
Jr.; Granville M. Fillmore Don G&G 
Gardner; Jesse R. Harlan; John ¥ 
Krings George Meyers; Gen 
Schwarber. 

GARLOCK PACKING Co.: Ralph J. Hinkle 

GARRISON MACHINE WorKs, INC.: R. P 
Garrison. 

GATHMANN ENGINEERING Co.: (Mrs 
Francis P. Kennedy. 

Gaw-O'HARA ENVELOPE Co.: 
somar 

SEARE-MARSTON, INc.: John E. Rooney 

GEBHARDT & BrRocKSON, INc.: W. I. Brock- 
son; John W. Evans; E. A. Gebhardt 

GEDDES ADVERTISING AGENCY, E. T.: E. T 
Geddes. 

GEHRING 
Lipps. 

GELULA & ASSOCIATES, ABNER J.: Russé¢ 
H. Readinger 

GENERAL AMERICAN 

CorP.: Robin Douglas. 

GENERAL Box Co.: George T. Waln: 

GENERAL CHEMICAL Co.: Joseph J 
linson 

GENERAL ELectric Co.: C. A. Binns; 
ert Bissette: John A. Corlett; An 
Doremus: W. V. Merrihue: Ralston I 
Reid; P. C. Sowersby; T. A. Stratfor 
T. C. Sullivan. 

GENERAL Evectric X-Ray Corp.: W. D 
Crelley. 

GENERAL Exursits & Dispiays, INc.: Stan- 
ley J. Fairweather. 

GENERAL FIREPROOFING Co.: W. H. Schafer. 

GENERAL LUMINESCENT CorRP.: William G 
Anderson. 

GENERAL Paper & CorpaGEeE Co.: D. J 
Coullie. 

GENERAL PAPER Corp.: Al Quinn Levey 

GENERAL Rapio Co.: John M. Clayton. 

GENERAL RAILWAY SIGNAL Co.: Frankiil 
George; Hugh B. Harper; Albert & 
Moore; A. Wm. Taff. 

GEREKE-ALLEN CARTON Co.: J. R. Davis. 

GeroToR May Corp.: Charles Collins 

GERST ADVERTISING AGENCY: Arthur Gerst 

Gipsons, Lrp., J. J.: R. A. Barford; 
Melville Johnston; Thomas L. Wrisht 

GIBBONS ADv. AGENCY, INc.: J. Burr Gib- 
bons. 

Grpson, GEorGcE H., Co.: Luis Gibson 

Gipptncs & LEWIS MACHINE TooL C 
S. L. Little. 

GILCHRIST-WRIGHT, Lrp.: Alex, Gilchrist 

GitetTe Pus. Co.: J. M. Angell, Jr. ; Et 
ward E. Gillette; Larry H. Lingnor 
Lee B. McMahon; Harold McKeever 
Donald R. Maggart; R. T. Wilson 

GILMAN, INc., A. S.: Fred W. Kiessling 
Philip Manger. 

GILMER Co., L. H.: H. W. Weihenmayer, 
Jr. 

GirpLer Corp., & TUBE TuRNS, INc.: Gé 
V. Wedereit 

GisHoLt MacuiIne Co.: John C. Sammis. 

GITHENS-SoHL CorP.: Frank B. Soh! 

Girs Bros. Mro. Co.: F. Kovarik. 

GITTINS ADVERTISING, Bert S.: James M 
Costello; Warren W. Hutton 


Bernard W 


PUBLISHING Co.: Willard F 


TRANE6PORT 


one 


GLEASON WorkKs: John P. Irons. 
Guipen Co., Ltp.: Sydney L. Iver. 
GLOBE-UNION, INc.: J. O. Ferch. 


(Mrs.) Eleanor 


GooDALL RuBBER CO.: 
Bauer Allen. 
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HAMMOND-GoFF Co.: Carleton Goff; Rob- 
ert L. Hammond. 
HAMMOND MACHINERY BUILDERS, 


GOODMAN Mpc. Co.: 
Cc. M. Graham. 
GoopRICH Co., B. F.: Jay E. 


HAMMOND, PUBLISHERS’ REps., L. H.: 
B. Hammond. 

HanpDby & HARMAN: 
F. T. Van Syckel. 


GOODYEAR TIRE & RuBBER Co. OF CANADA, 


GorDON Co., CLaup S.: Vincent Manka. Garry J. VanHaste; 


GouLDs Pumps, INnc.: G. W. Cramer. 
GRAHAM PAPER Co.: Carl E. Zerweck 


HARDWARE WoRLD Corp.: George C. Ey- 


HARDY ADVERTISING: 


GRAPHIC ARTS ENGRAVING Co.: William L. HARKER & J. A. TOWNSEND, R. W.: 


ARTS Prop. SERVICE: HARNISCHFEGER CorPp.: Edward T. Slack- 
HARPER Co., H. M.: V. A. Spoehr. 
Harris Apy. AGeENcy, R. T.: R. T. Harris. 


HARRIS-SEYBOLD-POTTER 
Beck; Henry A. Porter. 


HARRISON-LANDAUER: 


HARSHAW CHEMICAL Co.: 
A. F. Molinari. 


Hart Co., W. M.: William M. Hart. 
HarT-Conway Co., INc.: Joseph P. Brown 


HARTUNG & Co., A.: 
HARTWELL ENGINEERING Co.: W. M. Tears. 
HASKINS, R. G., Co.: 
HaTCH ADVERTISING, 


WATON & KNIGHT: W. T. Cox. 
GRAVER TANK & MFG. 


CHARLES M.: 


Connable; Charles M. Gray; faurice Landauer 


Earle A. Gray. 


Gray, INc., JAMES: Howard F. Robinson. 


R. H. Keough. 


SRAY-MILLS CorpP.: HaTcH AGENCY, 


Gray & Rocers: Jerome B. Gray. 
Stanley Hathen. 


Nelson W. Sieber. 
HAYNES LITHOGRAPH Co.: James J. Moore. 
Hays Corp.: Frederic I. Lackens. 
HAYWwoop PuBL. Co.: 


; HATHEN PRODUCTIONS: 
Bacon; K. B. Hopkins. 
GREEN Fire Brick Co., 


god Fire Brick Co., Ltp., A. P.: E. M 


GREENFIELD Tap & Dre CorP.: Raymond HEALD MACHINE Co,: Lewis A. Hastings; 


GREENLEE Bros. & Co.: Roscoe E. Bright- Heit Co.: Roy W. DesJardins. 

HEINN Co.: Ed. Matchan; G. H. Freihube; 
Dean B. Service; 

HENRI Hurst & McDONALD, 
lace B. Bosley. 


HERCULES POWDER Co.: 


’ A. Stevenson. 


James Ashton Greig. 
ames snton reigz J. Whitford Dol- 


GRINNELL Co., INc.: Frederick L. Jackson; 


GRISWOLD-ESHLEMAN Hevi Duty Etecrric Co.: Arthur H. Obern- 
Akers ; Lee Canfield; Allan D. Converse; 
Horace W. Heyman. 

J. M. Hickerson. 


George Bruce 


HEYMAN Mra. Co.: 
HICKERSON, INc., J. M.: 


Gross ADV. AGENCY, JULIAN: 
GROSS, ADVERTISING : 
L. H., & ASSOCIATES: 


HIGHTON, ALEX G.: Francis K. Bragle. 
Hitt CoMpaANny, A. P.: H. B. Peebles. 


Hitt & KNOWLTON: Leonard H. Church. 


Grucer, F. R., Jr. 
jUARDIAN ELECTRIC 


Paul Meelfeld. 
B. N. De Rochie. 
: Warren Hoffman ; 
Hogren; Robert C. Van Kampen. 
H1rxon-O’DONNELL ADv., INC.: 


Hinvge & DaucH PAPER Co.: 
HINES PuBL. Co., J. S.: 


— * 
W. R. Huber; 


GuLF Pusu. Co.: 


Hopces & Sons, INc., W. FRANKLIN: Sam- 
uel W. Hodges. 

Hopces Strupio: Ralph A. 

HOFFMAN & YORK, ADVERTISING: Harry G. 


Swinsky; Charles A. Wyatt 
Gump Co., B. F.: Ralph E. Williams. 


HoLpEN, STEDMAN & Moore, INc.: 
1 


onrrA PERCHA PaInt & RUBBER, 


HOLLING Press: Samuel L. Crowell. 
HOLLINGSHEAD, R. 


HOLLINGSWORTH 


& ALABASTINE, CANADA, 
Harry A. Standing. 


Hollingsworth. 

: TIoLLisTer & Evans: Clay H. Hollister, Jr. 
HaGaN Corp.: D, P. Carpenter. HoLtLtow CENTER PACKING Co.: 
A. G. Hagstrom. 
HAHN AGENCY, MARVIN: Marvin Hahn. 
1 Fitzgerald: John 


HOMESTEAD VALVE 


Hooper Co., THE VAN B.: Van B. Hooper. 
Hopper Co., SCHUYLER: Schuyler Hopper. 
HORAN ENGRAVING Co.: 
Horrx Mre. Co.: Renwick McWilliams. 


Arthur Maroldi. 


HALL Co., Ltoyp H.: Lloyd H. Hall. 
HaLL Apv. AGENCY, MELVIN: Melvin Hall. 
Hato Co.: J. B. Hartnett. 


Ham iLTON & Sons, William P. Meigs, Jr. ; 


HorRTON-NoYEsS Co.: 
Frederick C. Noyes; C. H. Rickard. 


HOSsLER, ADVERTISING, LYLE: Lyle Hosler. 
HospiTraL & MEDICAL CORPSMAN PUBL. Co.: 
VV 


HAMILTON BRIDGE Co.: § 
SAMILTON MrFo. Co.: J. W. Christensen. 


Haminron Watcu Co.: Robert J. Gunder. 


HAMMERMILL Paper Co.: A. Ellis Framp- 
ton; Harold B. Wilson. 


Houpry Process Corp.: 
HouGHToNn Co., E. F.: Douglas C. Miner. 





NDUSTRIAL MARKETING, November, 1946 








HoOULIHAN Apv. AGENCY, JAMES: Bruce 
W. Elliott. 

Houston Pipe Ling Co.: Robert L. Dab- 
ney. 

HowWARD-WeEsson Co.: Richard X. Burke. 

Howes Pusu. Co.: A. P. Howes. 

Hort Co., Inc., CHARLES W.: Douglas 
Coutlee. 

Hupsparp & Co.: Norman E. Sharp. 

HUBBELL Apv. AGENCY: David K. Bortz. 

HUBERT-ADVERTISING COUNSEL, F. B.: F. B. 
Hubert. 

Hupson & ASSOCIATES, RAYMOND C.: Ray- 
mond C. Hudson. 

Hupson Press, THE: Joseph H. Kleba- 
now, 

Hucues Toon Co.: E. A. Clarke 

HumpBert & JoNES: Ralph C. Jones. 

HuMBLE Ort & REFINING Co.: A. B. Penny. 

Hunt Co., Ropert W.: Robert N. Mac- 
alister. 

Huot Art Stupi1os: Joseph’'C. Huot. 

Hurst PHOTO-ENGRAVING Co.: Ralph E. 
Hurst. 

HussMANN-LIGONIER Co,: R. E. Stephen- 
son. 

HUTCHINS ADVERTISING Co., INc.: F. Irv- 
ing Hutchins; Frank A. Hutchins; John 
P. McCarthy; Homer C. Scheck; Ray- 
mond P. Weis. 

Hyratr Esy: L. H. Eby. 

Hyatr BEARINGS DIVISION OF GENERAL 
Morors SaLes Corp.: Harry M. Carroll. 

Hyster CoMPANY: Dar Johnson, 


I 


IDEAL COMPANY: Nathe P. Bagby. 

IDEAL INDUSTRIES, INC.: Paul Froeb. 

Ines-Ayars Pusu. Co., Inc.: John D. 
Bowler. 

ILLINOIS INSTITUTE OF TECHNOLOGY: Frank 
E. Wheeler. 

IMPERIAL Brass Mra. Co.: E. E. Todd. 

IMPERIAL VARNISH & CoLor Co., LtTD.: 
John Grieve. 

IMPLEMENT ReEcorD: Osgood Murdock; R. 

Reinhardt. 

INDEPENDENT PNEUMATIC TooL Co.: John 
F. Corkery ; George Thoma. 

INDEPENDENT Press: D. D. Knowles. 

INDIANA PaPER Co., INc.: Hal Shultz, 

INDUSTRIAL ADVERTISING AGENCY, Lrp.: G. 
M. Smith, 

INDUSTRIAL ADVERTISING SERVICE: Larry 
Webster. 

INDUSTRIAL ARTs Co.: Floyd L. Scott, Jr. 

INDUSTRIAL BULLETIN, INC.: Louis Galter ; 
George H. Paris; Max Reiner. 

INDUSTRIAL Directories, InNc.: Wm. H. 
3enagh, Jr.; Richard T. Roney. 

INDUSTRIAL GLOvEs Co.: E. W. Beatty. 

INDUSTRIAL MAINTENANCE: C, H. Deily, 
Jr.; R. W. Phelps. 

INDUSTRIAL MARKETING ASSOCIATES, INC.: 
G. E. Sams. 

INDUSTRIAL MoTIionN Pictures: C. A, 
Meyers. 

INDUSTRIAL Press: Dwight Cook; Louis 
Pelletier; W. E. Robinson; G. G. Tur- 
ner. 

INDUSTRIAL PUBLICATIONS, INc.: Harry G. 
Mumm; Harold H. Rosenberg; R. G. 
Smith; Kellogg Sprague. 

INDUSTRIAL PUBLICITY ASSOCIATES, LTD.: 
William J. Rimmer. 

INDUSTRIAL PUBLISHING CorP.: Norman 
J. Lott; Chester L. Rice. 

INDUSTRIAL WIRE CLOTH INSTITUTE: Ralph 

’, Bacon. 

INFILCO, INc.: O. A. DeCelle; R. J. 
Koupal; John L. Racine 

INGERSOLL MILLING MACHINE Co.: G. E. 
Howard. 

INGERSOLL-RAND Co.: William C, Cash; 
Linwood H. Geyer; A. W. Loomis; 
G. W. Morrison. 

INLAND STEEL Co.: Keith J, Evans. 

INSTITUTE OF AERONAUTICAL SCIENCES, 
Inc.: Russell F. Rogers. 

INSTITUTE OF RapIo ENGINEERS: William 
C. Coff. s 

INSTRUMENTS PuBi. Co.: Harold W. 
Haskett. 

INTERCHEMICAL CorP.: John Simonds. ; 
Albert E. Van Wagner; George Welp. 

INTERNATIONAL BUSINESS MACHINES CORP. : 
Frederick W. Nichol; Thomas J. Wat- 
son. 
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McGrRaw-HiL_t Pusu. Co., Inc.: T._ E. 
Alcorn; P. D. Allen; S. J. Alling; Bob 
Anderson; Stephen A. Babcock; R. F. 
Beard; William K. Beard, Jr.; Robert 
F. Boger; Nelson L. Bond; C. L. Bott- 
hoff; Clark Boughton; Edwin H. Bragg; 
William Buxman; Leonard Canty; 
Arthur Carwardine; Willard Chevalier ; 
Ralph L. Chisholm; Caryle J. Coash; 
Edward F. Coffey; Francis P. Coyle; 
Victor I. Craig; L. E. Crist; Leslie 
Cunningham; Ray Deen; Albert C. Del 
Gado; W. E. Donnell; Willis S. Drake; 
Edward E. Duff, Jr.; C. W. Dysinger ; 
Edward D. Fowle; Robert G. Frederick ; 
Joseph Gilbert; Frank B. Godley; John 
F. Gomez; Fred Grant; E. N. Grant- 
vedt;: Ralph C. Greiner; Harry M. 
Grinton; Donald O. Hanson; William 
B. Heaps; H. E. Hilty; B. F. Horn; 
Lawrence H. Hunt; David G. Jones; 
W. E. Kennedy; Charles’ Lip~old; 
George H. Lester; M. C. MacKenzie; 
Edward J. McOsker: Ernest Macaulay ; 
Anson E. Meanor; Harold Melzendorf; 
Wm. H. Meneilley; Ivan C. Miller; 
A. M. Morris;; C. L. Morton: J. P 
Newman; Alf. T. Ofstle: John P. Ora; 

hr Otterson; Wm. C. Payne; 

N. Phelan: George 

A. Potter; William 

Frank 
togers; Allan 

ilip Ruprecht; 

Ss John 

Schoneman ; 

3; Frank J. Seiler; S. D. 
) sy John Cc 


Soule 





‘ Herman C 
turm: Andrew G. Sutherland E. L 
Taggart: Tom Taylor: H. E. Thayer; 
T. W. Van Winkle: Kenneth C. War- 
ner: Charles D. Wardner: Rav N. 
Whittington; Blaine G. Wiley; M. A. 
Williamson; N. O. Wynkoor 
McGrRaW-PHILLIPs, INc.: Julius C. Kress. 
McKIeRNAN & Co., GEO. F.: K. C. Me- 
Kiernan. 
McKim Apv., LTD.: 
McKIN 
br 


Hugh L. Kennedy. 

NEY, Harris D.: Charlies W 
Harris D.. McKinne} 

McLAIN ORGANIZATION: William R. Mc- 
Lain. 

McNALLY-PITTSBURGH MFG 
Crawford. 

McPuIL AGENCY: A. M. Phillips. 

McQuay, Inc.: E. M. Fox 

McQuay-Norris Mre. Co.: Chi: 
scott. 

M. B. Mra. Co THE: Theodore 
Donald 
Mace Apv. 
MACWHYTE Co.: 
MAGAZINES I 
Arnold; Frederic A 
Haynes; Franklin Johr n; 
McGraw; John H. Phillips 
Waldorf; Alvah B. Wheeler 
MacNus CHEMICAL Co., INC.: 

Kreie. 

MaGuireE INI 
Crowley. 

Matt Toot Co.: Melvin Rehnquist 

Mattory Co., P. R.: Ralph Ro 

MANNING, MAXWELL & Moore, INC.: 
Van Houten. 

MANNION, EUGENE A.: Eugene A 
nion. 

MANUFACTURERS RECORD & Pui 
Co.: Harry B. French. 

MANUFACTURERS ASSN. OF CONNECTICUT: 
L. M. Bingham. 

MANUFACTURING CONFECTIONER PUBL. Co. : 
(Mrs.) Prudence Allured; Edgar E. 
H nkle. 

MARBRIDGE PRINTING Co.: H. O. Thielitz. 

MakREMoT AUTOMOTIVE Propucts, INc.: 
Rueben M. Schutz. 

MarscHaLkK & Pratt Co.: S. L. Meulen- 
dyke; Frank C. Peterson; Gordon F. 
Price. 

Marsu Corp., Jas. P.: Fred G. Hudson. 

MarTIn ASSOCIATES, GEORGE HomeER: Ed- 
mund P. Martin; George Homer Martin. 

Martin Apvy. AGENCY, WILLIs: W. 8. 
Martin. 

Martin Co., GLENN L.: Avery McBee. 

MaRTIN-Perry CorpP.: H. J. McDevitt. 

Martin PrintinG Co.: James F. Knipe. 

Mason & STEEL Co., Apv.: Oliver E. Steele. 

Mason-NEILAN KecuLator Co.: L. B. 
Battin. 


Corp.: T. R 


rles Tap- 
Mac- 
AGENCY, INc.: J. J. Keith. 
Forest J. Nelson 
INpustry, Inc.: J. L 


d; Eldridge 





Raliph O 
Arthur E., 


Russell D 
USTRIES, INc.: John Powell 
erts. 

I. B. 
Man- 


LISHING 


MASSACHUSETTS INSTITUTE OF TECHNOL- 
OGY: Ross M. Cunningham 


Master Evecrric Co.: Charles F. Bruner. 


Master RvuLE Mrs. Co., INc.: rR. C. 
Nicholson. 

MaTHASON, ALBERT F.: Charles C. Schone- 
man. 

Maruews Conveyor Co.: Henry E. Hell- 
ing, Jr. 

MATHIESON ALKALI Works, INC.: 
G. Cilkes; J. R. Schmertz. 

MATTISON MACHINE WorRKs: W. Hagstrom. 

MAUJER PUBLISHING Co.: W. W. Brown; 
Donald F. Coon; A. R. Maujer; R. B. 
Rogers; C. Lester Seaman; Robert W. 
Strauss; William T. Watt. 

Mays & BENNETT ADV. AGENCY: Roderick 
A. Mays. 

MECHANIZATION, INC.: 
Coombes; R. 8S. Houts. 

MEEHANITE RESEARCH INSTITUTE OF 
America, Inc.: C, E. Herington. 

Meek & Tuomas, INc.: F. D. Jones; S. P. 
Ker; Edward Montgomery; Ira A. 
Thomas. 

MEERMANS, INc.: Howard J. Meermans; 
Wm. R. Meermans. 

MELAMED-Hosss, INc.: Richard H. Bur- 
bank; E. T. Holmgren; Ken Lindley. 
MELDRUM & FEwsMITH, INc.: Ben E. Ball; 
James C. Clawson; Robert A. Gardner ; 
Donald A. Elliott; J. Fewsmith; Robert 
E. Pfleger; Ray G. Simmons; Norton 

Weber. 

MENGEL Co.: 

MENKE PRINTING Co.: 

Mercorp Corp.: L. J. Schanz, 

MeErcREADY & Co.: Dorothy A. Drury; 
Arthur M. Light; Herb Mercready; C. 
Andrew Thompson 

MESTA MACHINE Co.: 

METAL INDUSTRY PUBL. CoO.: 
Langdon ; ( Mrs.) Joan 
Wiarda. 

METALLURGICAL Co. & 
George Sykes. 

METAL & THERMIT CorpP.: Merritt L. Smith. 

METAL WORKING EQUIPMENT: George P. 
Grant. 


Arthur 


( Mrs.) a “mi 


A. L. Entwistle. 
Oscar Menke. 


Daniel Reebel. 
Palmer H. 
Trumbour 


CARBON CORP.: 


MetTats & ALLOYs: Frederick Ullberg, Jr. 

METCALF Co., GEORGE T.: George T. 
Metcalf. 

METTEE Stupro, Hotmes I.: Holmes I 
Mettee. 

MEXICO REFRACTORIES Co.: Samuel D. 
Groftt. 


HEL & CATHER, INc.: J. F. 
Gilbert S Carpenter; W. A. 
John M. Eastman; 
Emil H. Mark. 
MICROMATIC HONE Corp.: L. 
Micro Switcuw Corp.: Don 
W. B. Schulte. 
MiIpWEst Apv. AGENcy: W. A. Pitschke 
MIGHT DIREcTORIES, Lrp.: H. A. Watts. 
MiILcor STEEL Co.: T. Clayton Cheney. 
MILLCRAFT PAPER Co.: C. A. Fahey. 
MILI ADVERTISING, M. GLEN: M. Glen 


Brinley ; 
Cather ; 
Nicholas Gassaway ; 


S. Martz. 
Brubaker ; 





MILLER FREEMAN PUBLICATIONS: D. C. 
Lance. 

MILLER, INc., Harry M.: Jack Miller. 

MILLER PRINTING MACHINERY Co.: E. 
Terry Gaylord. 

MINE SAFETY APPLIANCES Co.: N. R. 
Chillingworth. 

MINNEAPOLIS-HONEYWELL REGULATOR Co., 
Ltp.: W. H. Evans. 

MINNEAPOLIS-MOLINE POWER 
Co.: Lester J. Ulrich. 

MINNESOTA MINING & Mra. Co.: C. O. 
Moosbruggzer. 

MIRACLE ADHESIVES 
Reynolds. 

MISSON Dry Corp.: Frank W. Gray. 

MODERN PACKAGING Corp.: J. M. Connors. 

MODERN PLastics, INc.: Alan S. Cole; 
M. A. Olsen. 

MopERN RaAILroaps: David R. Watson. 

MoDERN THEATRE: J. Harry Toler. 

MopINnE Mrc. Co.: M. J. Druse. 

MocceE, INc., ARTHUR R.: E. E. 
nacker; Arthur R. Mogge. 

MOLL ADVERTSING, GEORGE: George Moll. 

MONARCH MACHINE TOOL Co,: F. W. Pen- 
singer. 

MONETARY TIMES PRINTING Co. oF CAN- 


IMPLEMENT 


CorPp.: Sanford C. 


Krom- 


ADA, Ltp.: John Burley; A. E. Jen- 
nings; Eric C. Salmond; G. W. F. 
Turpin. 


Monk & ASSOCIATES, HowarpD: George L, 
Kane; Earl H. Kruse; Howard H. 
Monk. 
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Mono-LINo TYPESETTING Co.: Donald E. 
Freuden. 

MONTREAL DAILY STAR: 

Moore Propucts Co.: Eugene C. 
Jr. 

Moore & Scuact: Albert W. Moore. 

MorGAN Apvy. Co.: John C. Morgan. 

MORELAND Co., CHESTER C.: Wm. G. 
Steiner. 

MORRISON ADVERTISING 
E. J. Morrison. 

Morse Co.: Alfred A. Morse. 

Morse Bros. MACHINERY Co.: 
ton. 

Morse CuHaIn Co.: R. J. Koch. 

Morton Associates: Jay Morton. 

Moser & CoTins, INnc.: C. W. Gibson. 

MoTION PictruRE ADv. SERVICE Co.: 
ert E. Harper. 

MUELLER COMPANY: Herman E. Jackson. 

MuLTI-MaIL, INc.: Leslie J. Eggers. 

MuMM, MuULLAY & NICHOLS, INC.: 
Mullay. 

MuRRAY, FRAN: G., 
Lake; Eric W. 

MurRRAY-JONES & CO,: 
Tune. 

MuSSENS, CANADA, Ltp.: E. H. Nevin. 

MUTUAL BROADCASTING SystTEM: Richard 
Cc. Bachman, ° 

Myers Apv. AGENCY, WILLARD G.: Wil- 
lard G. Myers; M. J. Romey. 


N 


NAPKO PAINT & VARNISH WoRKS: 
Murray. 

NaSH ENGINEERING Co.: D. R. Fournier; 
George B. Wright. 

NATIONAL ACME Co.: Lloyd Honeywell. 

NATIONAL AERONAUTICAL Jack 
Frost. 

NATIONAL AUTOMATIC TOOL Co.: 
R. Brangan; Fred B. Holcomb. 

NATIONAL BUSINESS PUBLICATIONS, LTD.: 
Jack Deragon; M. J. Gladney; David 
Graham; W. H. Hewitt; R. C. Rowe; 
Ivan C. Steven; Cecil Weiss. 

NATIONAL CARBON Co., INcC.: A. Broggini; 
Charles G. Ollinger. 

NATIONAL CYLINDER GAS CoO.: 
Russell. 

NATIONAL ELECTRIC 
George W. Hartner. 

NATIONAL FIREPROOFING CORP.: 
Cullison. 

NATIONAL HoME MONTHLY: William Wal- 


Glen Mackay. 
Moore, 


AGENCY, INC.: 


Paul Wig- 


Rob- 


M. L. 


Robert Engler; Joseph 
Blackburn. 


Lloyd Edward 


Carl F. 


ASssoc.: 


Richard 


Albert E. 


Propucts CoORP.: 


Jesse A. 


NATIONAL INDUSTRIAL ADVERTISERS’ ASSN, : 
W. Lane Witt. 

NATIONAL LockK Co.: Lee Anderson; Clyde 
C. Johnson; H. M. Johnson. 

NATIONAL Mrc. Corp.: Gordon E. 
beck. 

NATIONAL MetaL Epaz Box Co.: 
Junkin, 

NATIONAL MILK PuBL. Co.: 
Runyan. 

NATIONAL OIL 
O’Connell. 

NATIONAL MILLER PUBLICATIONS: 
Slepicka, 

NATIONAL PETROLEUM PUBL. Co.: 
S. Craig; Y. A. Koskinen. 

NATIONAL PNEUMATIC Co.: 
Schendorf. 

NATIONAL PrRocEss Co., INCc.: 
Fay. 

NATIONAL PROVISIONER, 
Easter; H. S. Wallace. 

NATIONAL REFRACTORIES, Ltp.: W. 
ping. 

NATIONAL RETAIL HARDWARE ASSN.: Wm. 
H, Ackerman; Earl W. Scrogum. 

NATIONAL STARCH PRODUCTS: F. Ss. 
Campins. 

NATIONAL Suppiy Co.: Ray E. 
Allen P. Colby. 

NATIONAL TUBE Co.: George E. 

NATIONAL TYPESETTING Co.: 
Furry. 

NATIONAL VULCANIZED FIBRE Co.: G. Mil- 
lard Lang. 

NEEDHAM & GROHMANN, INC,: 
Phillips. 

NETTLETON & AssociaTEs, W. O.: Walker 
O. Nettleton. 


NEUMAN, PAvUL: Jerrold Arnold. 


Whit- 
M. P. 
Carleton W. 
Propucts Co.: Mary F. 
Frank J. 
Frank 
Arthur P. 
Archie J. 
Inc.: Frank S. 


Cop- 


Bowland ; 


Niver. 
Schell L. 


aul A. 
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New DeEparTURE DIvIsion OF GENERAL 
Motors Sates Corp.: Carleton B. Beck- 
with. 

New ENGLAND ELECTRICAL News, INC.: 
Charles A. Stone 

NEW EQUIPMENT DIGEST: 
Baker 

New Jersey Zinc Co R. Davison 

NEWARK PRINTING Co.: Ferd A. Lalle. 

NEWELL-EMMETT Co J. L. Bradley 

NEWELL & Assoc., ROBERT: Robert B. 
Newell 

Nicnuoits & Sons, W. H 

NICOLL, JAMES C., JR. 

NICHOLSON FiLe Co.: George Ashbey. 

Nrenorr & Co.: William G. Harke, Jr. 

Norpero Mro. Co.: Delbert Kay. 

NORTH AMERICAN Merc. Co.: Charles W. 
Grimm 

NortTH AMERICAN 
Harry E. Fr 

NortTH JERSEY BROADCASTING Co.: 
J. Flamm 

Nortu & Jupp Mrr. Co 
Jr 

NORTHERN Evectric Co., Lr 
Marquez: J. J. McGovern 

NORTHERN EQUIPMENT Co Don Allhouse 

NORTHWEST CONTRACTORS & ENGINEERS: 
Bob Stebbins 

NORTHWEST ENGINEERING Co.: G. C. Wil- 
liams. 

Norros 


Shaw 


Bradley R 


Alan Brown. 


PHILuPs Co., INc.: 
Sidney 
Calvin Fisher, 


Vernon O 


Leonard 

Norton Co. or CaNnaba, Lrp.: Donald M. 
Chisholm 

Nort Co., W. S Hal Pearce 

Nourse Associates: Murray Bothwell. 

Novo ENGINE Co Richard S. Teel. 

Ny-LInt To & Mro. Co.: Ragner Klint 


o 


OCCIDENTAL Pus... Co Leslie M. Carroll. 

OCCUPATIONAL HAZaRDs, INC.: Jack W. 
Welss. 

ODELL & Assoc., 
ton 

OpLIN COMPANY, INc., JoHN W.: John 
W. Odlin 

OGILVIB FLOUR 
rurpin. 

On10 BELL TELEPHONE Co.: L. F. Hard- 
man 

Onto Brass Co 


EMERY: Wayne M. Carle- 


Mitus Co., Lrp.: Cc. W 


Louis J. Ott 
Onro CRANKSHAFT Co John F 
Jr 
Onro DIsPpLay Paul H. Schultz 
On1o Pusitic Works: Bert D. Strang 
OILGBAR Co Martin E. Engebretson. 
OKONITE-CALLENDER CABLE Co Richard 
S. Hayes 
OKONITB Co Richard 8S. Hayes 
OLIAN Apv,. Co.: Irwin A. Olian 
OLMSTED & FoLtey: Ward I 
O’Nett-IrwIn Mero. Co.: G. H. Danielson 
ONONDAGA PRINTING C Edward Hitch- 
cock. 
ORCHARD BROTHERS, W 
Orchard 
OsBporRN Mrc. Co.: G. O. Rowland. 
Oster Mra. Co.: L. S. Newman 
OSWALD ADVERTISING AG ; 
OWENS-CORNING ; tGLAS *hilip 
Linne 


Olmsted. 


OWENS-ILLINOIS ‘o.: T. K. Alm- 
roth 


P 


PACIFIC BUILDER AND ENGINEER, INC 
Walter A. Averill 

Pacu Cc DESIGNERS ‘ ynard W heeler. 

PACIFIC NATIONAL AGENCY: Wm. H. 
Horsley 

PAGE ENGINEERING C< W. E. Demand 

Pace Pus... Co ; Harry L. Jewett 

PALM & PAT’ SON, : Tom W. Immel 
A. C. Palm; T. J. Patterson 

PALMER PUBLICATIONS: Walter S. John- 
son 

PANGBORN Corp.: A. Lesley Gardner. 

Paper Service, Inc.: Fred W. Hansen. 

PARAFFIN} Harvey H 
Robbins 


CARTON ASSN 


. 


PARAGON-REVOLUTE CorP.: L 
Rooth 


Gordon 
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PARAMOUNT ENGRAVING Co.: L. F. Heit- 
kamp. 

PARAMOUNT OILLESS Bre. Co.: 
Watson. 

PARKER ADVERTISING Co.: Frank J. Parker 

PARKER-KAHN CorpP.: 8S. S. Kahn. 

PARKER-KALON CorpP.: Charles 8S. Trott. 

PARKERSBURG Rio & Reet Co.: Se SZ. 
Keller. 

Parry, THomas W., & 
Thomas W. Parry. 

Pass & Sgeyrmour, INc.: 
Mager. 

PATTERSON FounprRyY & MAacHINE Co.: 
(Miss) Helene Manypenny. 

PaAXSON ADVERTISING: Howard Paxson. 

Peacock Bros., Lrp.: F. R. McDonald 

Pease Co., THe C. F.: Wellington W. 
Brothers 

Peck Co., JAMEs O.: James O. Peck 

Peprick Too. & MACHINE Co.: Ralph M. 
Shaw, Jr. 

PEERLESS CEMENT CorpP.: Charles A. Luck. 

Pemco Corp.: Howard N. Williams 

PENN Evectric Switcw Co.: John R. 
Netedu. 

PENN METAL CorP. OF PA.: 
dorph, 2nd. 

PENNSYLVANIA FLEXIBLE METALLIC TUBING 
Co.: S. H. Collom, Jr. 

PENNSYLVANIA RuspBer Co.: W. L. Fowler; 
(Miss) Ethel S. Klingman 


Leland 


ASSOCIATES : 


Theodore A. 


F. E. Sagen- 


PENNSYLVANIA TRANSFORMER Co.: Irving 
R. Isaacs 

PENTON PrREss Driv. OF PENTON PUBL. Co.: 
Clyde J. Geraty. 

PENTON PUBLISHING Co.: J. F. Ahrens; 
Clyde H. Bailey: V. G. Brettman ; How- 
ard H. Drever; F. J. Fuller, Robert L. 
Hartford George O. Hays: tussell 
C. Jaenke; D. C. Kiefer; A. L. Klinge- 
man; Emil W. Kreutzberg: J. M. Lath- 
rop; Edward 8S. Lawson; L. C. Pelott; 
George A. Pope; H. J. Rowland; B. C. 
Snell; Russell H. Smith; Harold B. 
Veith; Karl! A. Zollner 

Perrect CircLte Co Robert Bland 

PERLOWIN Stupros: George W. Knoerr. 

PermMutTir Co.: Henry H. Wilkinson. 

Perry-Brown, Inc Wm. J. McLaughlin. 

PETERMAN, INC., WM.: Robert H. Selzer. 

PETERS Pusu. Co.: Clarence R. Over. 

Peters Pusi. Co. ofr Texas: D. E. WIil- 
liams 

PETERSON & KEMPNER, INC Richard H. 
Darby Roger Nevitt Peterson. 

PETREQUIN PAPER Co.: Robert E. Petre- 
quin, 

PETROLEUM ENGINEER Pust. Co.: T. J. 
Crowley ; W. L. Love; Roger Motheral; 
E. V. Perkins; R. C. Wipperman. 

PETROLEUM EQUIPMENT PuBL. Co., INC.: 
George H. Pichler. 

PETROLEUM PuBL. Co Davis E. Browne; 
Cc. R. Farmer; Kenneth J. Langley: 
Wayne Rives J Howard Tinkham; 
Charles A. Wardley 

PFAUDLER Co.: Casper M. Clark. 

PHILADELPHIA BINverRy, INc.: C. Earl 
Brooks; Fred F. Marsh. 

PHILADELPHIA GEAR WoRKsS: 
Ball. 

PHILADELPHIA QuARTZ Co. : 
M. Suarez 

PuotTocrarr Co., THe: L. S. Kneifel 

PHOTO-CHROMTYPE ENGRAVING: Robert E. 
Sterne. 

PHOTOPRESS, INcC.: Jack D. Ayotte 

PHOTOTYPE ENGRAVING Co., INC.: 
S. Benedict. 

PictTo-SouND PrRopucTIoNns: J. C. Best 

PIKE & Co., E. W.: Sally N. Pike 

PICKRELL & Starr, R. F.: R. F. Pickrell. 

PIONEER ENGINEERING WorkKs, INc.: O. J. 
Ellertson. 

PITNEY Bowes, INc.: William E. Smith. 

Pitt Stupros: Wm. L. McQuillan. 


PITTSBURGH-DEs MOINES STEEL Co.: 
Beck. 
TTSBURGH LECTRODRYER CorP.: G. L. 
Simpson 


Russell C. 


(Miss) Frances 


Edgar 


R. H. 


PITTSBURGH PHOTO-ENGRAVING Co,: 
Thomas C. Barr; Jerry Maloney. 

PITTSBURGH PLATE GLass Co., BrusH Drv.: 
A. H. Gladmon; Roy B. Johnston; Ear! 
W. Sood. 

PITTSBURGH Post GAZETTE PUBL. Co.: Gus 
Jaeger. 


PITTSBURGH Press: Irving Hershorin. 


PITTSBURGH STANDARD ENVELOPE Co.: Dan- 
iel Wolf. 

PITTSBURGH STEEL Co.: L. W. Gaupp. 

Pioms Too. Co., THe: Clifford A. Faust 

PLUMB, INC., FAYETTE R.: George Thomp. 
son. 

PLUMBING & HEATING PUBLISHING ({ 
George Larson. 

PLYMOUTH CORDAGE Co.: 
W. A. Scherff. 

ScaLe Corp., Lrp.: K. M 


Edwin G. Roos; 


PNEUMATIC 
Peterson 

PoLK & Co., R. L.: 
Moore. 

PooR ADVERTISING, Rocer A.: Roger 
Poor. 

Porter Co., INc., H. K.: Wm. W. Cz 

Post, Inc., L. D.: John Cornell; ¢ 
W. Van Steenbergh. 

Powers, E. J.: E. J. Powers. 

Powers ReouLator Co.: Horace Fea. 

Poyntz Apv., Lrp., ALForD R.: Jack Heg- 
gie; A. R. Poyntz. 

Precis—E METAL Propvucts, INc.: 
Heiser. 

PRECISION SCIENTIFIC Co 
heis. 

PRINTCRAFT Press, INc.: Harry Gutter- 
man. 

PRINTERS’ INK PUBLISHING Co., INC: 
Raymond H. Ganley; Harold E. Green; 
Gus Krimsier; Henry William Marks 

Proctor & Swartz: John W. Reinhardt 

Procunier Sarety CuuckK Co.: John A 
McConnell. 

PRODUCTION EQUIPMENT: E. P. Bloomster 
Harvey Carr; John K. Wilson 

Prosperity Co., Inc., THE: Mac C. Ritter 

Pusiic WorKS JOURNAL CoRrRP.: _ Croxtor 
Morris; Lewis C. Morris; E. David 
Porter 

PuBLICITY ENGRAVERS, INc.: H. V. Baker 

PURCHASING AGENTS’ ASSN. OF CLEVELAND, 
Inc.: E. B. Stapleford. 

PURCHASING AGENTS’ ASSN. OF NORTHERN 
CALIFORNIA, INc.: E. G. Chambers. 
PURCHASING AGENTS’ ASSN. OF PHILADEI- 

PHIA, INc.: Frank C. Brodhead. 

PUROLATOR PrRopucts, INc Howard J 
Hopkins. 

Purse Co.: H. O. Henricksen. 

PutTMAN Pust Co.: William E. Coates 
Ewing W. Graham: K. 8. Kaull; 
sell L. Putman; C. H. Thomas; 
Vaaler;: James M. Wells. 

PYRENE Mra. Co.: Truman Young. 


Q 


QUAKER RUBBER CorP.: W. E 


R 


Rapio & ELECTRONIC JOBBER NEWS: 
ard Markt 

RapD1o MAGAZINES, INC 
man. 

RAHN-CHLUPP ASSOCIATES, INC.: 
Chlupp. 

RAILWAY EQUIPMENT & PUBLICATION CO.: 
Harold A. Brown. 

RaItway & INDUSTRIAL ENGINEERING CO 
Ralph M. Jones; Eric Zimmerman 

RAILWAY & POWER ENGINEERING CORP. 
Lrp.: G. G. Baguley; William ‘Turner 

RAILWAY PURCHASES AND Stores: Ed- 
ward Wray. ' 

RAILWAY SuPpPLy News: W. J. Mulder, Jr 

RAMSEY CorP.: W. G. Myers. 

RAMSEY Apv. AGENcy, L. W.: W. J. Hen- 
derson. 

RANDALL Co., Freep M.: J. W. Sweet 

RANSOME MACHINERY CorP.: Karel Wolke 

Rapi Copy Service Co.: Harold W 
Briggs. 

RAWSTHORNE Co., Ropert: Leo P. Kremer. 

RaYART Stupios: Harry Davis. 

RAYBESTOS-MANHATTAN, INnNc.: Manhattan 
Rubber Div.: James J. De Mario. 

RCA Victor, Lrp.: A, Usher. 

Rea, FULLER & Co.: Charles A. 
r. 

ReacH Co., CHarites Datias: Charles 
Dallas Reach; Edward C. Stover, Jr 
REaST ADVERTISING, Frep M.: Fred M 

Reast. 
RECORDER Press: Wilson E. Haver. 
REDHEAD ASSOCIATES, Ropert G.: Robert 
G. Redhead. 


Paul G. Hobart; 


lihan, 
eorge 


a 
i 


Harold J. Sugar- 


Fred J 


Fuller, 
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Reep Rouuer Bit Co.: H. O. Heller. 
Rertty Co., J. M.: John M. Reilly. 


REINCKE, MEyer & Finn: E. Clifford 
Estey; Charles A. Reincke; Gordon E. 
Taylor. 

REINER ADVERTISING AGENCY: George 
Reiner. 

REINHOLD-GoULD, INc.: Fred H. Pinker- 
ton. 


REINHOLD PUBLISHING CorP.: Russell H. 
Alvis ; Eugene O. Bauer ; John G. Belcher ; 
Edward J. Boyer, Jr.; Edward M. 
tuck; G. E. Cochran; Donald W. Dick- 
son; John T. Fosdick; Donald Hoag- 
land; Philip H. Hubbard; M. S. Kear- 
ney; H. Burton Lowe; F. Douglas Par- 
lington; D. G. Pilkington: William H. 
telyea, Jr.: J. Glenn Squibbs: J. A. 
Stonhouse ; Francis M. Turner; William 
P. Winsor. 

RELIANCE ELEcTRiIC & ENGINEERING Co.: 
Kenneth F. Ertell; Roscoe H. Smith. 


RELIANCE ENGRAVERS, Ltp.: R. S. Mac- 
Gilchrist. 
RELIANCE GAUGE COLUMN Co.: M. C. 
Parker. 


RELIANCE LIFE INSURANCE Co.: Norman 
L. Klages. 

REMINGTON, INc., WILLIAM B.: W. R. 
Mason; William B. Remington. 

REMINGTON Ranp, Inc.: J. Arthur Grundy. 

RENNER ADVERTISERS: Otto W. Renner, Jr. 


REPUBLIC BANK NOTE Co.: Arthur C. 
Gruver. 


—* ee FLow METERS Co.: H. W. Stoet- 
zel. 


REPUBLIC RuBBER Div., LEe Ruseer & Tire 
Corp.: H. P. Schultz; Carl H. Zieme. 
REBUBLIC STEEL CorP.: Paul J. Betz; H. 
S. T. Heckman; H. H. Oldham; Chester 
W. Ruth; John E. Spencer. 
RESEARCH For INpustry, In¢ 

Combs. 

RESISTOFLEX CorpP.: Paul L. Francois. 

REYNOLDS & Co., Lrp., E. W.: J. Ketter. 

REYNOLDS METALS Co.: David F. Beard. 

RHEEM Mra. Co.‘ Miss Winifred Holmes. 

RHOADES METALINE Co., INc., R. W.: B. 
Richard Rhoades. 

RHoaps & Sons, J. E.: J. Edgar Rhoads, 

Rice & Sons, Greo.: Geo. Rice ITI. 

RICHARDSON Co.: John M. Richardson, Jr. 

RICHARDSON, JAMES E. 

RICKARD & Co., INc.: Lloyd Wyatt Dunn; 
H. L. Fisher; Julian Gran; Burton 
Schellenbach. 

Ringway Co., INc.: Edward Sprague. 

RiorpDaN Co., JOHN H.: J. C. Spruance. 

RiorpDAN & MEsSLER Apv. AGENCY: John 
E. Riordan. 

9 PRODUCTIONS CorP.: Edward Hurl- 
urt. 

Ross & Co., JoseEPpH: W. Copping. 

Roppins Pus... Co., Inc.: Allen Addicks: 
C. Lloyd Cain; William R. Joyce; Mare 
MacCollum; Walter V. Turner. 

ROBERTSON Co., Ltp., JAMES: J. Tessier. 

Rosin Hoop Fiovur Muiis, Lrp.: G. J. 
Samson. 

Ropins Conveyors, INC.: 
rin, 

RoBINSON Co., D. E.: D. E. Robinson. 

RoporHaM & Co., Epwarp W.: Edward 
W. Robotham. 

Rocue, Wittrams & C.Leary, INc.: W. 
Laurence Bunnager; James A. Greer. 


Nelson R. 


Edwin M. Per- 


ROCHESTER CHAMBER OF COMMERCE: Olyn 
D. MacNaughton. 

ROCHESTER ELECTROTYPE & ENGRAY. Co.: 
Charles G. Lennox. 

RocHESTER MFsc. Co., INc.: 
tings; J. Stuar: Lynch. 

Roc {ESTER TYPOGRAPHIC 
E. E. Wigren. 

RockBEsTos Propucts Corp.: 
leery. 


Clark L. Has- 
SERVICE, INc.: 
Edward A. 


Christian- 


8¢ 


Rockrorp CLutcH Div.: G. L. 


— FORD MACHINE Too. Co.: 
an, 


RocKWELL Mra, Co.: 


C. A, Corri- 


Wm. F. Weimer. 

Rock woop SPRINKLER Co.: James J. Ryan. 

Harvey J. Hill. 

RorBLino’s Sons Co., JOHN A.: F. J. 
ec. 


Ropcers HYDRAULIC, INC.: 


r 


Map 
Rocers Apv. AGENCy, T. Pace: T. Page 
‘Ogers, 


Rozen Apv. AGENCY, INc.: Manus Roizen. 


ROLLAND Paper Co., Ltp.: L. H. Conse- 
dine. 

RONALDS ADVERTISING AGENCY, LTp.: R, J. 
Avery: W. McGregor; Russell C. 
Ronalds. 

Roop AssocraTEs: Everett Rood. 

Root Co., B. M.: J. William Stair. 

Roors-CoNNERSVILLE BLOWER CorP.: B. C. 
O’Brien. 

20PER CorP., GEORGE D.: Cy Edwards. 


Ross AGENCY, ALEXANDER: Alexander 
Ross. 

Rotor Toot Co.: H. P. Bailey. 

RoweE CoMMERCIAL PHOTOGRAPHERS: How- 
ard J. Rowe. 

RupBerset Co.: Elon R. Brown. 

RuBy CHEMICAL Co.: Glenn C. Baker. 

RupDEL MACHINERY Co., Lrp.: B. McK. 


Davey. 

RuMRILL & Co., CHARLES L.: Herbert R. 
Hanson; J. Erwin Porter; Earl A. 
Rogers; Charles L. Rumrill; G. Grant- 
ly Wallington; S. H, Weinstein ; Charles 
S. Wilkinson. 

Rupp Stupios: Raymond Groth. 

RustTLess Iron & Street Div., THE AMER- 
ICAN ROLLING MILL Co.: J. L. Cotsworth. 

RUTHRAUFF & RYAN, INC.: John Magro; 
John S. Weiser. 

Ruup Mre. Co.: Carleton R. Cummings. 

RYDER & INGRAM, LTp.: E. A. Bonfield. 

RYERSON & Son, Inc., JosepuH T.: Keith J. 
Evans. 


S 


Sr. CLarRE Apv. AGENCY: Paul E. Cattey; 
Cc. C. Kyle. 

St. Louis LABORATORIES: Roland E. Stur- 
hahn. 

Str. Recis Sates Corp.: Kenneth D. Lozier. 

SALEM ENGINEERING Co.: John Loux. 

SALsSBURY Morors, INc.: Harry Howard. 

SAMUEL, INc., Howarp H.: C. A. Hirsch- 
berg. 

San Francisco CALL BULLETIN: Harold 
P. Coffin. 

SANGAMO ELgEctTrRic Co.: 
liams. 

SANGAMO ELEcTrRIC Co., Ltp.: Elmer G. 
McCracken. 

SANGER-FUNNELL, INC.: Walter L. Fun- 
nel: William W. Horine; Robert L. 
Neff; Alan B. Sanger; Horace H. 
Sherman. 

Sann & AssociaTEs, E. W.: E. W. Sann. 

Sarco Co., Inc.: G. A. Binz. 

SAUEREISEN CEMENTS Co.: C. Sauereisen. 

SAUERMAN Bros., INc.: Louis McLouth. 

SAUNDERS, D. W. 

SAUNDERS VALVE Driv., GRINNELL Co. OF 
CANADA, Ltp.: R. Jack Hall. 

Saytor & Associates: Austin C. Saylor. 

ScHAUER MACHINE Co., THE: A. J. Kohn. 

SCHEEL ADVERTISING AGENCY: Car! Scheel. 

Scumipt Co., Tue E. F.: Herbert A. 
Fuhry. 

SCHNEIDER, 
Schneider. 

SCHNEIDEREITH & 
Schleunes. 

SCHNELL PUBLISHING Co., INCc.: 
Auchincloss. 

ScHOLLER Bros., INc.: Fred C. Scholler. 

ScHoLTs Apv. SERVICE: Wm. G. Scholts. 

ScHONEMAN-HENING AGENCY: B. Brad- 
ford Hening. 

ScuraMmM, INc.: A. O. Witt. 

ScHUYLER Hopper Co.: J. R. Van Arsdale. 

ScHWEIM Co., CHARLES: Charles Schweim. 

SCHUYLKILL PAPER Co.: Fred Balch. 

Scott’s AcreNncy, INnc.: George L. Stingel. 

Scott & Co., DuNcAN A.: Arthur D. Dil- 
lenbeck, Jr.; Robert B. Hoag; Duncan 
A. Scott; Lee Wilson. 

Scott Paper Co.: S. H. Collom, Jr.; G. A. 
Duff. 

ScoTT PUBLISHING Co., E. A.: Thomas B. 
Cashion; Robert A. Davies; Ralph F. 
Duysters; Ross Mahoney. 


Joseph H. Wil- 


ADVERTISING, S. E.: 8S. E. 


Sona: Cari FF. &. 


w. S. 


Scott-TELANDER Apv. AGENCY: George R. 
Holt. 


ScovILLeE Mre. Co.: G. K. Thornton. 


ScrREW MACHINE PuBL. Co., INc.: J. How- 


ard Spaulding. 
ScrRIVENER, O'BRIEN & COMPANY: Albert 
Scrivener. 
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Scut.ty-Jonges & Co.: George Perry. 

SEBERHAGEN, Inc.: Frederick H. Seber- 
hagen. 

Security BANK NOTE Co.: 
Beck; Charles L. Knepper. 

SreMAN & PETERS, INC.: Robert F. Price. 

SEIBERLING RusBeER Co.: G. F. Weisenbach. 

SEIFREAT-ELSTED MCHHINERY Co., THE: 
Joseph F. Jewett. 

Setas Corp. of AMERICA: George V. Jor- 
den, Jr. 

SerRvVEL, INc.: R. J. Canniff. 

SERVICE PUBLICATIONS: (Miss) Gene Mont- 
gzomery. 

SHANE-BEEVER Co.: James B, Thomson. 

SHAUGHNESSY-KNIEP-HAWEB PAPER Co.: 
James B. McNamee. 

SHaw Company: John B. Shaw. 

SHEFFIELD CorpP.: W. I. Wilt. 

SHELDON, Morse, HutcHins & EASTON: 
William H. Easton; Richard J. Rush- 
more. 

SHELL Om Co.: William F. 
Charles W. Shugert. 

SHEPARD NILeEs Cransp & Horst Corp.: 
Frank J, Crouch. 

SHERMAN Paper Propucts Corp.: Paul 
Thompson. 

Suvure Bros: J. A. Berman; Howard Hor- 
wich. 

SHURON OPTICAL Co., INc.: James G. Huff; 
C. H. mallery. 

SIcKLES PHOTO REPORTING SERVICE: 
tavus Sickles, Jr. 

SIpENER & VAN RIpeER, INCc.: 

SIGNODE STEEL STRAPPING Co.: 
Hunt. 

SIGNS OF THE TIMES PusBL. Co.: D. R. 
Swormstedt. 


Harold W. 


Murphy ; 


Gus- 


Glen Mills. 
Lewis S. 


SIMMONDS AEROCESSORIES, INC.: Russell 
Newcomb. 
SIMMONS-BOARDMAN Pus. CorpP.: Harold 


B. Bolander; Fred A. Clark; Frederick 
J. Fischer; S. W. Hickey ; Frederick C. 
Koch; John G. Little; Warner Lum- 
bard; Harry H. Melville; C.. W. 
Merriken, Jr.; E. J. Reich; Glenn 
Royer; Robert E. Frederick 
H. Thompson, 

Srmon & SmitH: John D. Simon. 

Srmons-SIster Co., Inc.: Paul H. Goess- 
ling. 

SrmMonpDs ABRASIVE Co. : 
Dudley S. Saurman. 

Stmonps Saw & STEEL Co.: 
Parker; Harry G. Tobin. 

Simonps WorpEN Wuite Co.: H. D. 
Blackburn. 

SIMPLEX Wire & CaBLB Co.: 
Lewis; E. J. MacKenzie. 
SrmMPsON-REILLY, Lrp.: Walter S. 
SinceR Mre. Co.: J. E. Painter. 
Sincer SEWING MACHINE Co.: Harry A. 

Hey. 

SxaLa Co., R. J.: Rudolph J. Skala. 

SKF Inpustrigs, INc.: R. C. Byler. 

SKILsaw, INnc.: Delmar M. DeWolf. 

SKINNER & KENNEDY STATIONERY Co.: Al 
J. Rose. 

SLATER Co., Ltp., N.: W. N. 
Stewart C. Watson. 

SLocuM PUBLISHING Co., INc.: Edward J. 
Kruspak. 

Smrru Apv., INc., Brap Wricut: Brad- 
ford W. Smith. 

Smiru Co., Inc., H. B.: J. E. Reed. 

SmiTH Co., JoHN P.: Granger C. Lederer. 

Smitu Corp., A. O.: J. Dilot. 

SmitH Mre. Co., INc., F. A.: 
Jensen. 

SmitH Paper MILus, Ltp., Howarp: N. B. 
Powter. 

SmItH PusL. Co., B. L.: Edward J. Mc- 
Carthy. 

SmitH Pus. Co., 
Cook; Maynard L. , 
Hoffman; P. O. E. Johnson; E. L. 
Rogers; Arthur C. Shaw; A. E. C. 
Smith; Richard P. Smith. 

SmITH, TAYLOR & JENKINS, INC.: E. V. 
Hudson; Robert M. Jenkins; Vaughn R. 
King. 

Sm1ITH WELDING & EQuIPMENT Corp.: Nor- 
wood N. Canfield. 

SNAP-ON TooLs Corp.: George A. Smith. 

SNIPS MAGAZINE: Edward C. Carter. 

Snow & Starr, Inc., WaLTeR B.: Harold 
Bugbee. 

Society oF AUTOMOTIVE ENGINEERS, INC.: 
EB. L. Carroll; Arthur J. Underwood. 

SoMMERS-Davis Cu.: H. G. Sommers. 


Thayer ; 


Charles A. Kraatz; 


Verne C, 


Arthur F. 


Reilly. 


Elliott ; 


Willis T. 


WW. RR CGC? Jeora Cc 
Durham; W. K 
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J. F. Koellisch. 
How - 


SONNEBORN Songs, Inc., L.: 

SounD EQUIPMENT CorP. OF CALIF. : 
ard M. Irwin. 

SouTHAM Press, Lrp.: A. C. Pringle 

SouTHERN CALIFORNIA Epison Co.: A. X 
Schilling 

SPANG CHALFANT, INc.: R. M. Sylvis. 

SPARTAN Saw Works: Fred Emerson. 

SPAULDING ADV AGENCY: James 
Spaulding 

SPEED & Co., INC Fletcher B. Speed, Jr 

Speipet Corp Harold R 

SPrmrat BINDING Co., NC, : 
Nemeth 

SPONGE RUBBER PRODUCTS 

Spracve Strupios, B. D.: 
Sprague 


Rosenquist 
Edward M 


Bernard Leavy. 
Berwick D. 

Q Terry B. Martin: 

STANDARD Too. C Ernest B. Cole 

STANFI! LD, L7D., ioOLD L Harold L 
stanneild 

STANLEY Works: D. E 
Fletcher 

STaR ELEcTRIC 

STARBUCK ART Joseph Starbuck. 

STATE Mra. & Constr. C Edward A. 
Mayer 

STEARNS MAGNeETIC Mra. Co.: Hugh Sharp. 

“ItTy PRINTING INK Co John J. 


Buckwell; G. M, 


Motor Co.: I. C. Peterson. 
SERVICE 


CANADA, Lrp.: Willlam A 
rdon E. Pallant 

STEEL IMPROVEMENT & Force Co.: 
mar Naujoks. 

STEEL Pu! ‘ATIONS, INC.: T. B 
N. R. Moll; Henry Milton Reich. 

STELLE, B. WI 

STELLER-MILLAR-Esperts: D. M 

STEPHAN-NATIONAL INDUSTRIAL 
ING John C. Stephan 


Mi 


Walde- 


Little ; 


Ebberts 
ADVERTIS- 


STHVE> 
arthe 

Srewart, Hanrorp & Casier, INc.: 
Casler. 


STEWART JAMES A 


Ste W irt 
SToKEs & SMITH C : 
STOKES MACHINE Co., F. J.: R. Cook; 
John A, Silver 
STONEHOUSE SIGNs, INC Walter DuBree 
Louis Frader 
S1 y Co., THI Alex T. Robinson 
Stover Co., JoHN: John Stover. 
STRATHMORE PAPER Co.: H. E. 
; & McKim Edmund 


STON HAI Co 


Riggs. 


STROMBE! 
Haupt 
STUART OIL C 
STUART, INC., : ’.. G. Bixler; 
Edwin H, Stuart. 
Stupio Press, Inc.: R. W. Garrison. 
STURTEVANT Co., B. F Evert W. Andros. 
SULLIVAN-RAYHAWK Arthur ‘ 
hawk D. A. Sullivan 
N CHEMICAL CorP 
un Or Co Albert 
John C. Fairchild 
SuUN PRINTING HouUsE 


SUNDSTRAND MACHINE 


Kjelistrom. 
SUNROC REFRIGI 
Angus 
SUPERHEATER Co 
SURFACE COMBUSTION Co.,: 
SUTHERLAN ABBOTT Joel Squier Ken 


neth R. Sutherland 


Eversole 


UBI cc 


SwWARTWANT Co 
Swirr Co., In 

Pfiastere: 
SWINDELL Bros.: John J. Jeffries 
SWINK ADVERTISING HOWARD 
Howard Swink 


AGENCY, 


SWINSTON Co George Swinston 


‘ oO CANADA 


TRADEPRESS PuBL. Co., INc.: Charles W., 
Hoefer, Jr.: Edward H. St. Jules ; Jo- 
seph J. O'Neill; F. S. Ruggles; T. 0 
Steadman; Louis C. Thaon; Charles 
Todaro. 

TraFric Service Corp.: John Cc. Cadle: 
Emil G. Stanley; William S. Wade 

TRAILMOBILE Co.: Richard Kramer. 

Harold J. Albers. TRANE Co.: L. A. Trumble. 

MERRILL: Roy TRANE Co. oF CaNabDA, Ltp.: T. H. Dow. 

Chris F. sett. 

Tri-Artr Stupios: E. L. Ford. 
Trico Fuse Mra. Co.: M. G. Andrietsch. 

T TRIMMER PRINTING Co.: John E. Groome. 

TRUMBULL ELECTRIC MANUFACTURING Co.,: 
Paul H. Goodell; R. C. Lipps; Allan 
A. Watson. 

TRUNDLE ENGINEERING CO.: 
Trundle. 

TaYLor Forces & Pipe WorkKs: G. F. Sher- TrRUSCON LABORATORIES, INC.: 
mee Doering. 

TRUSCON STEEL Co.: Paul L. Callahan. 

Wm. H. Corwin: Wallace Turco Propucts Co., Inc.: Harry § 

Kenneth D. Rockwell; Rorick 
ii TurNER & Assoc., Harry: Harry Turner 

Walter A. TURNER Brass Works, THE: Maurice § 
Beale. 

TWIN Disc CLutcH Co.: N. F. Adam 

TyYPocRAPHIC SerRvicg, INc.: Frederick C 
LaWall. 

Tyson & Co., INc., O 
K. W. Bailey; G. Clifford Geib; Alfred 

, Milton Jones: F. Keyler; Samuel J 

Lou T. Rubin. McGarvey: Wm. E. tainsley; Irwir 

B. H. Wood. Wood Ty son: Oscar Ss. Tys yn. 

Frank C 


Ross: Ross W. Swogger. 
Edward H. 


Swoacer Co., 

SYKES ADVERTISING AGENCY: 
Sykes. 

SyLVANIA Exectric Propucts, INc.: Ed- 
ward Adams; Derby A. Denson; B. K. 
Wickstrum. 

SYLVANIA INDUSTRIAL CorpP.: 
Handley. 

SYMES AND OLDs Co.: 

SYMONDS ADVERTISING, 
MacKenzie; Merrill Symonds; 


Tonne. 


Robert D. 


TAYLOR ADVERTISING: George C. Taylor. 
TAYLOR & Associates, Ray: Ray L. Tay- 


Robert C 
lor. 


Henry G. 


Cassius 


INSTRUMENT COMPANIES: 


Y 


VORWIN : 


Harold S. Card; Paul 
" PusL. C Irwin F. Megar- 
Wallace Painter; Kingsle Ls. 


Arthur L. Rice; Horace G S.: W. J. Antener 


R 
Wilds 
TEMPLE PREss, INC.: 
TERRY STEAM TURBINE Co.: 
Texas Co A. R. Dunphy; 
Kerns U 
Texas Evectric Street Castine Co.: C. W. 
Shartle ~ - 
‘orP.: D Bertke ULLMAN ORGANIZATION. ROLAND G. E 
Col on Berta J. Mack Nevergole; Roland G. E. Ull- 
XT } AGE, INC A. P. Gumaer; Don- man. 
ld H. White. UNDERWOoD ELLiotT FisHER Co.: Carl 
XTILE Wortp: Ralph L. Chisholm. H. W. Ruprecht. 
THATCHER Merc. Co George A. Mellor UNION CARBIDE AND CARBON CorP.: Wh 
THERMOID C Dwight E. Tuttle L. Goudy: F. E. Loeffler; John N. Me- 
Cr: en 
THEW SHOVEL Co.: J. L. Beltz. - -_ os M : 
; ET I FY { 
THOMA & GILL: Charles G. Thoma UNI ” aie cade? thes rt 
THOMAS PuBL. Co Charles A. Burton; UNION Paper & TWINE ‘ 
Charles D. Cilley; Walter W. Eickhorn; mer. 
Howard Ely Wm. G. Frys B. J. Gold- 
man; Oliver G. Hendricks; Edwin W 
Hoffman; C. H. Holden; G. C. Hooker; 
W. E. Irish; R. H. Irvine M. Graham 
LeVay; MacDonald H. Pierce; Harry 
M. Schell; G.H. Scoltock, Jr.;: G Park p- : ete 
Singer, Jr.; F. Morse Smith; R._D. Kellenber poe Wrean 
Smith; H. C. Whiteley; Fred S. Wil- Wernert; John L. ant 
liams. UNITED ADVERTISING AGENCY: 
THOMAS & SKINNER STEEL PRopucTs Co.: UNITED ADVERTISING CORP.: 
James R. Thomas. Wollaston. 
THOMPSON & SON Co., HENRY G.: UNITED A 
Tucker. Stoneking. 


Max Green. 
Edward H. 
Re We “OGRAPHIC ReGister: J 
[ee WALTER : Arthur Hurd; UNITED CINEPHONE CorRP Ralph J. Hu 
wee WW. . Olean; Se UNITED ENGINEERS & Constructors, INC 
ilt F. N. Floyd. 
Cuwine-AlzeRt INSTRU! talph UNITED STATES CHAMBER OF COMMERCE 
ee Frederick H. Ward 
TIDE Psi oS : Unrtep States Gypsum Co 
Edwin F nayer Maynard. 
TIMBERMAN, THE: E. P. Hoener. UNITED STATES HOFFMAN 
Time, Inc.: C. G. Aschenbach; Herbert Corp.: Douglas Holyoke 
Bippart Paul Boden John A. Edwards; UNITED STATES MACHINE CorpP.: 
Bruce Friedlich ; Ww. P. Hamann; J. Gill. 
D'Orsey Hurst; Richard N. Jones; S. C. U ee Pus. CorP.. THE 
Lawson: Garrett Livingston; Wm. E. Wale . Sen “y Harold L. Behlke 
McDonald; John McLatchie; Harry A. Chet Boketund: C. Melvin Hunt: Phi 
Precourt ; Sartell Prentice; Bradford B. obi “— onal ge Mick: Ed 
Reynolds; George P. Shutt; Bradford Mars NOS A SSS 
L. Tobey; G. W. Tully; Donald H. _——- ' ' 
Tyler; A. Banks Wanamaker; Vaughan UNITED STATES PIPE AND Founpry Co 
Weidel; James J. Whelan. J. B. McFarland. 
TIMKEN Ro.LiteR BEARING Co.: t , oll States Rt 
James Brady; P. C. Poss; anes. 
UNITED STATES STEEL Corp. OF DELAWARE: 
~ >? . 
Artur H. Muller. _C. R. Moffatt 
UNITED STATES STEEL SuPPLY Co.: Georg 
B. Parker. 
U. S. THERMO CONTROI 


Philip W. Murphy ; 
MACHINER! 


Norman 


Arthur 
Paul J. 
Re eves 
TITEFLEX, INC.: 
TITerLexX Metrat Hose Co.: E. W. Allen, 
Jr. 
o., INc.: Fredric D. Scandling. 
KAR ADV., ALFRED F.: Melvin E. Bach. 
ToLtepo Pipe THREADING MACHINE Co.: UNIVERSAL 
Earl R. Youngs. Co.: George E. 
To.Lepo Scatp Co.: Lloyd Ellingwood. U 
Toot & Dig JourRNaL: H. Thayer Heaton; 
George Huebner. 
TORRINGTON Mrc. Co.: R. T. Lyman UNWIN ADVERTISING AGENCY: 
Alfred H. Roth. 


TOWNE ADVERTISING, W. L.: R. D. Towne; Vv 
W. L. Towne. 


UNITED STEEL CORP., 
ENGINEERING 
Stenger. 


NIVERSAL OIL PrRopucTs Co Har‘ 
Blankenship. 


m Ve 


TowMmMorTor Co 


TRACKSON Co.: Raymond B. Thomas, VAN*PHOTO: George J. Van 


TraDeE JOURNAL Pusu. Co.: Charles F. Van AUKEN & RAGLAND: 
Willis Van Auken 


Kenneth L 


INDUSTRIAL MARKETING, November, 1946 








Charles W., 
Jules: Jo. 
gles; T. 0, 
n; Charles 


Cc. Cadle: 
Wade 
timer. 


T. H. Dow. 


ndrietsch. 
E. Groome. 
‘URING Co,: 
pps; Allan 
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Henry G. 


tllahan. 
Harry § 


‘ry Turner 
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fax Green. 
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eS ae ae 


1 J. Hu 
‘ors, INC 


OM MERCE 
John G 
[ACHINER! 

Norman 
RP., THE 

Behlke 
nt Philit 
dward H 
vpDry Co 


Ralph N 


ELAWARE: 


Van 
nneth L 


or, 1946 


nw CLEEF BrotHers: George C. Alex- 
ander. 

san DoRN IRON WorkKs Co., THE: D. H. 
Theobald. 

an SANT, DuGpaLeE & Co., INnc.: C. M. 
Buchanan; Henry G. Erck; Thomas 
F. C. Quinn. 

rans, INC., ADDISION: (Miss) Beatrice M. 
Cullen; Kenneth S. Duffes; Talbot B. 
Munch. 

geper-Roor, INnc.: E. Barrie Smith. 
ceEROY Mrco. Co., Lrp.: E. G. Taylor. 
‘ckKERS & BENSON, Ltp.: R. E. Gourlay. 
yickERS, INC.: (Mrs.) Ferne P. Dwelley; 
Edmund D. Kennedy; B. L. Readman. 
"cTOR CHEMICAL WorKs: E. M. Myers. 
VicroR ELEctTRIC Propucts, INc.: Thomas 
R. Harris. 

ficTOR EQUIPMENT Co.: E. L. Mathy. 
;OLCANO, Ltrp.: Fernand Girouard. 


TADMAN PUBLICATIONS, REX: W. R. Cot- 
ton 
WAGENSEIL & 
Wagenseil. 
"sGNER EvLectric Corp.: Carl O. Hoffsten. 


ASSOCIATES, Huco: Hugo 


WaLes, Dove & HERMISTON: J. S. Lopes. 
ALKER ADVERTISING, HAROLD C.: Harold 


C. Walker. 

ALKER & DowniIne: Charles J. Allen; 
Harold S. Downing; Lee English; Hugh 
E. McDonald; W. S. Patton; C. A 
Richardson; Lester Shea; John F. 
Sweeney. 

WALKER & MINTON: Robert W. Walker. 
VALKER-TURNER Co., INC.: (Mrs.) Paula 
S. Hoddeson. 

ALL STREET JOURNAL: Stephen T. Crosby. 
VALWORTH Co.: Gilbert R. Thomson. 
ANK & WANK: Melville E. Wank. 
Warp, INc., TAYLOR: Taylor Ward. 
WarD’s Sons Co., Epaar T.: John P. Dods. 
VARMAN & Co.: R. B. Warman. 

WARNER, HAROLD, Co.: Harold J. Warner. 
VARNER & SwasEy Co.: J. E. Craig. 
WARREN Co., S. D.: James H. Watson. 
VaARWICK Mra. Corp.: James McLoughlin. 
ARWICK TYPOGRAPHERS, INC.: Hubert J. 
Echele. 
WATERBURY 
Powers. 





COMPANIES, INC.: _ 


ATERBURY-FARREL FOuNDRY Co.: Fred 
R. Daniels. 

ATLOW Ewectric Mra. Co.: Nelson A, 
Greene. 

VATSON-STILLMAN Co.: John P. Bitten- 
binder. 

WAUKESHA Motor Co.: Prescott C. 
Ritchie. 

WCAE: R. Clifton Daniel; Carl M. Dozer. 
VEARSTLER ADVERTISING, INc.: R. J. Mce- 
Allister; A. L. Parella; Albert M. 


Wearstler ; Bruce Whipple. 


VEATHERHEAD Co.: Walter J. Chard; 
Gene P. Roberts; Charles R. Simmons. 

Wess Apv. Co., FrRanNK D.: Frank D. 
Webb. 

MANUFACTURING Co.: William N. 
Uiven., 

x ~ Services, D. Stuart: D. Stuart 
ebb. 

VEBBER ADv. AGENCYs C. Reid Webber. 

Vesper SHOWCASE & FIxtTurRE Co.: Don 
Mack. 


NEBSTER SLs. & ADV. CONSULTANT, F. U.: 
F. U. Webster; John D. Denison, Jr. 
WEDDELL TooLs, INc.: Ralph R. Weddell. 
WEEKLY PUBLICATIONS, INc.: Homer An- 
drews; L. A. J. Dillon; Howard Dodge; 
Ray Guy; E. J. Hughes; Charles J. 
Jackson; James A. Greig, Jr.; Charles 
M. Kinsolving; N. F. Loundagin ; Curtis 
F. Moss; Malcolm Muir; Stanley C. 
Whipple; Arthur Windett. 


WEHNER ADVERTISING: Karl Wehner. 


NDUSTRIAL MARKETING, 


November, 


WeEIpEL Co., THE: Vaughn Weidel. 

WEIR ADVERTISERS ART SERVICE: William 
J. Weir. 

WELDING ENGINEER 
T. Eugene Depew. 

WELLMAN Co., S. K.: W. E. Canfield. 

WENGER Stupio: Elma R. Wenger. 

WERNER Co., INc., R. D.: J. P. Felton. 

Wesson Co., Howarp: Frank J. McArdle. 


PUBLISHING CoO.: 


WESTERN ADVERTISING: Ramsey S. Op- 
penheim. 

WESTERN ADVERTISING AGENCY: R. J. 
Wentsel. 

WEsTERN AsBEesTos Co.: Frederick H. 
Henning. 

WESTERN AUTOMATIC MACHINE SCREW 
Co.: Wilson J. Cox. 


WESTERN BuILDER PuBL. Co.: Norman B. 
Wigdale. 

WESTERN E.ectric Co.: J. Vance Hilliard; 
H. Andrew Jones; Edward I. Pratt; 
tobert L. Ware; Will Whitmore. 

WESTERN ELECTRICAL INSTRUMENT CORP. : 
Clifford E. Greenland. 

WESTERN Fe._t Works: Edward J. Healy. 

WESTERN GEAR WorKs: Wayne D. Hadley. 

WESTERN PRECIPITATION CorP.: R. Cale 
vert Haws; Richard O'Mara. 

WESTERN RESERVE UNIVERSITY: T. M. 
Dickerson. 

WeEsT-Maraquis, Inc.: E. S. 
Stromberger. 

WEst PENN Power Co.: H. S. 
WESTINGHOUSE AIR BRAKE CO.: 
Flynn; James A. Ralston. 
WESTINGHOUSE ELEc. Corp.: Pierce Ben- 
ner: W. D. Cunningham; C. A. Emery; 
Frank J. Everett; Frank R. Foltz; 
Raymond F. Gomber; A. T. Grimm; 
Jack Horner; Thomas A. Hughes; Shel- 
don F. Johnson; Edward Laing ; Francis 
J. Lohman; Forrest C. Lydic; Anson 
A. MacLaren; J. M. McKibbin; W. B. 


Kellogg; T. L. 


Metcalfe. 
Edwin E. 


Montague; John F. Morten; Andres D. 
Palmer; Herbert E. Plishker; George 
A. Sawin, Jr.; H. S. Schuler; Robert 
P. Wagner. 

WESTMAN PUBLICATIONS, Lrp.: G. L. 
White. 


WESTON ELECTRICAL INSTRUMENT CORP.: 
Sidney Cassey; Harold L. Olesen. 

WETTSTEIN, Pus. Rep., R.: R. Payne 
Wettstein. 

WEYERHAEUSER SALES Co.: E. M. Rooney. 

WGAR: Jack Schmunk. 

WHEELCO INSTRUMENTS 
Bluethe; J. C. Freyberg. 

WHEELER, KiGuHt & GaINey, INC.: 
L. Wheeler, Jr. 

WHEELER REFLECTOR Co.: John S. Sessler. 

WHIPPLE’s TECHNICAL LIBRARIES: George 
Francis Whipple. 

WHITAKER PaPeR Co.: Louis Krauitz. 

WHITAKER-RUEHL ENGRAVING Co.: C. D. 
Hanyon. 

WHITE ADVERTISING 
Harm White. 

Wuiirs, S. §S., 
C. Keane. 

WHITE Moror Co.: George H. Scragg. 

WHITE SEWING MACHINE Co.: George O. 


Ca: HE. W. 


Tom 


Co.: C. S. Weber; 


DENTAL MrFc. Co.: Harry 


Gould. 
WHITIN MACHINE WorKs: George F. Mc- 
Roberts. 


WHITING Corp.: A. De Young. 

WHITLOCK Mrec. Co., THe: A. J. Jackson. 

WHITNEY CHAIN & Mra. Co.: Robert 
Atkins. 

WHITNEY MerTAL Toot Co.: 
ng. 

WICKWIRE SPENCER STEEL Co.: Charles B. 
Konselman; Sidney E. McCrum. 


Lloyd Mech- 


WIEGAND Co., EDWIN L.: Frank Wilhelms; 
D. A. Wolff. 

WILcox, CONSULT ENGR., Puivip E.: 
Mary Beckman. 

WILEY & WHITNEY Co., INC.: 
Whitney. 


Miss 


Clayton B. 


1946 


Wiper, INc., ALMON Brooks: Lucien M. 
Brouillette; Almon Brooks Wilder. 


WILHELM-LAUGHLIN-WILSON ADV. AGCY.: 
Earl M. Richards. 

Witt, Inc.: Fred W. Donley; Geo. F. 
McKay. 


WILLARD Pictures: Peter Vogel. 

Wititcox & GIBBS SEWING MACH. 
George B. Tobey. 

WILLIAMS, ADv., CHARLES E.: Charles E. 
Williams. 

WitiiuMs & Co., J. H.: Howard M. Robins. 


Co. : 


WILLSON PropucTs Co., INc.: 8. C. Her- 
bine. 
WILLYs-OVERLAND Morors, INc.: Law- 


rence B. Torch. 

WILMINGTON CHEMICAL CorP,: Edward V. 
Osberg. 

WILMOT CASTLE Co.: John K. Hoag. 


Witson, Haicgnut & Wetcu Co.: John 
yallagher. 

WILSON-SNYDER Mra. Drv. O1L, WELL Sup- 
PLY Co.: B. D. Erickson. 

WINCHELL & Co., INc., T. A.: F. H. 
Gloeckner. 

WIREMOLD Co., THE: Mrs. Jessica M. 
Jones; Miss Edith Wootton. 


Wirtre & BURDEN: George Appel; W. Wil- 
son Burden; P. F. Witte. 
WITTNER ADV. AGENCY, FRED: 

Blang; Fred Wittner. 

W-K-M Co., Inc.: J. D. Rice. 

WoLre, SickiInc, Dow & CoNKEY: R. E. 
Mulvogue. 

Wotrr & Assoc., Ep.: Earl B. Holdren; 
Alfred G. Scheible; Larry Sterling; Ed 
Wolff. 

WOoOLLENSAK OPTICAL Co.: 
sak. 

WOLVERINE TuBE Div. or CaLUMET & 
HELLA CONSOLIDATED Copper Co.: H. A. 
Harty. 

Woop Apv., CALvIN D.: Calvin D. Wood. 

Woop Steet Co., ALAN: Leon J. Lieber- 
man. 

WoopaLt Co., W. P.: W. P. Woodall. 

Woops Co., Merritt J.: Merrill J. Woods. 

Wortp Report: Frank B. Keogh. 

WORTHINGTON PuMP & MACHINERY CORP.: 


Mack Le 


A. A. Wollen- 


Adin L. Davis; F. B. Koss; Robert P. 
March; Thomas Morrison. 
WRENN Paper Co., THE: J. J. Hallowell. 
WRIGHT AERONAUTICAL CorP.: Ward E. 


Moore; Melvin Storz. 
WRIGLEY PUBLICATIONS, Lrp.: G. B. Wrig- 
ley. 


Y 


YACHTING PUBL, 
Kappes, Jr. 
Yate & Towne Meo. Co.: J. S. McCul- 

lough; Horace G. Schoppe. ; 
YARNALL WARING Co.: B. G. Waring. 
Year Book PUBLISHERS, INc., THE: Rob- 
ert L. Simon. 
Y.M.C.A. Nat’, Councii: A. L. Fredrick. 
York Corp.: J. Donald Smith. 
Youne Apv., M. M.: M. M. Young. 
Younc Raprator Co.: W. J. Schlapman. 


Younc & RuBicaM, Ltp.: A. R. McGill. 


YouNGsSTOWN Arc ENGRAVING Co.: W. J. 
Gutknecht; Karl M. Midney. 

YOUNGSTOWN PRINTING Co.: John A, Car- 
son. 


Yusa Mra. Co.: Herbert A. Swain. 


Z 


ZiFF-DavVis PUBL. 
Charles A. Gillman; 


ZIEGLER Co., INcC., Wm. H.: 
liams. 


ZuRN Mra. Co., J. A.: 
bell, 


Corp.: Carl Henry 


Co.: George Berner; 
Roy E. Linder. 


Robert Wil- 


Robert M. Camp- 
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FOR FASTER, 
STRONGER GROWTE... 





Advertise on Champion Paper 


The man who starts a business wants it to grow up before he grows old. He likes the strength of oak, 


but he wants it hurried a little. Printed advertising is basic food for business and is custom made for 


every individual need, great or small. For more than fifty years, likewise, Champion has been making 


quality papers to anticipate and improve advertising and printing practices. It’s a good line. And a 


varied one... including coated and uncoated for letterpress and offset, business papers, envelope, 


cover, high finish postcard and package wrap, papeterie and specials. For steady, profitable growth 


in current sales and those of the future, plan to put every printing job on Champion quality paper. 


THE Champuin Viper AND FIBRE COMPANY... HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 


MILLS AT HAMILTON, OHIO ...CANTON, N. C.... HOUSTON, TEXAS 





Distcict Sales Offices 
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HOW 


A Reliable Answer to how many 
worthwhile plants . . . how many 
men in them really influence pur- 
chases . . . is now available to replace 
all of the confusing “guesstimates”’. 

Scores of top-flight industrial mar- 
keting and advertising men agree 
that the best answer to be had today 
is in Mill & Factory’s Census of 
Manufacturers. The best answer be- 


MANY 


Worthwhile Plants ? | 


cause it is a July, 1946 evaluation of 
plants and executives, personal!) 
made in each industrial area, }, 
local experts. 

To produce this unusual Census, 
Mill & Factory utilized its long- 
established cooperating relationship 
with the 135 important local 
industrial distributors who are the 
keystone of the . 


UNIQUE M&F CIRCULATION METHOD 


... Stron gest Assurance of “Perfect” Covera ge of Worthwhile Plants! 


There's a basic difference between 
Mill & Factory and other general 
industrial magazines . . . a basic 
superiority worth remembering! 
Circulation is hand-picked by the 
1450 salesmen of the 135 industrial 
distributors shown on this map. 


These men know the plants and 
executives in their own area like 
you know companies with whom 
you work closely every few days. 
They know which plants, and how 
many are worthwhile... know 
when plants open, become inactive, 
shift to new lines. They know what 
men have buying influence... know 
when men move up, down, in, out. 


Horse-sense tells you that these 
distributors will see that Mill & 
Factory gets to ALL plants and men 
of importance. Their own company 
advertising is a part of Mill & 
Factory. To make doubly sure of 
proper coverage, distributors’ lists 
are checked by the publishers 
through a continuing census. 


You can be sure, too, that Mill 
& Factory isn’t likely to go to plants 


and men who are worthless to adver- 
tisers. Distributors pay for every 
copy ...mames that become “duds” 
are cut off in a hurry! 

We don’t claim infallible coverage 
of every influential man in every 


worthwhile plant. But it certainly 
makes sense to believe that the 
unique Mill & Factory circulation 
method is the strongest assurance of 
as nearly perfect coverage as any 
publication could ever provide! 


Industrial markets are blanketed by distributors who maintain 
Mill & Factory circulation. 


ASK FOR CENSUS REPORTS, with 
full details about areas covered in 
the M&F Census. Also get handy new 
Market and Media File unit of facts 
about Mill & Factory. Both free to 
industrial advertising and sales execu- 
tives. Write Conover-Mast Corp., 205 
E. 42nd St., New York 17; 333 No. 
Michigan Ave., Chicago 1; Leader 
Building. Cleveland 14; Forrest C. 
Pearson, 448 South Hill Street, Los 
Angeles 13 
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